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Selling
luxury
tech:

NEW SOLUTIONS FOR
YOUR SUCCESS
Established in 1989, SS Telecoms is a South African owned business focusing on design, manufacturing and distribution
of telecommunication solutions. Our capabilities also include strong partnerships with various OEM’s and ODM’s which
makes us the ideal business partner for all your communication requirements.

SS Telecoms in partnership with NETIS System Co., Ltd, is pleased to announce the launch of this
amazing and cost effective product range in South Africa.
Gigabit Routers

Available from

R539
Wireless N High Power Routers

Available from

R559

3G/4G Routers

Available from

R369
Ceiling Mount Access Points

Available from

R699
Switches

Available from

R109

GPON Routers

Available from

R929
4CH Wireless IP Security Kits

Available from

R4999
Power Line Extenders

Available from

R619

Contact us on +27 12-664 4644 | sales@sstelecoms.com | www.sstelecoms.com

And now for something
partly different

CREDITS

Madonna and Apple excel at it, while only
idiots try to do this to the wheel. What
am I talking about? Reinvention – taking
something that exists and tweaking,
reworking or rebranding it to make it more
palatable.
The world of technology certainly isn’t
immune to rebranding something in the
hope of boosting adoption or sales. One
of the greatest examples of reinvention
currently on the lips of every major vendor
is cloud computing. Software as a Service,
hosting, managed services, shared services,
outsourcing – these elements all represent
something that’s now covered by the
encompassing term ‘cloud’. Indeed, it could
be argued that the concept that underpins
cloud has been around since 1950’s
mainframes did all the work and thin clients
were used to access them.
We’ve touched on the impact of cloud on
the channel in previous issues of The Margin
– such as the effect it will have on the server
hardware market as companies shift to
hosted datacentres. There’s much anecdotal
evidence that South African companies
have been slow to adopt cloud, but it would
seem that local risk-resistance is waning and
adoption is slowly gathering momentum.
With that in mind, this is the perfect time
to look at how cloud offers opportunity for
the channel, especially for those systems
integrators and resellers who, like the IT
departments of many local enterprises, have
been somewhat reluctant to commit.
In these pages, you’ll also find pieces on
selling luxury technology, how to become

a trusted advisor, tips on perfecting your
omnichannel strategy and a roundtable
featuring a number of leading local voices on
selling security.
I wouldn’t normally highlight a distributor
profile upfront, but our chat with Tarsus
Technology Group ties in particularly well
with the theme of reinvention, and seems
to go much deeper than a straightforward
rebrand. I’ve never seen Alison Job,
The Margin’s deputy editor, so enthused
by a story as when she returned from their
new warehouse with tales of change and
reinvention, so I would recommend giving
that article a read.
To close up my theme of reinvention,
regular readers will also notice that we’ve
added a couple of new features to the
magazine, as well as sprucing up the
structure and look and feel. Hopefully, you’ll
be able to find the content most relevant to
you more easily and I hope you enjoy our
reinvented style.
Happy reading
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Editor
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SO HOW DO YOU
WORK IN THE CLOUD?
By Yonika Murugan, Adobe Channel Manager, WestconGroup Southern Africa

T

he cloud is here and if you aren’t
using it, your competitors are, and
if they are they are infinitely more
effective, productive and innovative than
you are. Although the steps to getting to
the cloud may at first appear daunting, the
reality is that the cloud is a collaborative
world that was born from the principle
that IT needs to be easier to use and
more accessible to all users.

important is its ability to interoperate with other
popular cloud solutions such as Microsoft’s Office
365 – which makes product and solution bundling a
very attractive proposition to IT systems integrators
and resellers in particular.

Making these solutions work
for you
Why should Document Cloud be a consideration
for your business? Simply put the Document
Cloud offering is the perfect accompaniment to
the document and paper intensive enterprise as it
enables users to create, review, approve, sign and
track documents whether on a desktop or mobile
device. As it has been built with mobility in mind it
also comes with a touch-enabled user interface that
is accessible across multiple devices from the cloud.

Tools for a cloud intensive
business

Why is it so critical for your cloud strategy? The
solution really does embrace and put the onus on
ensuring that every person in your organisation
can leverage mobility, mobile applications and cloud
services, in order to get things in their “document”
world done.
Key to the fundamental build of the product is that
it is combined with a completely new-look-Acrobat.
This version of Acrobat comes complete with the
power of e-signatures, where you can edit, sign,
send, and track documents securely, wherever
you are. The applications are endless as it extends
across desktops, mobile, and web. Even more

Yonika Murugan
Adobe Channel Manager – WestconGroup Southern Africa

‘‘

By losing your
“reliance” on paper –
you are immediately
one step closer to a
business environment
that leverages the
power of the cloud
and that can ultimately
reside in the cloud.

‘‘

It is with this that Adobe has really risen to the
challenge with its latest iteration of its cloud
solutions portfolio – Adobe Document Cloud. Touted
as a completely reimagined way of doing business,
the Adobe Document Cloud offering has a stack of
features and benefits that make it exciting, but what
is possibly even more exciting about its release is
that it is now simpler, more intuitive and available
whenever and wherever you are.

More importantly, why is it good to add it to your
cloud strategy? The solution adds a critical - and
some could argue a component that has till now
been missing - component to Adobe’s already
growing suite of cloud-based offerings. Because
it provides the critical link between the digital and
paper based world, as it ultimately allows users
to now work in and execute off of cloud-based
platforms – while still dealing with traditional paperbased documents.
Document Cloud also includes a set of integrated
services that use a consistent online profile and
personal document hub. This helps improve
management of work profiles as well as personal
profiles while in the cloud.
The business case for it is that your organisation
will be able to take advantage of Document Cloud
for enterprise, which provides enterprise-class

AUTHORISED
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document services that integrate into systems of
record such as CRM, HCM, CLM, and CMS, adding
speed, efficiency and transparency to getting
business done with documents.

What’s under the hood?
•

All-new Acrobat DC – complete with a touchenabled interface, supported by Photoshop
imaging to help convert any paper document
into a digital, editable file that can be sent
for signature.

•

E-signing Anywhere, for Everyone - eSign
Services (formerly Adobe EchoSign) will be
included with every subscription of Acrobat
DC, which is part of both Document Cloud and
Adobe Creative Cloud.

•

•

Introducing Mobile Link and New Mobile
Apps - with Mobile Link your files, settings and
signatures stay with you. Two new mobile apps,
Adobe Acrobat mobile and Adobe Fill & Sign
DC, let you create, edit, comment and sign
documents directly on their mobile devices.
Document Management & Control - Adobe Send
& Track let you manage, track and control your
documents and control features help protect
sensitive information.

ability to work with PDFs anywhere, with complete
integration with Adobe Creative Cloud and
Marketing Cloud and Adobe Experience Manager
Forms. What this does is completely unlock a new
way of collaborating, a new way of engaging with
documents, and ultimately embraces the integration
between paper and digital assets.
This is possibly the key message for all companies
who want to engage in the cloud. By losing your
“reliance” on paper – you are immediately one step
closer to a business environment that leverages
the power of the cloud and that can ultimately
reside in the cloud.
It also takes away the fragmentation that
businesses are experiencing as a result of having
pockets of information in different components
and parts of the cloud.
According to Microsoft, Document Cloud is nothing
to sneeze at, the company was quoted as saying:
“Adobe and Microsoft share a common vision to
help people and businesses do more from anywhere.
We are delighted to work with Adobe to deliver an
integrated experience across Adobe Document
Cloud and Office 365, including PDF, e-signing, and
other new services.”

Unpacking the value

Get it today from a partner who
understands cloud

Another substantial benefit is that Adobe Document
Cloud will allow creative teams in particular, the

Westcon Cloud Solutions partners can with
immediate effect add the Document Cloud solution

to their offerings, in turn enabling their customers to
leverage the all-new Adobe Acrobat DC. According
to Adobe, this addition to its suite is designed to
take e-signatures mainstream by delivering free
e-signing as part of the integrated solution.
Why choose Westcon? Westcon Cloud Solutions
is a division of the WestconGroup Southern Africa,
a leading distributor of category-leading software,
hardware, business solutions and services that
enable our reseller base to partner with us when
developing solutions for their consumer, small to
medium and enterprise customer base.
In short we don’t deliver just cloud-in-a-box. That
would be too limiting for a solution where the sky
is the limit. We provide you, our resellers, systems
integrators and vendor partners, a single cloud
go-to-model to help you better service your end
user customers. We do this through innovation,
incubation and partnerships, we work with leading
vendor partners, such as the likes of Adobe and
Microsoft, to bring our reseller customers packaged
cloud solutions that they can then take to their end
user customers.
Our promise to you leveraging the messaging and
products supplied by partners such as Adobe? One
Cloud – One Invoice – One Distributor.
The Adobe Document Cloud is immediately available
through Westcon via both subscription and onetime purchase.

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

EvidEncE, not footagE
MST is dedicated to providing
security solutions, distributing the
full spectrum of blue-chip
surveillance solution-driven products,
primarily for the corporate arena.

CCTV/IP Video
MST offers a complete
security solution, obviating
the need to source various
components from a host
of suppliers.
Access Control

Your complete end-to-end
security solutions provider
Enterprise and Infrastructure Technologies
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notable deals and developments
that have taken place in the local and
international channel in recent months.
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Aki’s eye

The ‘Greek geek’ speaks about some of
the stories from the worlds of science
and tech that have recently caught his
attention.

Find out which products are hot
to stock.
Smart combinations of a tablet and
notebook, also called 2-in-1 devices,
are becoming increasingly popular with
both consumers and business-oriented
users. The Margin put five of them to
the test.
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Time to say ‘goodbye’

you’ve built up your business but now
you want to take up stargazing or leave
to follow new ventures. How to create
an exit strategy that ensures all that
hard work turns into capital to fund
your new life?

By JAMES VAn DEn HEEVER

The app fantastic

Apps are already changing the
hegemony of traditional applications.
But this is just the beginning of a future
where software is specific, made to
purpose and built by anyone who
wants to.

By JAMES FRAnCIS

31

CONTENTS – Q2 2015

01

03

04

IN FOCUS

34

BUSINESS

South Africa’s cloudy outlook

Despite much attention from the ICT
industry, cloud adoption in the local
market has been slow, but is that now
changing?

46

By Simon Cashmore

36

Industry

The retail challenge

The Margin spoke to two ICT retailers
based in the same shopping centre on
Johannesburg’s West Rand in order to
determine exactly what life is like on
the front line of technology retail.
By Rodney Weidemann

Will the cloud eat your lunch?

50

The cloud is shaking up old
channel models, but need not be
seen as a threat.
By Tracy Burrows

38

05

Getting into cloud

	Your slice of the pie in the sky – a
value-added reseller’s cloud-selling
primer.

60

66

Reinventing the channel wheel

Tarsus Technology Group has embarked
on a journey of consolidation,
collaboration, customer-centricity, and
channel cultivation.
By Alison Job

70

Movers and shakers

Keeping you abreast of some of the key
appointments recently made across the
industry.
Compiled by Alison Job

Reseller revamp needed for cloud
opportunity

Growing interest in cloud computing
services and products will greatly
impact local IT resellers. Old business
models and sales pitches will have to
be abandoned. Even resellers that shun
cloud sales will need to relook at how
they do business.

	by Simon Cashmore

44

Selling security solutions is a complex
mix of education, the right incentives
and convincing the customer.
By Paul Furber

By Carel Alberts

40

Grudge into gold

Countering the challenges to cloud
adoption

While the benefits of cloud adoption
are well known and much talked about,
there remains a range of resistance
points that cause clients to think twice
about moving in this direction.
By Rodney Weidemann

48

Access for all

	Uncovering the business model for the
internet café across the nation.
By Tamsin Oxford

50

Selling luxury tech: not just
about status

Whether you’re selling R250 000
cellphones or R20-million home
cinemas, there’s a market for them in
South Africa.

Channel excellence

72

Is that a box you want to move?

Recognising the ‘dream teams’ for
Veeam Software.
Channel relationships are changing,
and it’s all good.
By Paul Collins

66

By Tracy Burrows

54

Becoming a trusted advisor

We all know the phrase, and it’s the
pinnacle of a seller/buyer relationship,
but does it make sense to become one?

By Donovan Jackson

56

58

34

71

Selling telecoms

Arguably ranked before networking
security, storage or even the PC – the
telecommunications connection to the
outside world is arguably the lifeblood
of modern business.

Advertiser
list
Drive Control Corporation

63

EMC

68

Hitachi Data Systems

10, 20, 30

Compiled by Adrian Hinchcliffe

First Technology

IBC

Six steps to omnichannel

Mustek

6, 9, 22-23

NetXactics

12

OKI/Printacom

19, 42-43

SS Telecoms

2

Tarsus Technology Group

52

Westcon

IFC, OBC, 1, 4-5, 28

How our communication habits have
changed over the past couple of years.
No more do we do business only on the
phone and by fax, instead, the choices
of interaction span text messages,
video calls, e-mails, webchats, apps and
the usual methods of in-person and
plain old telephone system.
By Donovan Jackson

EVOLVING BUSINESS
WITH INNOVATIVE TECHNOLOGY

EVOLVING BUSINESS
ASUS believes in technology that makes better business sense. With 25 years of technological leadership and a long tradition of
innovation, quality and reliability, ASUS maintains a trained focus on serving the global business community. Each and every
function and capability has been developed to ensure that ASUSPRO laptop solutions are simply better for business.

Extra-dependable for small and medium-sized businesses

ASUSPRO P ESSENTIAL

Durable Ultrabook™ designed for your business

Powered By Intel® Core ™ i7 processor

ASUSPRO B ADVANCED

INDUSTRY-LEADING RELIABILITY
Strictest testing proven to exceed the US MIL-STD 810G military standard
Business and organizational users demand greater reliability, so ASUSPRO notebooks go beyond the demanding US
MIL-STD 810G military standard. They prove very durable in shock tests, drop tests, hinge cycle tests, and panel pressure testing,
so your business benefits from steadfast reliability even in extreme conditions.

ASUSPRO. Designed for Professionals
PROVEN I PROGRESSIVE I PROACTIVE I PROTECTION I PRO-ENVIRONMENT I PROFICIENT I PROFESSIONAL
*Intel, the intel logo, Intel Inside, Intel Core, and Core Inside are trademarks of Intel Corporation in the U.S. and/or other countries.

YOUR INNOVATION
Our technology and expertise help you
innovate with information to make a
occurs anywhere the right people have
the right information. See how to turn
y o u r d at a i n t o v a l u a b l e i nfo r m at i o n .
Please visit www.HDS.com/innovate.

ADAPT
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Industry developments

Booth’s

bulletpoint bulletin

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

Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

Local developments

• me&you mobile, a mobile virtual network operator that piggybacks
on Cell C’s infrastructure, made its debut.
• Telkom SA’s acquisition of Business Connexion has been approved
by the Competition Commission.
• Chinese manufacturer Hisense opened its new African
headquarters and showroom in Century City, Cape Town.

International developments

• Apple has won a partial patent appeal victory over Samsung in its
long-running dispute, which means up to 40 percent of the original
$930 million verdict must be reconsidered.
• Cisco has lost a patent infringement case around large area
coverage WiFi against Commil USA.
• Ericsson has filed legal patent suits in Germany, the UK and the
Netherlands against Apple over its products, including the iPhone
and iPad.
• General Electric is collaborating with Qualcomm and Apple, using
digital technology and the growing appetite for data to reinvigorate
its 130-year-old lighting business.
• The European Union will file anti-trust charges against Google and
open a formal probe aimed at Google’s Android operating system
for mobile phones.
• HP’s separation into two units will be effective from 1 November.
• Huawei started its LiteOS Internet of Things operating system that
is designed to control basic devices.
• Jawbone started legal proceedings against Fitbit twice in two
weeks over poaching employees who took with them trade secrets,
and patent infringements.
• Microsoft has infringed mobile phone patents owned by
InterDigital according to the US ITC.
• Hawaii-based Total Recall Technologies is suing Facebook-owned
Oculus VR, and its founder Palmer Luckey, for breach of contract
and exploitation of its intellectual property following an earlier
collaboration.
• Synaptics is filing patent infringement cases against several
companies regarding its touch sensing technology.
• Trend Micro has formed strategic alliances with General Mobile
(GMobi) and VMFive, two Taiwanese startups.
• ZTE has been cleared of infringing an InterDigital patent.

African developments

• Microsoft has bought into Kenya’s ICT master plan by signing an
MOU with the Kenyan government.
• MTN announces GH¢460 million new investment in Ghana.
• EOH purchased Twenty Third Century Systems and its subsidiaries,
a SAP specialist with presence across Africa.

Vendor deals

• Adobe acquired Mixamo, a company that offers a 3D graphics
platform.
• Amdocs bought the assets of Comverse’s business support systems
unit for $272 million.
• Apple has been on a spending spree, having acquired LinX
Computational Imaging, an Israeli camera technology company;
HotStop.com, a Nigerian maker of iOS and Android locationoriented apps; Coherent Navigation, a GPS company; and Mataio, a
German augmented reality firm.
• Arris Group acquired Pace, the UK set-top box maker, for $2.1 billion.
• Avago acquired Broadcom for $37 billion resulting in the largest
merger of chipmakers and in so doing creating a major new player
in the semiconductor industry.
• AVG bought Privax, a leader in the provision of personal privacy
solutions.
• BlackBerry bought WatchDox, a company that makes software for
securing files.
• Cisco acquired OpenStack expert Piston Cloud and Tropo, a provider
of a cloud application programming interface platform.
• EMC purchased Virtustream, a datacentre software provider with a
strong focus on SAP hosting, in a deal worth $1.2 billion.
• F-Secure bought nSense, a Danish security consultation and
vulnerability assessment company.
• Google acquired Timeful, a provider of an automated time
management app.
• GoPro purchased Kolor, a virtual reality company.
• IBM has acquired Phytel, a provider of integrated population health
management software; Explorys, a healthcare intelligence cloud
company; and Blue Box in a deal intended to accelerate hybrid
open clouds.
• Microsoft purchased 6Wunderkinder, a startup behind the
Wunderlist to-do list app.
• NetSuite acquired Bronto Software, a cloud-based commerce
marketing company, for $200 million.
• Nokia acquired Alcatel-Lucent in a deal worth €15.6 billion.
• Salesforce.com acquired Tempo Al’s Tempo, a smart calendar app.
• Sony bought Optical Archive, an optical data storage start-up.
• Twitter bought TellApart, an online advertising company,
for $533 million.

Local deals

• Local WordPress theme and plugin provider WooThemes has been
bought for an undisclosed amount by Automattic, the company
behind WordPress.com.
• Canon SA acquired Océ SA.
• Datacentrix acquired Infrasol, a subsidiary of Pinnacle Holdings, for
R85 million.
• Datatec acquired Trovus, a UK-based provider of business insight
solutions, professional services and managed services.
• Striata, a secure electronic communications specialist, bought USbased Mass Transit, a provider of e-mail marketing tools and services.
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Column

AKI’S

EyE

The ‘greek geek’ sPeaks aBouT some of The sTorIes
from The worlds of sCIenCe and TeCh ThaT have
reCenTly CaughT hIs aTTenTIon.

Cord cutting gets the chop
WHEN yOuTubE was founded ten years ago by three former
PayPal employees little did they know that the video sharing
service would become an integral part of our lives today. The
numbers, ten years on, are insane. Today youTube users upload
300 hours of video every single minute. year on year the
number of people watching youTube videos grows 50 percent
and more than half of youTube’s views are from smartphones.
youTube accounts for around ten percent of global internet
traffic. However, another global bandwidth hog, Facebook, is fast
catching up with youTube in terms of video ambitions. In April, Facebook revealed it was delivering
four billion daily video viewers, a figure which had grown by a billion since January.
So, are video streaming services like youTube, netflix, iTunes and Hulu becoming a threat to
traditional services like DStv for example? Well ‘cord cutting’ has been in the news during the last
few years. The uSA in particular has seen a movement of people disconnecting from cable services
and opting for a video streaming service instead. Has the impact affected the bottom lines of the big
subscription services? not according to leichtman Research Group, which recently released 2014 pay
TV numbers for the uS market. The figures, which represent 95 percent of the total market, show that
cable only lost 1.19 million subscribers out of 95 million in 2014, a drop in fact from the 1.69 million in
2013. Perhaps this is the lull before the storm? The battle between pay TV and streaming services has
not yet begun in earnest. Time will tell how it plays out – watch this space, if you’ll excuse the pun.

THE WORlD’S
SMAllEST
COMPuTER
THE uNIVErSITy of Michigan has produced
the world’s smallest computer. The Michigan
Micro Mote has a processor, wireless
communication capabilities, has pressure
and temperature sensors, can store data
and can even take pictures and video. These
technologies are layering on top of each
other. Here’s the amazing part. It measures
less than half a centimetre. The potential
applications are vast. There’s a strong focus
for the Michigan Micro Mote to be used in the
medical field to better understand tumours in
our body.

Musk unveils home battery pack
DID yOu SEE THAT?
HAVE yOu noticed more South African
dashcam footage is emerging in news
stories? They’re essentially HD video cameras
mounted to the inner windscreen of a car
using a suction cup.
They’re huge in Russia – current estimates
indicate that they’re found in around 40 percent
of vehicles. In other markets this number
sits at around one percent. So why is the
Russian market so successful? Some Russian
pedestrians have a habit of deliberately jumping
in front of vehicles and then trying to extort
money from drivers blaming them for the
accident. Dashcam footage is an eyewitness
to the truth and provides evidence that can
be used in court. Additionally road safety,
corruption, bribery and bad driving are all major
problems there. Remind you of anywhere closer
to home? Could South Africa become the next
big dashcam market?

SOuTH AFrICAN home boy (yes we’ll claim him) Elon Musk unveiled an
Eskom killer called the Tesla Powerwall. It’s essentially a rechargeable
battery pack that’s able to store enough energy to power a home during a
power outage for a few hours, or form an integral part of a solar system.
While it’s been refined, the technology might not necessarily be new, but
Musk’s plan of taking pressure off the grid and providing a sustainable
clean energy solution is already making people sit up and take notice. He
also understands the importance of aesthetics in a home, so the Powerwall
batteries sit on a wall looking almost artistic. Charge these battery packs
using solar and you have a compelling reason to divorce Eskom.

Time for a new watch?
THE WOrLD has gone Apple Watch crazy. Consumers in some
countries are paying triple, if not more, on the grey market for the
latest gadget. Apple wasn’t the first to launch a smartwatch but will
undoubtedly redefine the sector. So why has Apple succeeded with
smartwatches where others haven’t? It’s all about the ecosystem;
Apple embraced the developers who to date have produced close to
3 500 apps for the new wrist accessory. Blend this with a stylish design
and a well-built gadget and you have the essential ingredients for
success. If the numbers are anything to go by, Apple sold more than a
million devices before launch date on 24 April and there’s already a four
to six weeks waiting list.
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Tullett’s

techtalk
Jon Tullett is ITWeb’s senior news analysis editor and has been covering IT for two decades.

Are you Uber or the taxi?
I
bet you can already describe the disruptor
that could put you out of business. Take
your customer experience and make it
simpler, faster, cheaper and sexier.
You’ve probably already pictured the Uber
of your industry. The Airbnb, the Netflix.
Chances are it’s the same products and
services, just with a vastly simplified and
streamlined customer experience, realtime information where it matters (stock
availability, order tracking and payment), and
tight integration with a fairly small handful of
key external services, like location services,
identity management, and social media.
Easy to describe but hard to do, so why
bother – we’re getting along with comfortable
mediocrity right now.
The problem is, most of us have heavilycustomised internal systems which aren’t
open. So we don’t reinvent ourselves, because
we just don’t have the flexibility or budget or
demand. Sounds like the taxi industry.
So, then we wait to get Ubered. And be
assured, the channel is going to be Ubered,
and Ubered hard.
So how do you reinvent yourself in
time to avoid disruption? That’s the million
dollar question.
The modern digital economy is heavily
focused on integration and openness.
Customers want transparency – they want
order tracking and real-time inventory and
immediate support. And partners want
inventory integration, ERP APIs, and the ability
to pull information from your systems into
their own live environments.
If you’ve chosen your components well,
that’s easy, and the end result is Uber:
which, let’s face it, is really just a mashup
of maps, payment platform and reputation
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services. Uber completely disrupted an entire
industry because it’s well integrated, and that
integration offers a superior service.

Changing expectations

Even if the established players legislate Uber
out of existence, as they’re desperately trying
to do, it actually doesn’t matter, because
customer expectations have changed. That’s
the real kicker here. Customers don’t care
about your complicated systems, or those
of your partners. And they really don’t care
about your problems. They know the sort of
slick, integrated customer experience that can
be delivered, and they want it everywhere.

Identify points of pain within your
organisation, and refresh them with a specific
focus on tremendously improved interfaces
and workflow, openness and integration.
Order entry is a good place to start. Inventory
management and stock-keeping are also good.
HR less so, because although it’s usually ripe
for improvement, it’s not really something
you’re going to expose externally, so the gains
will offer less return.
Measure brutally. We tend to measure stuff
we’re good at – don’t. Measure things you’re
bad at, and then aim to completely crush
those metrics rather than just incrementally
improving them. Bring turnarounds down
from days to minutes, not fewer
days. Review your systems – which
of them can you not interface
with through a standard API, or a
feed of JSON data, or something
equivalent? Draw up a list of
isolated systems, and task your
IT team with reinventing those
interfaces. Any custom web
interface, no matter how proud
you are of it, is a dead end. Enjoy it
while it lasts, but start building its
replacement out of standard parts.
Lastly, be just as aggressive with your
supply chain partners, both upstream and
down. Can you tap directly into their systems?
And I don’t mean through a custom web
portal, I mean through automated integration.
At a minimum, you’ll achieve better agility,
improved service, and better experiences
for your users, both internal and external. At
best, you’ll be positioned to stave off, even
better yet integrate with, the disruptor when
it arrives. And be assured it will arrive – it’s
probably busy calling an Uber cab right now.

“Customers want
transparency – they want
order tracking and real-time
inventory and immediate
support.”
The moment someone offers Uber-level
service in competition to yours, you’re in
trouble.
So, what to do? Ideally, your organisation
should be open, exposed through an API, and
easily integrated into whatever disruptive
force comes along. If you aren’t there yet,
if your systems and processes are too
complex, too closed, or too old to allow your
organisation to become one of those easily
consumed, tightly integrated components,
then start small. Disruption can be internal as
well as external.

stAt AttACK

Figuring it out
THE MARGIN BrIngs you some of The laTesT IndusTry foreCasTs, sTaTIsTICs and
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Going mobile

Despite increasing
access to cheaper
smartphones, Africa’s
mobile broadband
subscriptions
currently stand at just

Smartphone shipments to the
Middle East and Africa saw

unprecedented yearon-year growth of
83% in 2014, according to IDC.

Mobile phone
shipments to
South Africa

17.4%, according

The worldwide application
infrastructure and middleware
software market revenue totalled

$23.8 billion
in 2014,

to the ITu.

increased 23%
year-on-year in the
first quarter of 2015
to total

17,4%

4.3 million

8.8%

an
increase
from 2013, according to Gartner.

units, reveals IDC.

Telkom’s fixed line
subscribers

fell to the
lowest level
since 1992 at just

3 439 000.
Overall worldwide shipments for tablets
and two-in-one devices

fell to 47.1 million in Q1 2015,
a 5.9% decline, says IDC.
Worldwide risk IT and services spending will reach

$78.6 billion in 2015, forecasts IDC.
As organisations ramp
up digital transformation
plans, worldwide spending
on business process
management software is
set to grow 4.4% to reach

$2.7 billion
in 2015, according to
Gartner.

An estimated

7.3 million
Chromebooks
will be sold this year,
an increase of 27%
from 2014, fuelled
mainly by demand from
the education sector,
forecasts Gartner.

That said, it did record

over a
million ADSL
subscribers

(1 005 286 to be precise)
for the first time.

The worldwide
Internet of
Things market
will grow from

$655.8 billion
in 2014 to

$1.7 trillion
in 2020, estimates IDC.

PC market slows
The global PC market,
including tablets,

experienced an annual
decline of 7% in Q1 2015,
reaching

115.7 million

units
worldwide, according to Canalys.
IDC expresses similar sentiment, noting PC shipments in
EMEA contracted as vendors focused on depleting
attractively-priced Bing inventory built up in Q4 2014.
Apple’s iPad shipments are expected
to decline to 9.8 million units,

down 30% year-on-year,
according to Digitimes Research.
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Analysis

Time to say

‘goodbye’
You’ve built up your business but now you want to take up
stargazing or leave to follow new ventures. How to create
an exit strategy that ensures all that hard work turns into
the capital to fund your new life?
by James van den Heever
photography shutterstock

I

n May, the Venter family announced that
it would begin transferring management
of Altron to an independent management
team. The announcement made it clear that
the family would retain its equity stake in the
group, which is listed on the Johannesburg
Stock Exchange. Altron was founded by
Dr Bill Venter more than 50 years ago, and he
remains its chairman. His sons Robert (CEO of
Altron) and Craig (CEO of Altech, a subsidiary)
currently run the company.
The trigger for the Venters’ move appears
to have been a set of shocking results, but
the general scenario is not unusual as a
family dynasty reorganises its holdings to
safeguard wealth.
It’s clear that the Venters have a big task
ahead as they transition the group from the
known to the unknown. Choosing the right
management team, perhaps finding new
investors – all of these are important moves that
have to be made with consummate care as they
rebuild the group, and thus the family fortune.

Pimp my exit

Based on input from EY’s Graham
Stokoe and Wrightway Financial
Services’ Michael Wright, the
following issues should be considered
when preparing an exit strategy.
“Corporate buyers will generally be
more interested in operations, key
commercial relationships and overlaps/
synergies with their own business,
while financial buyers focus on detailed
financial results,” Stokoe says.
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In other words, the exit strategy has to be
carefully crafted to preserve existing value,
and provide a foundation for future growth.

Entrepreneur’s dilemma

This is a common problem faced by
entrepreneurs, and the channel is no
exception. The IT sector is entrepreneurial by
nature, it’s fast moving and there are all sorts
of openings for somebody who can spot a gap.
Channel entrepreneurs come in a vast range
of sizes, from small to very large, like the
Altron group.
Trouble is, entrepreneurs tend to be
emotionally attached to the businesses they
create and, typically, provide much of its
impetus. Being so focused on growing and
expanding the business, there often just isn’t
time to consider how to exit it – or inclination,
come to that.
“South African entrepreneurs typically
only start thinking about this when it’s too
late – when they’ve reached retirement age
or want to emigrate,” says Michael Wright, MD
of Wrightway Financial Services. “Business

Understand the dynamics
of your company within its
industry.

Buyers are usually looking for
companies that dominate a niche,
preferably in a fast-growing
industry (like IT). Make sure you
can communicate the niche to a
prospective buyer.

Get the management team all
spruced up.

If you’re exiting the business, the
buyer needs to see that there is a
convincing, experienced management
team able to take over. Make sure
their contracts are updated and that
they support the move.

Ensure your suppliers/principals
are on board.
Often, and this is particularly
true in IT, much of a business’s
success is based on its relationship
with overseas vendors and local
distributors. Again, make sure
business partners are aware and
supportive – and won’t jump ship if
you leave the company.

Being so focused on
growing and expanding the
business, there often just
isn’t time to consider how
to exit it.
owners are entrepreneurs who seem to
become emotionally attached to their business
and find it hard to let go.”
Wright says he spends increasing amounts
of time helping clients implement exit
strategies that turn hard work into capital.
Although it’s impossible to put a time frame
on it because there are so many variables, he
thinks the planning process should last for
between three months and two years.
Graham Stokoe, Africa Private Equity
leader at EY, broadly agrees, saying that
detailed exit preparation should occur 18 to 24
months before the actual exit date in order to
preserve (or even increase) value.
Stokoe says that the larger the company,
the more opportunities generally exist to craft
a successful exit. A large company, after all,
already has a certain management depth plus
the processes that go with it.
Entrepreneurs’ families are often involved
in the business, so the obvious exit is to hand
it on to them. But, as we all know, family
dynamics can be difficult. There’s a reason
family businesses have inspired so many
soapies – just think of Dallas and Isidingo.

Anointed successors

It would seem logical to sell to the existing
management team, perhaps with a
negotiated handover period during which
the founder assumes the role of chairperson.
This will usually mean finding funding for

Make the jump into Africa.

Companies that have successfully
established themselves beyond our
borders (not an easy thing – just ask
Altech) are very attractive, given
Africa’s growth potential. If you have
been contemplating such a move,
doing it could really position you well
for exit over the longer term.

Reduce debt.

Investors are not necessarily averse
to some gearing, but make sure debt
comes on good terms and there is
not too much of it. “Generally the
less debt, the more attractive the
company,” Stokoe says.

the transaction from one of the
investment banks but if the business
is profitable, this shouldn’t be too
problematic. However, cautions
Wright, business owners often have
an unrealistic idea of what their
company is actually worth.
On the plus side, it’s likely that the
management team will stay true to
the entrepreneur’s original vision, something
that can be important.
Then there’s the option of selling to a
competitor, investment house or private equity
company. Here, says Stokoe, it’s important to
see the business through the eyes of a potential
purchaser, and arrange things accordingly (see
Pimp my exit below for key issues to consider).
“Basically, make sure that the business’
assets are all in good working order and that
any essential capital expenditures have been
completed,” adds Wright.
Other exit options include listing, but this is
a hugely onerous and expensive process – and
really something of a lottery. Occasionally it
does produce a youthful billionaire, but that’s
the exception. Listing also means one comes
under the scrutiny of analysts and the burden
of compliance can be quite severe.
And then, of course, there is what
Entrepreneur.com calls the ‘Modified Nike
manoeuvre’: “Just Take It”. Basically, it’s exit
via pillage – a concerted effort to bleed the
company dry while just keeping it going.
In other words: a massive salary, huge
bonuses, no investment into the business
for future growth.
It can be hard to get this balance right, and
big salaries mean big tax. But perhaps the
biggest reason against its adoption is that it
goes against the grain for most entrepreneurs
to tear down what cost them so much labour
to build up.

Implement financial controls and
reporting.

Stokoe sees this as a key challenge
because entrepreneurs are so
immersed in their businesses that they
often don’t need elaborate financial
systems, nor are they reporting to an
external audience. But strong financial
controls and reporting processes
clearly are critical for investors who
lack the founder’s detailed working
knowledge.

Turn your intellectual property
into an asset.
Much of the time, a lot of the
company’s intellectual property
resides in the head of its founder
and his or her core team – this
is particularly true of SMEs.
Institutionalising this know-how
into replicable business processes
is hugely reassuring for a potential
investor.
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Stock
watch
ineo+ 3110
Category:

Printer

Brand:

DEvELOP

RRP:

Available on request

Distributor:

DEvELOP South Africa, Casey Cloete, 011 661 9191,
casey@develop.co.za

Date of availability: Available now

Specifications

Copy and print up to 31 ppm A4
Scan up to 30 ppm in colour and black and white

Optional fax with Super-G3-Fax for fast transmission and digital
reception, time shift, PC-Fax embedded controller with 1.066 GHz
(standard)
Media standard: 350 sheets up to a maximum of 850 sheets
250-sheet cassette (A6-A4, 60-210 g/m²)
Finishing options include duplex prints and electronic sorting

uSPs

Ideal for ofﬁces where space is at a premium

Combines feature ﬂexibility with functions that stream ofﬁce
workﬂows and boost productivity
The standard duplex unit can halve paper consumption when
printing or copying high-volume jobs.

WorkCentre 5022 /
5024
Category:

Printer

Brand:

Xerox

RRP:

Available on request

Distributor:

Bytes Document Solutions, Erica Marks,
011 928 9491

Date of availability: Available now

Specifications
Full-colour scanning

The WC 5024 offers black and white printing speeds up to 24 ppm,
while the WC 5022 prints at 22 ppm
1 850-page paper capacity

uSPs

Affordable A3, fast printing and copying, full-colour scanning and
network printing
Simple and compact (600mm x 580mm x 570mm), increased power
and efﬁciency in a single device
Page delivery output in 14 seconds or less in paper sizes up to A3
1 850 paper capacity for longer print runs and fewer stoppages
Toner and replacement cartridges adhere to the highest
environmental standards.
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unified Communication
System P3500
Category:

Uniﬁed communications

Brand:

Ricoh

RRP:

Available on request

Distributor:

Rectron, 011 203 1000

Date of availability: Available now

Specifications

285mm x 189mm x 40mm excluding protrusions

uSPs

Freedom to hold video conferences anywhere

1.6kg in weight

HDMI in/out allows ﬂexible HD display options

Power consumption: less than 80W

Remote control operation makes conference control easy

Warm-up time: less than 60 seconds

Advanced connectivity with external mic, speakers and camera

Noise: 45dB or less

Camera, microphone, speakers, wired/wireless LAN are all built-in

Interface: microphone, speaker, camera

The wide-angle camera and zoom capability can display all participants in a
conference or project physical documents with the built-in camera.

HD resolution camera with 125° viewing angle
Simultaneous connections: 20 sites
Simultaneous display: 9

Camera supports WDR (Wide Dynamic Range) for backlight correction
Secure connection.
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My Cloud
DL2100/
DL4100
Category:

Storage

Brand:

WD

RRP:

My Cloud DL2100 (two-bay)
NAS: R6 999 - R16 999
My Cloud DL4100 (four-bay)
NAS: R9 999 - R28 999

Distributors:

Pinnacle Africa, 011 265 3000;
Drive Control Corporation, 011 201 8927;
and Sahara Computers, 011 542 1000

Date of availability: Available now

Specifications

AES 256-bit volume encryption
Multiple RAID options (RAID 0, 1, 5, 10, JBOD and spanning modes)
WD SmartWare Pro software
One-touch USB 3.0 copy button
Business-ready capabilities
Dual power supply ports with fail over
Dual gigabit ethernet and UPS support
Provides memory expansion up to 6GB
Scalable storage through dual NICs or USB

uSPs

Includes My Cloud DL2100 (two-bay) and My Cloud DL4100 (fourbay) high-performance NAS systems

APC Mobile Power Pack
Category:

Portable power

Brand:

Schneider Electric

RRP:

Available on request

Distributor:

Schneider Electric South Africa, Bruce Grobler,
011 254 6400

Date of availability: Available now

Specifications

External battery packs come in two sizes: M5 (5000mAh) and
M10 (10,000mAh)
The smaller M5 weighs in at 142g and measures under 108mm
x 65mm x 15mm, packing enough energy to charge the average
smartphone twice
M10 weighs 243g and measures under 147mm x 89mm x 14mm, it
provides one full charge for a tablet or four smartphone charges
Available in a high-key gloss white or black ﬁnish

uSPs

Designed to provide mobile charging for all smartphones and tablets
– or any device that can be charged using a USB cable
Incorporates lithium polymer battery technology, which can be
charged twice as many times as lithium ion equivalents, to ensure a
lasting and reliable working life
Externally, the APC Mobile Power Pack provides two output USB
connections allowing two devices to be charged simultaneously, and
a four-LED battery capacity indicator.
The battery packs are charged using a supplied micro USB connector;
charge times are typically four hours (M5) and eight hours (M10)
Both external batteries are efﬁcient at storing charges and can be
left in laptop bags, handbags, rucksacks and the like for weeks on
end with no signiﬁcant energy loss.

Allows small businesses to centralise and protect their data in the
workplace and provides employees with secure access to critical data
from anywhere
Provides the reliability, security and scalability small business
customers need
Powered by Intel Atom dual-core processors with up to 24TB of
storage capacity, the series runs on Linux-based WD My Cloud
Operating Software
The products can also backup themselves, either to another My
Cloud in a different location or to cloud services such as Amazon S3
and ElephantDrive.
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comparative

review

To the test
smarT ComBInaTIons of a TaBleT and
noTeBook, also Called 2-In-1 devICes, are
BeComIng InCreasIngly PoPular wITh BoTh
Consumers and BusIness-orIenTed users.
THE MARGIN PuT fIve of Them To The TesT.

Have you ever felt like a kid in a candy store when
confronted with a plethora of devices and can’t
decide which ones to stock? Or perhaps you need
something extra to help secure a sale. Maybe,
you work elsewhere in the tech sector and are
an interested, tech-savvy prosumer looking
for an independent review of what’s available
locally. Then The Margin has the solution for you.
Each issue we’ll be taking a handful of products
competing in the same category down to our
test lab and putting them through their paces to
understand what rocks and what sucks. In this
ﬁrst series of tests we look at 2-in-1 devices.

by AnDRÉ SCHIlD

1

The Lenovo yoga 3 Pro is a very thin, lightweight
and well-built device that stands out because
of its unique hinge-design. It features a very
exclusive and comfortable keyboard, extremely
high-resolution screen and can be used in
four different positions. In terms of pure
performance, the yoga 3 Pro is no powerhouse,
but proved fast enough for typical ofﬁce tasks
like e-mailing, browsing websites and handling
various documents. When used for continuous
business activities, the battery won’t last for
more than six hours. During heavy tasks, the
cooling fan can become quite noisy. Finally,
the hinge-design might look great, however, it
doesn’t inspire a lot of conﬁdence for intensive
and long-term usage.

RRP

R25 000

Type

Convertible

Size

13.3-inch

Weight

24
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1.19kg

CPU
Hardware
Product page
Distributor

1.1GHz Intel Core M-5y70
8GB RAM, 256GB SSD
is.gd/Sue90d
Rectron

Battery life

6/10

Performance

6/10

Overall

T

he 2-in-1 device offers the portability and touch-screen usability of a
tablet while facilitating the productivity advantages that come with
a physical keyboard. Because traditional tablets are ideal devices to
consume content, and conventional notebooks much better equipped to
produce content, the 2-in-1 aims to be the ultimate, single device for both.
Today’s 2-in-1 devices can be subdivided into two separate categories:
convertibles and hybrids. Convertibles feature a non-detachable, but
flexible screen that enables them to be turned into a tablet. They have
most of their processing and storage hardware located underneath
the keyboard. Hybrids, on the other hand, consist out of two separate,
physically detachable parts. The tablet part houses all the processing and
storage hardware behind the screen, while the separate keyboard can be
connected to add notebook functionality when needed.

Test details

We put five 2-in-1 devices through a rigorous and comprehensive test run
to determine their individual strengths and weaknesses. All test results
and device specifications were then compiled to enable a comprehensive
comparison. ultimately, this allowed us to independently assess and
conclude which of the five devices came out on top.

To determine their performance in realistic business scenarios, we
used a number of industry-standard benchmark programs. Battery life
was measured by using a torture-test that aims to drain the battery as
quickly as possible. This essentially created a worst-case scenario that
indicates the minimal time the device keeps functioning. The quality
of the screen was pinpointed by using specialised equipment that
accurately maps brightness, contrast and colour reproduction.
All five tested devices are shipped with Microsoft Windows 8 preinstalled and feature a 12 or 13-inch touch-sensitive screen. They also
come with at least 4GB of RAM and 128GB SSD (Solid State Drive)
storage – a bare minimum for Windows 8 to run smoothly.
We adopted a maximum price point of R30 000, to determine if
devices with a higher price automatically turned out to be better devices.
The Microsoft Surface Pro 3 hybrid isn’t officially available in South
Africa. However, it can be purchased via Microsoft’s global online store
(www.microsoft.com/surface) and South African online import services
like Orange’s store. The Surface Pro 3 is also the only device in this test
that doesn’t include a keyboard out of the box. To keep the comparison
fair, we tested it with the optional Type Cover keyboard and included the
added price (R1 500) into its total.

2

Asus Transformer
book T300 Chi

The Asus T300 Chi hybrid features a solid and
durable exterior that feels like it could easily
survive some rough handling at the ofﬁce or
when out and about. It comes with a detachable
Bluetooth keyboard that feels very comfortable
and therefore facilitates typing long documents.
Unfortunately, the keyboard doesn’t have
backlighting so working in the dark becomes
near impossible. The integrated touchpad leaves
much to be desired. To be productive, it’s best to
use the T300 Chi in combination with a separate
mouse at all times. Unfolding the screen from
the keyboard is quite a challenge, since there
is nowhere to get your ﬁngers in between. you
literally have to pry it open.
The T300 Chi features a high-resolution screen
and delivers adequate performance when used
for typical ofﬁce activities. Battery life is quite
disappointing however, since the T300 Chi only
lasts for four hours and 40 minutes on a fully
charged battery. Its biggest ﬂaw, however, is
the backlight bleeding in all four corners of the
screen. This completely negates the idea that
you’re dealing with a premium, high-end device.

RRP

R16 000

Type

Hybrid

Size

12.5-inch

Weight

1.43kg

CPU
Hardware
Product page
Distributor

1.2GHz Intel Core M-5y71
4GB RAM, 128GB SSD
is.gd/ISDSUW
Mustek

Battery life

5/10

Performance

6/10

Overall
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3

Microsoft Surface Pro 3

Microsoft’s third generation hybrid device
doesn’t include a keyboard out of the box.
Without it, the Surface Pro 3 is a mediocre
tablet at best. However, when combined with
the optional, backlight enabled Type Cover
keyboard it transforms into an excellent device.
It features an elegant design and solid exterior,
houses a multi-angle, integrated kickstand and
delivers enough horsepower for even the most
demanding business users. When deployed for
typical ofﬁce tasks, the Surface Pro 3 can last for
an admirable seven hours and 30 minutes on a
fully charged battery.
The high-resolution screen, with its unique
3:2 aspect ratio, is very suitable for browsing
websites and using Microsoft Ofﬁce applications.
Furthermore, it’s the only device in this test that
features both a front and rear camera. One of its
few downsides is the single USB-port and it can
get hot when used for heavy workloads for longer
periods of time.

Price
Type

Hybrid
12-inch

Battery life

7/10

Size

Performance

7/10

Weight

Overall

R14 000
(Including optional keyboard)

CPU

26

Availability

1.9GHz Intel Core i5

is.gd/Jy54Ly
Microsoft’s global
online store / Orange
online (not currently
available through
local distributor)

Acer Aspire r13

Acer’s Aspire R13 convertible might look a bit
clumsy at ﬁrst; however, it’s the most ﬂexible and
versatile of the 2-in-1 devices tested. The R13 can
be used in six different positions, including the
unique ‘Ezel’ mode, which might speciﬁcally appeal
to designers. To do so, it houses a solid and wellbuilt hinge-construction. On top of that, the screen
quality is excellent and proved to be the best
performing 2-in-1 device of all ﬁve. The backlightenabled keyboard facilitates comfortable typing
and when used for typical ofﬁce activities, the Acer
Aspire R13 will last for six hours and 20 minutes on
a fully charged battery. This translates into nearly
a full day at work when taking some idle time,
travelling and a lunch break, into account. On the
downside, it’s relatively heavy and not particularly
thin (18.3mm) for a convertible. The lid can also
prove quite a challenge to open. When stressed
with heavy workloads for longer periods of time,
the Aspire R13 also tends to run a bit hot.

RRP

R18 000

Type

Convertible

Size

13.3-inch
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4GB RAM, 128GB SSD

Product page

1.1kg

4

Weight

Hardware

1.5kg

CPU
Hardware
Product page
Distributor

2.0GHz Intel Core i7
8GB RAM, 256GB SSD
is.gd/3KTGCh
Rectron

Battery life

6/10

Performance

8/10

Overall

comparative

review

5

Dell Latitude 7350
The Dell Latitude 7350 (7000 series) convertible
comes with the highest price tag of all ﬁve
devices. Good thing this reﬂects in its solid, wellbuilt exterior, backlight-enabled keyboard, high
screen quality and longest battery life of all the
devices in this test. The Latitude 7350 won’t have
any trouble working for eight hours straight on
a full charge when used continuously for typical
ofﬁce tasks. Its long battery life is the result of
the relatively low 1920 x 1080 screen resolution,
which is still more than enough for regular
business use. Apart from that, the CPU isn’t the
fastest horse on the track, which in-turn also
adds to the longer battery life. Still, the Latitude
7350 delivers enough power for day-to-day
business tasks.
The Latitude 7350 is the heaviest and thickest
(20mm) 2-in-1 devices in this test and offers just
two positions to use in; tablet and notebook. Also,
at a price point this high, we would have expected
8GB RAM and a higher storage capacity of at
least 256GB.

RRP

R29 860

Type

Convertible

Size

13.3-inch

Weight

1.66kg

CPU
Hardware
Product page
Distributor

800MHz Intel Core M-5y10
4GB RAM, 128GB SSD
is.gd/bRdxyJ
Tarsus

Battery life

8/10

Performance

6/10

Overall

In conclusion.

Both the lenovo convertible and Asus hybrid are devices we would advise against. The Asus T300 Chi can’t offer the battery life you
should expect from a modern day mobile device, while it also suffers from backlight bleeding. Despite the elegant design and solid
exterior, the lenovo yoga 3 Pro can’t deliver the performance and battery life that we expected from such a high price point.
Anybody looking for an affordable 2-in-1 device that excels at pure performance, combined with ultimate flexibility, should definitely
consider the Acer Aspire R13. However, if battery life is a key consideration, which it is for most serious mobile users, the Dell latitude 7350
is an absolute winner. Its stamina does come at a high price though.
Although the Acer and Dell are great devices, they each have their own specific weak points. Microsoft’s Surface Pro 3, however,
manages to deliver the best balance between performance and battery life. It also happens to be the cost effective of all five,
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FOLLOW A THREAT-CENTRIC
AND OPERATIONAL
APPROACH TO SECURITY
FOR YOUR CUSTOMERS
By Louise Taute, Comstor Director at WestconGroup Southern Africa

T

on at the end of an implementation and that
then needs to plug the holes that may spring up,
because of what you have now put in. Remember
the story of the little boy who put his finger in the
hole in the dyke to stop a leak? The approach is
intrinsically flawed. The concept of “security first”
comes to mind.

oday the trends facing security
professionals are cavernous.
The cloud, the IoT, policy-based
computing, user device proliferation
and the list goes on. But what are the
key hotbeds for security resellers and
what should you be looking to helping
your customers with when it comes to
securing not only their networks, but
their businesses too?

So where do you start? While it is tempting to
follow a blanket all approach to security, one
needs to take a step back and evaluate what the
real security threats are to the customer. In our
experience one can land up reinventing a client’s
entire security landscape, but still not entirely hit
the mark.
The best way to “attack” the problem is to follow
a threat-centric and operational approach to
security that is designed to reduce complexity, while
providing superior visibility, continuous control, and
advanced threat protection across the extended
network and the entire attack continuum.
It’s not the breadth of your approach that will
help you better service your customer – but
rather your understanding of what impacts them.
This includes and touches on knowing where
their threats are coming from, and having the

Louise Taute

Comstor Director – WestconGroup Southern Africa

‘‘

It’s not the breadth of
your approach that will
help you better service
your customer – but rather
your understanding of
what impacts them.

‘‘

Looking ahead there are three key trends
identified by our vendor partner Cisco that it
believes will be driving the security landscape.
The first of which is the issue of changing
business models and dealing with new mobile
and cloud deployments. The second is the
growing dynamic threat landscape, and the third
is really about being able to deal with complexity
and fragmentation within your business.

Now that IT is moving into the cloud and devices
are coming from all over, the security first
concept ties into the fact that unless you can
ensure that what is being deployed, developed or
rolled out, can be secured from the word go – it
holds no place in your organisation.

confidence in your security providers (vendors)
to ensure that what you put in place will work
across all attack vectors, whether it’s Web or
email, firewall or next-generation IPSes [intrusion
prevention systems].
Too often people see security as a separate
piece of the IT puzzle. Something that is bolted

For more information on the Comstor Cisco Security Architectures
offerings visit www.westcon.co.za or call +27 11 848 9000

A good place to start is with the network, the
data centre and then the devices that engage
with your business. By putting in systems that
can control access of, between, and with these
components of the client’s IT infrastructure you
can start architecting what they need. We don’t
all have the benefit of working on greenfield sites,
so be prepared to get to a point where you may
have to make the tough decision on behalf of your
client, and suggest to “turf out” systems that
simply are not secure.
As much as we are seeing these devices spring
up, remember that while its important to secure
the device, the real asset that needs to be
secured is the data. Knowing this can singlehandedly simplify and reduce the costs of your
security significantly. All those appliances you are
being sold with the promise of doing this for you
but that only secure the device? Throw them out.
Security is about policies, partnerships and being
ahead of the game. It’s the sole reason that at
Comstor we are partnering with Cisco to bring our
resellers access to the company’s full spectrum of
security products and offerings. On the desktop, in
the data centre, through the network and into the
cloud – its one security vision.

teChnology

Jargon

… TO E V E N b E T T E r
H y P E r CO N V E r G E N C E
When supercars became passé, what did the
motor industry do? Add another few hundred
kilowatts and call the result a hypercar.
Hyperconvergence is those few hundred extra
horses applied to technology systems: instead
of Vblocks, we’re talking whole datacentres.
What once took up entire buildings is now
being crammed into a preconfigured rack
which combines compute, storage and
network resources in a modular system.
Without the hype, then, hyperconvergence is
just a datacentre in a box.

buster

Hyperconvergence
– is it just hype?
whaT Is IT? and does IT, or should IT, maTTer To you?
by DOnOVAn JACKSOn
PHOTOGrAPHy SHuTTERSTOCK

A

new week and with it new jargon from
the industry that made ‘acronym’ a
household word. This time it’s
hyperconvergence, a term which conjures up
visions of extremely expensive sports cars
or perhaps, atavistically, the classic ‘stars’
screensaver, but which should really be
conjuring up visions of advanced virtualised
datacentre systems.

WHErE
CAN I FIND
OuT MOrE?

F r O M G O O D O L D CO N V E r G E N C E …
By now, the concept of convergence should be
quite familiar. While entire white papers and
even lengthier treatises have been compiled
on just what constitutes convergence, it can
be summed up in a sentence: the tendency
for different technological systems to evolve
towards performing similar tasks. Converged
datacentre systems are exemplified by VCE’s
Vblocks, for example – components which
are designed to work well together. Think of
Vblocks as a supercar.

Network World’s
Howard Marks has
several articles
explaining the what,
who, where and how
ubm.io/1P5kUXO

Virtualization
Software offers
some analysis
of different
hyperconvergence
architectures.
bit.ly/1nW7rTs

W H E r E D I D H y P E r CO N V E r G E N C E
CO M E F r O M ?
With the components which make up
datacentres constantly getting smaller (and
therefore becoming ever more likely to fit in
a single box), hyperconvergence as a concept
was probably an inevitability, though the
name perhaps less so. The term first sprang
up around 2012 and is generally credited to
former VCE CTO Steve Chambers, when he
suggested it as the next step in a continuum
of datacentre convergence.
W H I C H V E N D O r S P L Ay I N T H E
H y P E r CO N V E r G E N C E S PAC E ?
Surprisingly, perhaps, given that it played
a lead role in advancing the case for
convergence, VCE isn’t necessarily top of the
pops for hyperconverged solutions (though
it is certainly represented). Instead, less
well known vendors, such as Simplivity,
nutanix and Scale Computing, are considered
trendsetters. Other companies to watch
include nimboxx, VMware (yes, part of VCE,
but here with a different hat on) and Pivot3.
Google will confirm there are plenty more to
choose from…
CAN WE MAKE MONEy FrOM
H y P E r CO N V E r G E N C E ?
It’s early days yet, but Gartner already values
the world hyperconvergence market at
around uS$6 billion (it uses the less hyper –
and arguably, more descriptive if less exciting
– term ‘integrated systems’). As with any
nascent market, there’s risk and also reward
for those who get in early.

TechRepublic has a
useful analysis of
the pros and cons
of hyperconverged
systems.
tek.io/1m4wftY

Network Computing’s
10 Trendsetting
Hyperconvergence
Vendors offers more
on the vendors
staking their claim to
this territory.
ubm.io/19gEGQb
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H OW D O I C H O O S E T H E r I G H T
C H A r G E r ? Wireless charging has two major
standards. The most common is the Wireless
Power Consortium’s Qi. Widely supported
by phone manufacturers, it boasts over 700
official devices, including several new nexus,
Blackberry, Sony and Samsung models. The
competing standard is PMA from the Power
Matters Alliance, found more commonly in the
united States. A third standard, the Alliance for
Wireless Power’s Rezence, is set to merge with
PMA soon. But cutting-edge phones, such as
the Samsung S6, support both Qi and PMA.

under the

spotlight

ELECTrIC air

The CaBle Is so lasT deCade. wIreless ChargIng Is
BeComIng a regular feaTure on PremIum smarT devICes.
by JAMES FRAnCIS
PHOTOGrAPHy IKEA

W

ireless charging is slowly replacing
more traditional methods to keep
technology running. How does it
work, where can you find it and is it just a fad?
W H AT I S ‘ W I r E L E S S C H A r G I N G ’ ? The
name says it all – it’s power without the cable!
A device is placed on an electronic charge
station/mat and the battery starts charging.
There are no contact parts at all and multiple
devices can be placed on the same mat. More
cutting edge versions can even charge devices
from a distance.
H OW D O E S I T WO r K ? Wireless charging
is possible thanks to electromagnetic fields
(EMFs). Both the charge station and the device
each have a special coil that creates an EMF.
When these two fields meet, they facilitate the
transfer of electrons which then charge the
device’s battery. Over the years improvements
have led to increasingly larger gaps between
the two coils. Witricity, a power startup
formed by MIT engineers, already pushes
electrical fields across several metres.

H OW N E W I S I T ? Commercial applications
of wireless charging can be found as far back as
the early nineties. The cradles for early Oral B
electric toothbrushes used magnetic induction,
an evolutionary step towards wireless charging.
The Palm Touchstone was one of the first
wireless charging pads for gadgets. Fans of the
maverick inventor nikola Tesla believe he made
great gains in understanding wireless power,
but nobody has yet been able to replicate his
rumoured long-distance experiments.
ISN’T WIrELESS CHArGING
I N E F F I C I E N T ? yes, but those margins are
closing. Wireless charging delivers around
60 to 70 percent of the power a cable would.
Some companies have claimed up to
95 percent efficiency. Charging wirelessly
is also slower than traditional methods.
But consumers appear happy to make both
sacrifices in exchange for convenience.
W H AT C A N I u S E I T F O r ? High-end
smartphones are the popular examples today
of where the technology is native. Older devices
can be retrofitted with special cases that work
with a complimenting charging pad. Wireless
charging is also used to power batteries in
surgically-implanted medical devices and some
makes of electric cars.

I S I T A FA D ? Wireless charging does look
set to stay. In the uS and uK, Starbucks is
busy transforming hundreds of its store tables
to include reinforced charging mats. IKEA
has also announced a range of furniture that
comes with wireless charging stations built-in.
Car manufacturers such as Audi, BMW and
Volkswagen also plan to embed charging mats
into vehicle dashboards.
Currently, adoption remains mainly among
high-end smartphones. Budget brands and
other electronic devices such as tablets and
PCs still rely on cables. Plans are afoot to
introduce wireless charging to those form
factors, but the idea isn’t new: Dell launched
a wireless charging laptop back in 2009 with
little success. Manufacturers are stepping
lightly until mobile phones solidify the
technology’s foothold.
W H AT N E X T ? At present most wireless
charging requires the placement of a device on
a mat of some sort. But distances are growing
and soon we’ll be surrounded by magnetic
fields continuously charging our machines. At
CES this year Energous debuted a wireless
charging system that hides in speakers and
television bevels, using Bluetooth to direct
power to a nearby device. The company has
also teamed up with Chinese manufacturer
Haier to create white goods such as washing
machines that charge wirelessly.
I S I T A G A M E- C H A N G E r ? Perhaps not
overnight, but wireless charging is bound to
replace conventional methods. Manufacturers
might see it as a work-around to increasingly
anaemic battery performance on new phones,
though high charge speeds on new models
might dampen that. It will only be clear when
this becomes a standard feature with flagship
phones. This year will likely be the watershed
year between breakthrough feature and
quirky extra. It’s a question of when, not if, but
‘when’ may take a while...
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The app
fantastic
one for the

future

Apps are already changing the hegemony of traditional applications.
But this is just the beginning of a future where software is specific,
made to purpose and built by anyone who wants to.

by James Francis
Photography Karolina Komendera

32

| Q2 2015

Craig Terblanche, OutSystems South Africa

T

he traditional software suite is in
danger of extinction. Today a company
can buy a set of applications that
have evolved to meet most business needs,
but the truth is that we hardly scratch the
surface when it comes to available features.
Take Microsoft’s Office suite as an example:
even power users don’t tap a quarter of the
suite’s potential and most of what is available
gathers dust on their digital shelves.
There was no real alternative to this waste
of resources, until the app came along. Apps
have changed how we think about software.
The most potent example is the smartphone,
where apps have added much-needed
functionality that align perfectly with our
lives. Unlike a suite of applications, apps have
specific goals in mind and serve those up in
small yet potent packages. This is a far cry
from installing software divided into several
programmes, each with their own dizzying
array of features.
Take the lean and mean nature of apps
further, says Craig Terblanche, director of
OutSystems South Africa, and we can see
what the future may hold.
“Traditional applications will increasingly
come under threat from apps offering highly
functional point solutions. Instead of buying
single application suites that offer a lot of
different functions, businesses will string
individual apps together.”
To illustrate this point, he chooses a radical
example – the end of e-mail. “There’s a lot
that we do through e-mail today that can be
done in a better way. In years to come many
of those tasks will be given to specific apps.
Today, you may require several back-and-forth
e-mails to get approvals for something. In the
future your company could deploy an app
specifically built for that purpose, thus saving

a lot of time and energy as it was designed
with the specific solution in mind.”
So e-mail could one day be replaced by a
collection of different apps playing different
roles. The same paradigm can be applied
to other software. Terblanche says that the
concept is already cannibalising front-end
solutions and will soon start to take on backend processes too.

Low code allows for this, as it enables
non-programmers to design apps. Business
analysts and information architects will be
able to get their hands dirty without taking
their eyes off the ball.
“Non-technical developers build app
functions based on relevant business
problems through a visual interface, while the
platform writes the code to make it happen.”

Buying more than you can chew

Lean, yet supreme

“Modern software may be packaged and
deployed in new ways, such as services pushed
from a datacentre, but they still apply the old
way of doing things. When you pay for such a
service, you still take on a lot of functions you
may never use. Customers are increasingly
aware they’re paying for functionality they
don’t need and they will exercise other options.”

This wasn’t possible even a few years ago.
But back then software relied on operating
systems and highly-technical programming
languages. Neither will disappear, but a
major new force disrupting things is the
browser. This lean piece of software is
practically agnostic to its platform and yet
facilitates powerful scripting languages such
as HTML5. The rise of the app is
increasingly the story of HTML5, a
language that’s already displacing
traditional plugins such as Flash.
Though operating systems and
high-brow programming languages
are needed to build the underlying
architecture, most of the future’s
software will be deployed through
browsers and using HTML5-style
environments.
“In the next decade we’ll see
operating systems fade into the
background and the browser become our
window into technology. Apps will become
agnostic to platforms and RAD tools will
open doors for various stakeholders to create
appropriate software solutions. It will become
easier to join the software dots for a company.
Soon businesses will differentiate themselves
from competitors by putting app functions
together in a unique way.”
A similar trend can be anticipated in
citizen coding: “People will ask ‘Is there an
app for that?’ and then make one. It’s hard to
imagine what all the applications may do, but
considering how computers are spreading in
the world the opportunities can be limitless.”
The days of the software coder are not
numbered and RAD concepts even aid serious
developers to experiment with great ease and
flexibility. But today’s applications will look
downright archaic when compared to a future
buzzing with software highly specific and
unique to their purpose, created by anyone
from a skilled developer to a smartphone user
with a problem to solve.

“In the next decade we’ll
see operating systems fade
into the background and the
browser become our window
into technology.”
Craig Terblanche, OutSystems
Those other options mean specific apps
and the catalyst is our ability to create these
with considerable ease. Terblanche points to
the phenomena of ‘low coding’, a term coined
in 2011 by Forrester. Low coding uses Rapid
Application Development (RAD) platforms
to create apps with the minimum of handcoding involved – in some cases none at all.
Just as the consumerisation of technology
has led to innovations that give users more
control over their devices, low code is one
of the trends commoditising the app for
business, says Terblanche.
“Software solutions, like ERP systems, came
to be because most business functions were
shared across sectors and could be bundled
together. But the levels of customisation such
systems have undergone exposes the fallacy
of that thinking. Even though many business
functions are common, most companies have
unique requirements. It’s not sustainable and
companies will increasingly want to design
their own software or adopt software that
caters to their specific needs.”
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soUTh africa’s
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CLOuDy
OuTLOOK

desPITe muCh aTTenTIon from The ICT IndusTry, Cloud adoPTIon In
The loCal markeT has Been slow, BuT Is ThaT now ChangIng?
by SIMOn CASHMORE
PHOTOGrAPHy SHuTTERSTOCK

M

igration to cloud computing services
in South Africa is steadily picking up,
after a slow start, but still lags frontrunning markets in north America and Europe.
Increasingly aggressive marketing by big
cloud vendors such as Amazon Web Services
(AWS), IBM and Microsoft as well as strong
support from product suppliers, like VMware
and SAP, and local systems integrators appears
to be encouraging South African enterprises to
test the potential of cloud services.
More than 50 percent of organisations
in South Africa that responded to a recent
Gartner survey reported using or piloting
Software as a Service (SaaS) offerings
delivered on cloud platforms. Around
38 percent are using cloud facilities to access
Infrastructure as a Service (IaaS).
Alessandro Misiti, who leads the firm’s
cloud computing consulting in Europe, the
Middle East and Africa, points to bandwidth
constraints, lack of local datacentres, lingering
reservations about security and regulatory
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restrictions on moving critical data out of the
country as likely inhibitors to early growth in
the South African market. However, interest
in cloud computing as well as spending are
definitely increasing, says Misiti.
The size of the local cloud computing market
remains hazy. Frost & Sullivan last year put
combined South African and Kenyan revenues
for 2013 at uS$114.6 million and reckoned the
figure would more than double in five years.
South Africa commands the lion’s share of the
current market but is expected to slip behind
its African counterpart by 2018. These revenue
estimates are based on forecasts supplied by
cloud computing vendors and exclude customer
investments in ancillary services and products.
International Data Corporation (IDC) was more
bold. It valued cloud services in South Africa at
uS$230 million at the end of 2014.

Slow SME adoption

Much of the rapid growth anticipated by
analysts hinges on cloud computing suppliers’

penetrating the small business sector – an
enormous potential market in South Africa,
Kenya and elsewhere in Africa. Jonathan
Kropf, CEO at Cloud on Demand, points out
that small and medium-sized enterprises
(SMEs) were the early targets of cloud
computing vendors. However, take-up in
this sector appears to have been slow and
large enterprises are now in the forefront of
vendors’ sights. “The focus of big vendors,
particularly Microsoft, on marketing cloud
services to their traditional enterprise
customers has certainly affected the shift,”
he says.
Financial institutions, the traditional
pioneers of ICT innovation in South Africa, are
leading the local move to cloud computing
although several telecommunications firms,
manufacturing conglomerates, healthcare
providers and academic institutions are also
taking the plunge. The promise of reduced
costs and greater financial control as well
as increased flexibility and agility in the
provision of IT services are big attractions.

Take-up drives uptake

Growing experience and confidence in cloud
computing among local organisations is
likely to boost demand for more extensive
public and hybrid services. Microsoftspecialist Avanade expects hybrid cloud
implementations to rocket. Around
72 percent of respondents to its recent survey
of 1 000 senior executives across 21 countries
anticipate adopting hybrid cloud solutions
within the next three years. Similar, if slower,
take up is expected in South Africa.
Increasing demand for cloud computing
services, particularly hybrid cloud solutions,
offers enormous opportunities for local
systems integrators and value-added resellers
(VARs). Misiti says more than 70 percent of
respondents to the Gartner survey that plan
to migrate to cloud computing are looking to
make the journey with a partner. “There are
considerable opportunities for companies
offering advisory services, migration support
and ongoing managed services,” he says.
“Future demand for hybrid cloud solutions will
require systems integrators that
possess the skills necessary to help
organisations migrate to, and then
manage, diverse and often complex
computing environments,” adds
Misiti. He advises service providers to
identify and develop ‘vertical skillssets’ in niches such as e-commerce
and web services that can be ported
to a variety of customers. Such
customers will include traditional IT
departments as well as the growing
number of corporate business
units that have responsibility for their own IT
budgets and services.

“There are considerable
opportunities for companies
offering advisory services,
migration support and ongoing managed services.”
Alessandro Misiti, Gartner
The most common applications to be
outsourced to the cloud are e-mail, payroll,
back-up and disaster recovery. Some ERP
and CRM applications are beginning to be
hosted in the cloud, says Kropf.
However, Gartner’s Misiti points out
that many of the ERP and CRM cloudbased systems running in South Africa are
discrete or specialist applications rather
than comprehensive integrated production
systems. “The vast majority of them have been
implemented because a business wants to
supply a digital service or capitalise on social
media,” he says. “There’s still a lot of reluctance
from IT departments to move critical systems
into the cloud,” adds Misiti.
Caution among local adopters of
cloud computing is further reflected
in the predominance of private cloud
implementations in South Africa. Around
64 percent of cloud computing users
questioned by Gartner described their cloud
services as private cloud. The security and
control offered by onsite datacentres is one of
the major attractions of such private clouds.
Many South African corporations also have
big investments in IT infrastructure and are
reluctant to jettison these assets before they
have been fully depreciated.

Where’s the demand?

The escalating number of large enterprises
moving to cloud computing in South Africa
offers attractive pickings for channel vendors
eager to capitalise on the market. Demand for
key skills and services is likely to be high for
the next three to five years. longer term, the
huge and largely untapped SME market offers
enormous potential rewards. Cloud computing
has the ability to provide entrepreneurs and
small business owners across Africa with
efficient, cost-effective and easy-to-use digital
services. Opportunities to supply business
applications on cloud platforms as well as
supporting services to these customers are
likely to be substantial, says Misiti. IT resellers
will also be able to broker cloud services on
behalf of infrastructure and service providers
and offer customers aggregated cloud
services from a single online portal.
“The biggest challenge facing VARs will
be to make sure they keep providing their
customers with added value. If they stop, their
customers will cut them out and go straight
to the big cloud computing service providers,”
warns Misiti.”
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Will the cloud

eat your lunch?
The cloud is shaking up old channel models,
but need not be seen as a threat.

by Tracy Burrows
Photography Shutterstock
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n its report Predictions 2014: Battles for
Dominance — and Survival — on the 3rd
Platform, IDC noted that cloud, as part of
the ‘3rd Platform’ of computing which also
includes social, mobile and big data, is set
to ‘significantly disrupt market leaders in
virtually every industry’. IDC predicted that
within this 3rd Platform, value would start
migrating up the stack from Infrastructure as
a Service (IaaS) to Platform as a Service (PaaS)
and from generic PaaS to data-optimised
PaaS. This, it said, would force IT suppliers that
won market leadership in the ‘2nd Platform’
era to urgently reconfigure themselves to fight
for position in the new marketplace.
All indications are that they’re doing exactly
that. Every major traditional hardware and
software vendor is turning its attention to
cloud, with partner programmes to match.
This means distributors and resellers must
start adapting now, say local players.
Leane Hannigan, cloud solutions director at
Westcon Group Southern Africa, says because
cloud changes traditional distributor business
models completely, Westcon formed its
dedicated cloud division just over a year ago.
It operates alongside, and in competition with,
the traditional business units. “Cloud requires
a different mindset. You’re selling solutions,
not products. And because of the different
revenue model, you’re looking 18 months
ahead, not budgeting four to six months in
advance,” she says.

On the initial sale, on-premise solutions
may still look more appealing to the
distributor and reseller than a cloud solution.
But after a year, the cloud solution enters a
pure profit zone, says Hannigan. “Say you’re
selling an on-premise licence at R1 500 per
seat. There are immediate benefits compared
to a cloud subscription priced at R135 per
month per seat. So resellers might be inclined
to look to the deal with immediate benefits.
But if you look at the income generated by the
cloud model, after around a year you enter
the profit zone. Annuity business is the only
business to be in.”
This view is aligned with the changing focus
by top vendors. Hannigan believes a handful
of multinational vendors are currently ‘doing
cloud right’ and already seeing the benefits
of aggressively entering this market. These
include Microsoft, Adobe and Oracle. Others,
including Avaya and Cisco, are still firming up
their cloud strategies, she says.
Hannigan has worked in the cloud business
for several years now, and she’s completely
sold on the model – for customers, resellers
and distributors. “Basically, it’s like internet
banking – once a user tries and tests it, they
naturally turn to cloud apps for everything.
Once people see cloud works, we get more
cross sell and upsell opportunities. I haven’t
yet seen a user moving from ‘in cloud’ back to
‘on premise’.”

for end customers – one that customers call
up and ask for quotes sporadically. Moving up
the value chain, resellers become a managed
services partner, or an outsourced IT arm
for their customers. At this level, resellers
offer services that help customers to plan,
migrate and deploy in the cloud – this is very
much a project-based approach, and our
recommendation really is to take a phased
approach to this. As an example, instead
of jumping right in and offering the whole
cloud product stack, start with the Exchange
migration, and then look to add additional
services once the technology has proven its
usefulness and value,” says Wang.
Taking this further at this level, resellers
have the opportunity to assist end customers
by managing their environments, she says.
This will help resellers in maximising their IT
spend within the existing environment.

Contending with challenges

Anton Vukic, Channel director at Phoenix
Distribution, says infrastructure in this
country is very volatile at the moment; with
issues like load shedding and cable theft.
Vukic believes those offering both cloud and
on-premise solutions offer the most viable
solutions for South Africans at this stage.
“At the end of the day not everyone is ready
to embrace cloud solutions just yet, and as
exciting as it is moving forward with the
times, it is also important to not
divert yourself from your customers’
needs,” he says.
He notes that while VARs are
often eager to implement cloud
technology in their customers’
environments, not all of them have
the necessary technical resources to
do the actual implementations and
management. However, he doesn’t
see this as an obstacle. “A good
distributor will always ensure that
its resellers have the full support
and assistance of the distributor’s
technical resources. Vendors also offer
webinars and training on their products to
ensure VARs have the right tools to effectively
sell their products.
“Bigger resellers have their own technical
departments to do implementations of cloudbased technologies and service their clients
with minimal assistance from vendors. It’s
clear that VARs have adopted cloud services
and technologies and have been driving
cloud awareness and sales through their own
channels. Cloud services are the future and
resellers have embraced it as such,” he adds.
So, while a completely cloud environment
will bring about some change, enterprise
hardware and applications will still be needed,
channel partners will still play an important
role in taking them to market and supporting
sales, and some opportunities will close while
new ones will open up.

“Because of the different
revenue model, you’re
looking 18 months ahead, not
budgeting four to six months
in advance.”
Leane Hannigan, Westcon

However, she believes there are
misconceptions, particularly among smaller
resellers, that selling cloud is complex. “There
are concerns about how to add value, and the
skills they need to integrate cloud services
and solutions for customers.” Westcon is
addressing these concerns by developing
reseller toolkits and enablement programmes,
stepping up post-sales support and looking
to financing models to help resellers bridge
the budget gap that can develop in the early
period of focusing on cloud.

Moving beyond managed services

Elaine Wang, Microsoft business unit manager
at Mustek Group, agrees that cloud changes
the reseller focus from product to solution: “IT
resellers need to get smart, and really get to
know their customers’ business pain points. At
level one, resellers are a transactional ‘partner’
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your slICe of The PIe In The sky – a value-added reseller’s Cloud-sellIng PrImer.
by CAREl AlBERTS
PHOTOGrAPHy SHuTTERSTOCK
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ou’ve decided cloud is the way to go. It
offers you a crack at annuity revenue,
while your customers like the fact that
it spreads out their costs over time and takes
a load off skilled IT resources, freeing them up
to do development, or reduce internal IT costs.

We’re not seriously suggesting that you
will come up against these monsters when
you decide to enter the cloud business, but
there are options of working with them. let’s
look at some of the realistic choices for a VAR
and ways of skirting the challenges.

Gorillas in the mist

Choices

The vendor leagues are contested by the big
gorillas – Amazon Web Services ($6 billion
revenues in Infrastructure as a Service (IaaS)
and Platform as a Service (PaaS)), Microsoft
Azure, Google, IBM, Oracle and Cisco.
“It’s a hyper-competitive market, and
the giants are making enormous cloud
network and datacentre investments,” says
Paul Hartley, VP: research and consulting at
research firm Market Strategies, in his blog
on linkedIn.
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Business model
Step One is deciding your business model.
Sean nourse, chief solutions officer at
Internet Solutions (IS) says you can build
your own cloud services and take them to
market, or resell services from a large-scale
cloud provider. “The first option carries
the highest risk and requires an enormous
investment in engineering and a very clear
technology vision. The lower-risk, lowermargin option – reselling cloud services – is

probably best, as the large, focused cloud
service providers have incredible economies
of scale, allowing them to keep costs low and
invest in very sophisticated engineering and
product development.”
Another option to grow into is that of
cloud-centric professional services firm,
offering high-margin business consulting and
system integration services. Then there is
the black belt option of cloud services broker
– an emerging beast that understands the
various cloud offerings, how best to engage
with cloud providers, and how to implement
services optimally for customers.
What as a Service?
Assuming you decided against DIy, Step Two
involves picking the offering. Cloud services
can be infrastructural (IaaS), bought from

Global public cloud purchases will rise from $72 billion in 2014
to $191 billion in 2020
(uS$ billions)

Cloud applications or
SaaS

Cloud platforms (IaaS/
PaaS)

Cloud business services
(storage, file services,
integration)
Source: Forrester Research

“ultimately, cloud annuity
revenue is the smart way
to go, if you can ride out the
initial dip.”
leane Hannigan, Westcon

Amazon, Google or IS; application-oriented
(SaaS), bought from Microsoft Azure, Oracle
Cloud, or Connection Telecom; or platformbased (PaaS).
The choices are:
• Host infrastructure and let your customers
deploy applications they built on their own
platform to it (IaaS);
• Host common platforms and let customers
deploy the applications they built for that
platform on it (PaaS); or
• Re-sell existing cloud-based applications
for customers to use on a subscription or
pay-as-you-go basis (SaaS).
For most resellers, systems integrators and
independent software vendors, PaaS offers
the best combination of flexibility, skilled
resources and margin. IaaS offers maximum
functional flexibility but leaves much work

for developers, and SaaS offers less
flexibility, but developers have less
to do.
nourse says IS focuses on its
main strengths — infrastructurerelated cloud, and works closely
with partners that deliver more
niche or application-specific cloud
services.

Find a vendor
Step Three is to choose a vendor. “The beauty
of cloud services is that you can experiment
with different partners, from core IaaS
providers to tightly vertically-integrated cloud
application companies,” continues nourse.
“This lets you find a good fit before making
long-term commitments.”
Migration
The next step is to stage a proper migration
for VARs and their customers, says leane
Hannigan, cloud solutions director at Westcon.
“Resellers should decide which applications
they want to take to the cloud first – perhaps
those they view as the least risky. We recommend
running a hybrid cloud/on-premise environment
to begin with until the VAR has enough
experience to migrate whole environments.”

case
IN POINT

SME-focused cloud
communications provider
Fat Budgie has made a good
business out of offering a mix of IaaS,
IaaS, PaaS and professional services.
Sacha Matulovic, MD (and marketing
director of its parent company, Connection
Telecom), says before 2014, the company
white-labelled and re-sold Connection
Telecom’s cloud-based PBX service under
its own brand.
“It has worked pretty well for us,” he
says. So well, in fact, that it became its
sole thriving business, and Fat Budgie
was acquired by Connection Telecom in
2014, cementing that company’s market
leadership.
He explains the model. “We had the
choice of re-selling their PBX service off
their core network, which would have
been lower-margin, but we have our
own network so we’re one tier up. I’d
say resellers with their own network
and service desk can get into cloud
communications services quite profitably.
We also provide integration with other
cloud platforms and applications, for
instance Google, which entrenches us in a
higher-margin space.”

Hannigan says hybrid environments
minimise the cashflow impact on resellers,
who are used to the cash infusion of the
capex model of on-premise IT, and will have to
acclimatise to the opex model of cloud.
“ultimately, cloud annuity revenue is the
smart way to go, if you can ride out the initial
dip,” she adds.

Not without challenges

Cloud can offer resellers a welcome
evolution of their current business models,
but it’s not without its challenges or
learning curve.
nourse says VARs will still need their
existing, hard-won skills to implement and
integrate a cloud-based solution, including an
understanding of the underlying technologies
and the customer’s business needs.
Also remember that successful cloud
implementations live and die by their wide
area internet connection.
“you will also need to increase your skills
around connecting to and managing virtual
environments — WAn technologies like
MPlS are crucial, as well as understanding
of virtualised environments, federated
authentication and security, and newer
technologies like cloud containers.”
Q2 2015 |

39

in f cus

Cloud

Reseller T
revamp needed
for cloud
opportunity
opportunity

Growing interest in cloud computing services and
products will greatly impact local IT resellers. Old
business models and sales pitches will have to be
abandoned. Even resellers that shun cloud sales will
need to relook at how they do business.
by Simon Cashmore
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he growing presence of cloud
computing in the South African IT
industry will transform the businesses
of local channel vendors.
Rising demand for cloud computing
applications, facilities and services offers big
opportunities to local systems integrators
and VARs. However, to capitalise on the
opportunities presented many of these
firms will need to refocus and restructure
their businesses. Even vendors that opt not
to tackle these opportunities will need to
refine their operations to cope with shrinking
profit margins and increased competition in
traditional reseller markets caused by the
increasing influence of cloud computing.
The biggest challenge facing most
traditional resellers when they enter the
cloud computing market is the shift from
up-front sales revenue to annuity income,
says Jonathan Kropf, CEO at cloud services
firm Cloud on Demand. “The move to annuity
income will have a big impact on resellers’
cashflow. It can take up to nine months for
companies to receive the equivalent income
from a cloud services contract that they
would have earned from a typical equipment

deals build up and the reseller has created
a significant cloud business,” says Kropf.
Resellers that shun the cloud will also have
to rethink the way they conduct business,
warns Kropf. “Cloud computing will inevitably
bring down IT costs and shrink profit margins.
Equipment resellers will have to scale-up
to handle bigger volumes if they want to
maintain profitability,” he says.

offer new opportunities for resellers. A
cloud broker brings together services and
solutions from a variety of providers into
a single platform that enables customers
to select the services that best suit their
needs. “This not only enables organisations to
simplify the management of their multi-cloud
environment, it also prevents vendor lock-in
as enterprises can easily switch their service
from one provider to another,” says
AJ Hartenberg, portfolio manager
at T-Systems’ datacentre services.
Resellers entering the cloud
computing market need to be
careful when selecting a service
provider to host the cloud computing
applications and facilities they
intend marketing. Performance and
availability are crucial and service
levels must be clearly defined in
supply agreements, says Kropf. “If
the network goes down, your service
goes down with it,” he warns.

“Resellers that supply
software applications or
services are more likely to
have experience of long-term
annuity income and will find
the transition easier.”
Jonathan Kropf, Cloud on Demand
As well as changing the business model
of IT resellers, cloud computing also requires
vendors to shift their sales pitch, adds Kropf.
“They have to first focus on delivering business
solutions and then bring in the technology.
The traditional approach of punting the speed,
capacity and performance of technology has
to take a back seat,” he warns.
sale,” says Kropf. He points out that resellers
that specialise in hardware sales will find the
shift to cloud computing most challenging.
“Resellers that supply software applications
or services are more likely to have experience
of long-term annuity income and will find the
transition easier,” he says.
Kropf speaks from experience. He founded
IT reseller Velocity Group in 2007 and ran the
company for five years before moving into the
cloud computing business. Cloud on Demand
provides channel resellers with infrastructure
and skills support to enable them to deliver
public and hybrid cloud solutions to their
clients. Tarsus Technology Group, formerly MB
Technologies, bought a majority stake in Cloud
on Demand last year.

Future business models

“Resellers that want to move into the cloud
business should either create a new business
unit that can be sustained for a while with
revenues from other operations or else
gradually offer cloud services on the back of
their traditional sales. Cloud-enabled disaster
recovery, for example, can be added to a
hardware sale. After a few months these cloud

Go large…for now

Large enterprises are currently at the
forefront of the migration to cloud computing
in South Africa. Resellers can capitalise on
this trend by providing advisory services,
migration support, integration skills and
managed services. Skills and experience in
CRM, ERP, business intelligence, analytics and
database development will give resellers a
keen competitive edge.
The demand for cloud services among
SMEs is still slow but this sector offers huge
long-term potential. The agility, scalability and
ease of use of cloud services are likely to be
big attractions to small business operators.
Resellers offering general and niche business
applications across cloud platforms as well
as supporting business and technology
consulting and hand-holding are likely to be in
strong demand.

Welcome the cloud services broker

Emerging markets such as the brokering
of cloud services and supplying niche
equipment, such as high-capacity storage
devices to cloud computing users, also

Stick with your customers

The best route for resellers to enter the
cloud computing business is to work closely
with their major existing clients, says Mark
Reynolds, partner and general business
lead at VMware Southern Africa. “By having
a detailed understanding of their clients’
business needs resellers are well placed to
introduce cloud services. They should offer a
‘stepped model’ that allows clients to carefully
move their workloads into the cloud,” he says.
E-mail, payroll and disaster recovery services
are usually the first applications to migrate to
the cloud, adds Reynolds.
VMware Southern Africa works closely
with about 40 local partners, through the
corporation’s partnership programme,
and offers cloud computing infrastructure
products and services. Reynolds says the local
migration to cloud computing is being driven
by the flexibility and cost controls it offers.
However, South African service providers can
also capitalise on local business conditions,
he adds. “The PoPI (Protection of Personal
Information) Act and local power supply
problems are encouraging organisations to
look to trusted partners that can host their
critical information,” says Reynolds.
Cloud computing offers substantial
opportunities for channel vendors to grow
their businesses, argues Reynolds. “Worldwide
only about five percent of the IT production
workload is in the cloud. The market is still in
its infancy,” he says.
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Here to make your day
OKI gives partners and clients something to smile about.

T

he saying goes that when you smile, the
whole world smiles with you, which is why
printing solutions provider Printacom, the authorised
distributor of the OKI range, is taking OKI’s Smile
Factory customer service initiative to partners. The
Smile Factory began as an initiative to promote an
enhanced customer experience through exceptional
service and a smile.
“The OKI family prides itself on delivering a superior
customer experience. One of the easiest ways to
make a customer feel good about themselves is

through a smile – although exceptional service must
go hand in hand with it,” says Greg Sellars, marketing
manager at Printacom.
“We’re looking to revolutionise service in the IT
industry. This initiative’s goal is to enhance our current
service offering and take service levels to new heights
unheard of in the southern african IT industry.”
Sellars explains that the campaign came about
following several surveys undertaken across various
technical and service departments. These entities
were asked what inspires them in their daily activities

and the common thread was ‘helping people and
making them smile’.
“This led directly to the creation of the Smile
Factory. Through this initiative, the OKI technical
team is now known as Smile Engineers, as opposed
to technical engineers or technical assistance. Their
ultimate goal is to make every customer smile. The
philosophy of making people smile has completely
changed the way of thinking and how OKI approaches
servicing and interacting with customers.”
He indicates that the Smile Factory concept
engages and motivates the team, thereby creating
a positive culture to drive a superior customer
experience. The aim is to turn what may have
been a previously negative environment into an
overwhelmingly positive one.
Ka-ching!!! Reasons to smile
“We’ve developed smile programmes internally
and for our service partners. Both programmes
incorporate incentives which encourage teams
to work together with the goal of making each
customer’s day by making them smile. This can
obviously only be achieved with exceptional service.
This includes the manner in which a customer is
treated – we encourage our people to focus on the
objective of winning the customer over for life, rather
than merely getting him off your back.”
“The Smile Factory has enhanced the culture in
the company. The team has become even more
motivated, positive and happier through the
simplicity of making others smile. We’ve experienced
a noticeable enhancement in people’s attitudes and
outlook. The direct result has seen more positive
customer feedback. It has established a greater place
to work and is shaping a happy and smiling culture.
We believe that this is a key differentiator within the
industry,” states Sellars.
Traditionally, he adds, there’s been little focus
on achieving customer satisfaction within the
printing industry. Because it’s such a competitive
environment, it has instilled a product-orientated

approach rather than a service-orientated one. It has,
he says, been about what the company can take from
customers rather than what it can give them.
“Changing our intent to what we can give
rather than take is the foundation of the Smile
Factory and through this we can change the
industry’s negative perception and re-evaluate
how we interact and do business. I believe the poor
service within the industry can be mitigated by
implementing a smile programme that motivates to
deliver outstanding service.
“We realise it can be difficult to motive service
staff, due to the inherent negative nature of the
environment. This initiative is a simple way to
encourage and motivate teams.”
Smiling is infectious
As far as Sellars is concerned, the Smile Factory is
going to be a key differentiator within the industry.
Despite its recent inception, he says, it has already
built the belief and inspiration in the company and
love for the brand.
“Our customers and partners have experienced the
change within the company and are starting to adopt
the Smile Factory concept within their organisations
too. Following on from the initial success we have
had with the implementation of the Smile Factory
internally, we are now also introducing it to our
service partners.
“After all, we consider these service partners
to be an extension of OKI and we wanted our
partners’ customers to experience the unique
service experience.”
“Beyond creating a superior customer experience
with OKI’s Smile Engineers, the Smile Factory extends
to the entire organisation and now to its partners,
so whomever you are interacting with at OKI, their
aim is to make your day. After all, research indicates
that smiling changes your mood, makes you seem
successful, allows you to stay positive, relieves stress
and is contagious. OKI looks forward to making your
day and making you smile,” concludes Sellars.

www.okisa.co.za
Connect with OKI South Africa
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COuNTErING THE
CHALLENGES
TO ClOuD ADOPTIOn

While the benefits of cloud adoption are well known and much talked about, there remains a range
of resistance points that cause clients to think twice about moving in this direction. Of course, a good
business understands that any challenge also presents an opportunity.
With this in mind, The Margin asked well placed experts at four of the biggest local IT players the
following question: “What are the challenges and client resistance points to cloud adoption, and how
can these be countered and turned into opportunities?”
by RODnEy WEIDEMAnn
PHOTOGrAPHy VARIOuS

“O

A J H A rT E N b E rG , portfolio
manager for datacentre services,
T-Systems South Africa
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ne of the biggest challenges to the uptake of cloud is a
‘disconnect’ between the mindsets of IT and business. IT
often has the view that adopting cloud solutions will cause it to
lose control of assets and diminish its ability to add value to the
organisation. There also remains an element of concern around
the lack of control of data, both in terms of physical location
and who has access to the data. legislation and compliance
with regulations are another area that’s not well understood
with regards to the cloud, and organisations thus tend to hide
behind this as a reason against cloud adoption. Furthermore,
organisations still don’t have a sound understanding of the various
cloud offerings, including public, private and virtual private cloud
and the services that can be delivered from each model.
“The reality is that cloud will change the role of IT departments
from a provider of infrastructure to an aggregator of services.
However, as a trusted advisor and provider of services, the IT
department will more readily be able to effectively demonstrate
its value to the enterprise. Security concerns can only be
addressed by ensuring a cloud provider has the most stringent
security controls and standards in place. The same holds true
for regulations and compliance. Organisations need to ensure
the cloud provider complies with relevant laws and frameworks.
ultimately, the right cloud provider – one that offers cloud broker
and integration services – will be able to offer organisations more
control, better security, more effective services at a more costeffective rate, without the need to lock them in to services from a
single provider.”

“C

loud exists in three variants: private, public and hybrid. The
conservative approach is to plot a journey from the existing
environment to a fully public cloud environment, by migrating through
private and hybrid architectures. Challenges with migration to private cloud
are mostly around application readiness, infrastructure maturity, bandwidth
requirements, hosting facilities and capacity, competence of staff to support
the environment and access security. Building a private cloud is a significant
outlay, which ultimately reduces operating cost and improves asset utilisation,
but most organisations have little experience to depend on and the exercise
is not trivial. The journey usually includes server and storage consolidation,
virtualisation and network convergence before the private cloud is realised.
“Perceptions of risk associated with public and hybrid cloud include all of
the above and additionally, issues of data sovereignty, data security, support
availability, back-out options, accessibility (dependence on web-based data
links often off-shore) and, in some instances, currency variation. Once these
issues are addressed, a bold approach is to switch one application at a time;
such as moving all users to an external mail service and decommissioning
the Exchange servers. This is likely to leave a remnant of bespoke or custom
solutions behind for which a ready cloud solution is not necessarily available.
For many organisations a certain level of competitive advantage exists in their
core systems and applications, so migration to a cloud solution may pose a
strategic risk, including loss of autonomy and dependencies without control.”

A L L A N WAT T ru S , director:
Outsource Optimisation at Bytes
Systems Integration

“T

his starts with who in the organisation you’re asking and what’s
driving the decision. Even before the cloud is considered, what’s the
basic problem and what needs to be solved? Once the problem is identified,
companies should then use the problem statement and run it past the other
questions, like ‘does it make financial and business sense?’, and ‘will the
technology choice be able to adapt to the fast-changing business demands?’
“This is what should happen. However, many of the real points are based
on fear of the unknown and even threat. not only of the technology, but also
fear of having positions in the company changed. Of course, this fear can
be transformed into opportunity, particularly as areas like digitisation and
automation offer the kinds of new directions where cloud really starts to
provide business benefit.”

A N Dy b r Au E r , CTO, Business
Connexion

“M

y experience in cloud has shown me that the real resistance to
cloud is not the publicised fear factors like security or bandwidth
restrictions. Instead, most clients are missing what I call ‘the light bulb
moment’ with cloud. This is when the customer realises how effectively
they can use the consumptive nature of cloud for a particular application.
For example, it could be when they realise that they can switch off test
and development systems when not in use and not have to pay for them
during that time, or understand that it’s possible to pay per hour for
disaster recovery (DR) services only at that critical moment of a disaster,
or perhaps when they need to do a DR test.
“Realising how significant the savings can be suddenly propels them into
action and the typical hindrances become considerations to be overcome
in the project. The solution here is customer education on ‘true cloud’
capabilities and clearing the noise from ‘would be’ cloud vendors that have
cluttered customer understanding. A consultative approach with the client
is clearly required as they experiment and take their first steps on their
cloud journey.”

G r A N T M O rG A N, GM: IT as a
Service, Dimension Data MEA
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The reTail
CHALLENGE

THE MARGIN sPoke To Two ICT resellers
Based In The same shoPPIng CenTre on
johannesBurg’s wesT rand In order
To deTermIne exaCTly whaT lIfe Is
lIke on The fronT lIne of TeChnology
reTaIl.

by RODnEy WEIDEMAnn
PHOTOGrAPHy KAROlInA KOMEnDERA

it’s conceivable to claim that anyone
between the ages of four and 100 is a
potential customer.
W H AT ’ S b E E N yO u r b E S TS E L L I N G C AT EG O ry I N T H E PA S T
y E A r ? networking equipment is our
best-selling category, attesting to the
deleterious effect of load-shedding on the
integrity of hardware. Portable storage
devices (flash drives/SD cards/external
HDDs) come in second place, and we also
do quite a brisk trade in cabling and other
low-cost DIy components.
W H AT ’ S b E E N yO u r b E S TS E L L I N G P r O D u C T I N T H E PA S T
y E A r ? Top of the list here has to be our
8Gb flash drives; ours retail at roughly half
the price of competitive retailers, so it really
is a no-brainer for our customers. In the high
value sector, 1Tb 2.5” external HDDs are our
best sellers.
W H AT ’ S N OT S E L L I N G A S W E L L
A S E X P EC T E D, D E S P I T E A P u S H
F r O M V E N D O r S / D I S T r I b u TO r S ?
Generic toners have certainly been a bit of
a disappointment. This perhaps reflects a
lack of confidence in these products on the
part of consumers.
Costa Siokos, Cresta branch manager

Matrix
Warehouse

D E S C r I b E yO u r b u S I N E S S . Matrix Warehouse
Computers at Cresta Centre is a franchise of the largest
retailer of IT products nationally, one of a total footprint
of some 93 stores. Our shop’s motto is TlC – ‘top brands;
low prices; compassion’. We pride ourselves on offering
technical expertise combined with a comprehensive range
of branded products at discount prices.
W H AT D O E S yO u r C u S TO M E r bA S E LO O K
L I K E ? Most of our customers fall within the lSM 7-10
bracket, and the split between end-users and corporate
clients is about 60/40 in favour of the end-user.
However, our overall demographic is much broader, and
even the lower lSM groups are quite well represented.
I suppose that with the pervasive nature of computers,
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W H AT ’ S b E E N T H E b I G G E S T
SurPrISE PrODuCT?
We have been surprised to find that
high-end gaming components (graphic processor units/
motherboards, and so on) sell consistently well, despite
the slowdown in the retail sector and the increasing
constraints on disposable income.
W H AT A r E T H E b I G G E S T C H A L L E N G E S yO u
FAC E I N r u N N I N G yO u r b u S I N E S S ? lack
of time! The incompetence and lack of efficiency that
characterises most interactions with both the private
and public sectors nowadays, means that something
which should take 15 minutes to resolve can drag on
for anywhere from hours to months. This is not only
frustrating, but also robs us of valuable time that could be
spent more effectively on core business issues.
W H AT D E F I N E S A G O O D DAy ? That’s an easy one
to answer: R50 000 turnover at a 30 percent margin.

in the

trenches

D E S C r I b E yO u r b u S I N E S S .
As a retailer, we focus on bringing
technology solutions to life. We have
the widest range of leading national
and international brands and work
hard at supplying products that, while
pushing the technology boundaries,
make a practical difference in any
home or business environment.
Incredible Connection differentiates
itself on the basis of exclusive and
innovative products, technical
expertise, the provision of excellent
customer service and support.
W H AT D O E S yO u r C u S TO M E r
bA S E LO O K L I K E ? Generally,
our customer base falls within the
higher lSM ranges, around 9-10 and
is predominantly made up of males
over the age of 40. However, in recent
months, one of our largest customer
bases has been the small to medium
business enterprise sector.
W H AT ’ S b E E N yO u r b E S TS E L L I N G C AT EG O ry I N T H E
PA S T y E A r ? notebooks (laptops)
are our number one seller yearon-year.
W H AT ’ S b E E N yO u r b E S TSELLING PrODuCT IN THE
PA S T y E A r ? This would either be our Dell or HP
notebooks, although we’ve also witnessed a huge comeback
from lenovo in South Africa in the past 12 months.
W H AT ’ S N OT S E L L I N G A S W E L L A S
E X P EC T E D, D E S P I T E A P u S H F r O M V E N D O r S /
D I S T r I b u TO r S ? We’ve definitively witnessed a
large decline in Apple products. This is not just in our
store or organisation, but on a global scale. Even though
we’ve pumped extensive budget and campaigns into
promoting these products, it seems to be a steadily
declining product base.
W H AT ’ S b E E N T H E b I G G E S T S u r P r I S E
P r O D u C T ? In recent months we’ve been pleasantly
surprised by products that could be described as
slightly more unusual in the IT sense, such as wearable

Kevin Kok, Cresta branch manager

technologies and fitness devices. As consumers become
ever-more conscious of a healthy lifestyle and more
obsessed with keeping up with the latest technology, it
makes sense that devices like this have made the kind of
impact they have.

Incredible
Connection

W H AT A r E T H E b I G G E S T C H A L L E N G E S yO u
FAC E I N r u N N I N G yO u r b u S I N E S S ? A notable
one lies in keeping up with international timelines to deliver
to the South African consumer. In addition, striving to
deliver excellent customer service to each and every patron
that walks through our doors is an ongoing challenge.
W H AT D E F I N E S A G O O D DAy ? nothing can make
a manager more pleased than to have happy customers,
who receive great service and get exactly what they
have come into the store for.
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Access for all
Uncovering the business model for the internet café
across the nation.

by Tamsin Oxford
photography Shutterstock
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T

he internet café has been on city blocks
and within retail outlets since the
internet began. The business model is
simple – create a space where the unconnected
can connect. However, as wireless networks
proliferate and initiatives such as Project Isizwe
gain traction across the country, a question
mark hangs over the head of the internet
café model and its long-term sustainability.
Is it worth it for the technology retailer to
transform that dark space at the back of the
shop into an internet café? The jury is out…
For Luvuyo Rani, the founder and CEO of
Silulo Ulutho Technologies, it’s a space for
entrepreneurial success. His business was
the first and still holds the title of the leading
internet café in Khayelitsha and he has
expanded into a number of areas across the
country.
“The internet café isn’t new, it’s been
around for more than 20 years, but with
regards to townships and the deep rural
areas, it is new,” he says. “If you look at it in the
South African context there are few spaces
that offer a full IT solution such as support,
mobile and even training. For us, it means that
we’re now embarking on a very successful
business model with the goal of a hundred
stores by 2018.”
The internet café is a place of access –
access to information, to opportunities, to
businesses and to individual growth. Here
those who are unable to afford the data rates
of the mobile phone operators, much less
ADSL, can access the wealth of the internet at
a price they can afford.
“This business model still has potential
in South Africa as a lot of people don’t

have internet access or even a PC,” says
Yaron Assabi, founder of Digital Solutions
Group. “There’s a direct correlation between
employment, internet access and education
and I almost think the internet should be a
basic human right.”

“It boils down to affordability and access,”
says Assabi. “Currently there’s a definitive
need for people to access the internet when
it’s not possible for them to purchase a PC or
perhaps they don’t even have electricity.”

Rural access

Another niche segment which continues to
gravitate to the internet café is the gaming
community. As wireless connectivity and ADSL
and fibre become the norm for the gamer,
traditionally a more affluent element of the
population, it seems almost counterintuitive
that they would go to an internet café to play.
“There’s a big gaming community that loves
going to an internet café to play games thanks
to the social aspect,” says Assabi. “Gamers
are a very specialised community and if you
were to fit your internet café with all those
accessories gamers love, it could definitely
attract them to your store.”
However, not all agree on the idea that
the internet café remains a sustainable
investment. Paul Salvage, a partner at
&Innovation at &Internet, isn’t
convinced.
“Other than offering it as a
value-add to get people to spend
extra time instore, this isn’t really
something that has money in it,” he
says. “You need to align it to your
strategic objectives and you would
have to do it on quite a large scale
to make it interesting. The argument
becomes weaker and weaker over
time as the mobile internet becomes
more pervasive and cheaper. Why would you
borrow the internet from someone else when
you can have it on your phone?”
Ultimately the value of the model will
depend on the market that retail footfall
belongs to – higher LSMs will likely expect free
WiFi whereas the rural market will appreciate
the convenience, access and the price.
“The internet café is an enabler for others
and you can add on to the model to offer
extra services such as training and education
on how to use computers and the internet,”
says Rani. “Large numbers of our people
haven’t touched computers and so the
internet café is playing a critical role. It’s
going to change the way things are done and
make sure that townships and rural areas
are treated no differently and can connect as
easily as someone in Constantia.”

In rural areas where connectivity is costly
and coverage low, the internet café remains
a viable model. This is particularly true of
small and emerging businesses that use these
spaces to stay online and up to date.
“In our East London, Queenstown and even
Khayelitsha branches most small businesses
tell me that it’s better to come to an internet
café than to have a line at home because
they’ll pay probably R1 000 a month,” says
Rani. “At the internet café they pay R10 for
an hour. We have even created an account
solution where they can pay R200 a month
for 20 hours of access. That’s so much
cheaper for many people in terms of running
their businesses.”

LAN parties

“This business model still
has potential in South Africa
as a lot of people don’t have
internet access or even a PC.”
Yaron Assabi, Digital Solutions Group

Assabi agrees: “Africa is a small to medium
business driven economy and certain market
segments can definitely use the internet café
as a solution. It’s also something that thrives in
areas with students such as near universities
or technikons. Students who can’t afford to
have a computer or have no access to the
internet in their student accommodation can
use an internet café to file their work, do
research and more.”
An internet connection grants students
and school children access to a world of
information that’s often more up to date and
relevant than their textbooks. Often those
who need the internet the most are those who
don’t have it readily to hand, and it’s here that
the internet café has enormous potential. Not
only for change, but for the retailer keen to
make an income on the side.
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Selling luxury tech:
not just about status

the

pitch

Whether you’re selling R250 000 cellphones or R20 million home cinemas,
there’s a market for them in South Africa.

by Tracy Burrows

M

obile handsets crafted in precious
metals and encrusted with jewels
aren’t your everyday consumer
goods – particularly in South Africa, where
the majority of consumers are just scraping
by financially. Yet purveyors of luxury and
bespoke technologies are growing well in
South Africa, with the support of a relatively
small, select clientele seeking best-in-class
lifestyle gadgets. Luxury goods in the local
market are about lifestyle and quality, not
just about status.
Luxury goods, while a niche worth
considering, require an appropriately stylish
approach to sales and marketing.
They’re best sold through
monobrand stores, where the
environment matches the brand
proposition, or by high-end service
providers with well-trained staff, say
leaders in this space. Service and
quality are crucial in this market.

Your brand in your hand

“We use the best available
technology, combined
with luxury and unique
materials, and access to a
range of money-can’t-buy
experiences.”

Vertu, a brand so high-end that
many don’t even know of it, has
Gordon Watson, Vertu
been represented in South Africa
for around three years, with a
monobrand store in Sandton City
for the past 18 months. The Sandton store
is sleek, modern and compact, manned by
one attentive assistant, who is completely
unfazed at my spluttering over the prices. Its
exclusive cellphones start at a price point of
well over R100 000.
Even though I’m clearly not within the
Deloitte’s ‘Global Powers of Luxury Goods’
report last year predicted that emerging
Vertu target market, the assistant smoothly
markets would account for 25 percent of the
explains the handset (crafted from luxury
global luxury goods market by 2025 – up
materials) isn’t just a phone, it’s an experience
from 19 percent in 2013 – on the back of
– it’s access to an exclusive set of services
urbanisation and a growing middle class.
and events, in effect – membership of an
The report pinpointed South Africa as a
international elite. A ruby button on the
growth point for luxury buyers of the future.
handset immediately summons a range of
Euromonitor suggests the sale of luxury goods
concierge services. It’s a real ruby and the
in sub-Saharan Africa increased by 35 percent
concierge desk, while located abroad, is
between 2008 and 2013, and was set to grow
available 24/7 to attend to your every whim
by another 33 percent in the next five years.

Room
to grow
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Growth in sales of luxury goods in
sub-Saharan Africa

2008 - 2013

35%

2013 - 2018

33%

Why lUXUry Tech
MATTErS NOW

In the past few months, a number of luxury brands have
thrown their hats into the tech ring.

PORSCHE DESIGN has
teamed up with Blackberry to
produce a number of co-branded
smartphones including the
P’9983.

leveraging the cool of
iconic supercar brand
lamborghini, design
company TORINO
LAMBORGHINI launched
a limited number of
high-end 88 Tauri
smartphones in January,
running on Android.

While arguably not a traditional ‘luxury’ brand, the price point and precious materials used in the
creation of the APPLE WATCH EDITION (the priciest of the three models being offered) would
also firmly place this in the category of luxury tech.

MONTBLANC, which launched
its e-Strap, an add-on for a
traditional Montblanc watch,
provides smartwatch-like
features.

Technology is not new territory for
luxury brands. While the fashion
of the day is for smartphones and
smartwatches, previous forays include
BENTLEY lending its name to a
highly stylised laptop created by EGO ,
a company which markets a range of
leather, gold, diamond and chrome
adorned laptops. LAMBORGHINI
has worked with ASUS on a number
of co-branded laptops in the past, and
FERRARI has lent its brand name to
a series of devices produced by ACER ,
including notebooks and smartphones.

TAG HEUER also announced a
partnership with Google and Intel
to collaborate on creating luxury
smartwatches. no product details
have yet been revealed.
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– from booking flight tickets to pointing you
at the nearest high-end gathering worth
attending should you find yourself at a loose
end after doing business in Dubai.
Vertu’s global sales director Gordon
Watson says the brand’s appeal lies in its
exclusivity, quality and personal service.
Expansion into Africa came on the back of
African clients supporting Vertu stores and
partner stores in the capitals of Europe.
There, high net-worth shoppers from Africa
snap up Vertu handsets, going so far as to
buy several colours to match their outfits.
Vertu features include titanium casings,
sapphire crystal screens and Dolby sound, and

Home
comforts
For those channel companies looking to
tap the higher end of the market, but aren’t
positioned for a retail offering there’s
also opportunity in the home automation
installation space.
Custom home automation and home
entertainment installers are seeing business
picking up in South Africa’s major metros,
as the owners of luxury mansions seek
technologies to deliver the best possible
home entertainment quality and the
convenience of home automation.
Nick Caripis, founder and MD of BNC
Technology, reports growing demand

“This is not a quick sell, but
we wouldn’t want it to be”
Gordon Watson, Vertu
the devices are handcrafted in England. “This
is not mass market technology,” says Watson.
“It’s a unique proposition. We use the best
available technology, combined with luxury
and unique materials, and access to a range of
money-can’t-buy experiences.”
Watson says Vertu is seeing genuine
interest in luxury technology from clients in
South Africa. These clients, much like those

for systems such as lift
mechanisms that conceal
televisions and safes, sensors
that control lights, doors
and blinds, touchpads that
consolidate systems for
immediate access, and fullspectrum home cinemas and
media rooms. A home cinema
features noise isolating
construction, acoustic
treatments, rows of seats on
seating risers, the ability to
completely darken the room,
lighting specifically designed
for movie watching, precisely
located speakers and climate
control. A media room, while
also allowing for an excellent
viewing experience, can also
double as an entertainment
and family space and might
not enjoy optimal lighting
and sound proofing.
Caripis says: “The home cinema is
arguably the most common technology
that’s taking over the home entertainment
realm. It wasn’t long ago that the concept of
building a cinema within your home would
have been just a mere fantasy that only the
very rich could have achieved. Our average
solutions range from R400 000 up to more
than R20 million.”
For high end solutions, the average clients
are high level executives aged between 45
to 65, he says. “Their reasons for buying are
at times ‘status’, but more importantly these
systems add safety and security through
appliance and lighting control, home
security through the use of automated door
locks and security cameras. There’s also
increased convenience through automated
temperature adjustment.” Automation saves
time, saves money, offers peace of mind
and allows the homeowner control any time,
from anywhere, he notes.

shopping for Vertu abroad, are high
net-worth individuals, frequently
men in their 30s and 40s, and
often entrepreneurs with large
businesses.
The buying experience is
part of the brand’s appeal, Watson says.
Customers are engaged in a relaxed, luxurious
atmosphere to discuss their needs and
expectations. Once a handset is selected,
Vertu’s highly trained staff will set up the
customer’s e-mail and chosen applications.
“The client is immersed in the product without
being overwhelmed. This is not a quick sell,
but we wouldn’t want it to be. The process
could take an hour to two hours from start
to finish,” he says. During the process, clients
are comfortably seated, surrounded by
luxury, and offered refreshments, which – in
some stores but not in South Africa – could
even include champagne. The client leaves
the store with their device set up for e-mail,
applications loaded and registered for the
concierge service.

Is there market opportunity?

With five of the ten fastest-growing
economies in the world, key African
markets are creating a number of high
net-worth individuals. A Business Day
report in 2013 estimates approximately
60 percent of the continent’s millionaires
reside in South Africa. A Financial Mail
report, citing Euromonitior data estimates
South Africa has around 47 450 high
net-worth individuals with a cumulative
worth of US$200 billion, in addition to a
comparatively large population of highincome earners. Due to its economic status
on the continent, South Africa is also likely to
be a destination for many of the continent’s
super wealthy visiting from the likes of
Nigeria, Kenya and Mozambique.
From a retail perspective, Euromonitor’s
research identifies two major shopping
malls, the V&A Waterfront in Cape Town and
Sandton City in northern Johannesburg as
home to leading luxury brands. Luxury brands
tend to flock together and are largely sold
through exclusive boutiques. Selling luxury
brands is a high risk game, requiring sufficient
funding to ease the pressure for fast sales
– it’s a long-term game with the potential of
larger margins – which provides a barrier for
entry for many.
On the upside, while there are a number
of premium technology retailers in the aforementioned malls, there is no single retailer
that specialises only in luxury technology
to sit alongside the jewellery, gem and
watch purveyors. The expected boom in
smartwatches and smartphones ties in
well with established luxury accessories.
While limited, there is some small market
opportunity present. Service, style and status
are key to tapping this market.
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Becoming a
trusted advisor
under the

spotlight

We all know the phrase, and
it’s the pinnacle of a seller/
buyer relationship, but does it
make sense to become one?
by Donovan Jackson
photography Shutterstock
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chieving ‘trusted advisor’ status is
the ultimate goal in a sales account
relationship. Where resellers
and vendors are quite reasonably only
interested in driving sales of the products
and technologies they make or stock, trusted
advisors instead focus on achieving optimal
outcomes for their clients from a broader
range of choices.
Getting to the trusted advisor status
depends on a number of factors, chief
among is the passage of time, through which
relationships of trust based on reputation
are allowed to develop. But there are active
measures you can take, too, to expedite
the process. “A trusted advisor should have
a proven track record and experience in
the space. It should also be someone who
treats your business as their own and takes
accountability for the outcome; someone who

takes ownership if things go wrong,” says
Warren Olivier, Veeam’s regional manager for
Southern Africa.
He believes IT solution providers have little
choice but to become trusted advisors to their
clients, or face fading away into irrelevance.
“As the world of information technology gets
more complex, clients want trusted partners
who can make it simple for them. More and
more businesses face the challenge of being
‘always on’ and require service providers who
can ensure that their systems are always
available. They want solutions that just work.”
They also want the right tools for the job at
hand; to a man with a spade, every solution
consists of digging a hole. That’s just no longer
good enough.
Be that as it may, Olivier says there’s a
tendency to jump on every latest bandwagon
which is doing a discredit to the solution
provider community. “Every new leap in
technology brings a new wave of people
trying to cash in. The move towards the cloud
is no exception; clients are faced with a lot
of people trying to sell them a lot of services.
But when things go wrong, everyone blames
everyone else. In the middle of the finger
pointing, the client is left standing.”
That, needless to say, is not the way to
achieve trusted advisor status.

and they will bend over backwards to
ensure there are solutions for any problems
encountered. By developing deeper customer
relationships, they’re able to provide solutions
rather than just sell products.”
There’s a tendency towards bigger-picture
thinking, adds Olivier, saying the trusted
advisor will seek to incorporate context and
scope. “Understand the entire solution and not
just a product,” he comments.
That’s confirmed by Paul Fanaroff at
Tectight Enterprise Technologies; he says IT
service providers who want to stand out in
the market need to take on the challenge of
being a single point of accountability. “It’s our
expertise our clients need more than anything
else. They don’t need more hardware or more
applications, they need less complexity and
they look us to make things simple.”
Making things simple doesn’t just mean
assisting with the specification and delivery
of IT solutions, it also means stepping in when
things don’t go quite as planned; this being
IT, that will probably happen quite a lot. “A
trusted advisor is always looking at how to
help clients, even when it doesn’t result in a
payday,” continues Rachelson.
Naturally, results count, agrees Olivier.
“Trust is earned. Becoming a trusted advisor is
a personality trait as much as it is a business
trait. Those who are trusted advisors
own the end-to-end solution or the
entire problem and not just one
small part of it. That means mapping
business needs and technical
requirements – then you’re on your
way to explaining what the benefits
are. And, of course, the trusted
advisor understands the value of
maintaining a positive reputation
and doesn’t burn bridges.”

“ A trusted advisor is always
looking at how to help clients,
even when it doesn’t result in
a payday.”
Donna Rachelson.

Navigate the way

Instead, says Donna Rachelson, marketing
and branding specialist, the trusted advisor
should act as a capable navigator, avoiding
pitfalls and wrong turns and taking the
business in the right direction. “The trusted
advisor is the company hero and client
confidante and always delivers on his or her
credible expertise.”
There are traits common to the trusted
advisor, she continues. One that dominates is the
commitment to building long-term relationships.
“This is imperative to a trusted advisor, who
works hard to understand the business to gain a
deep understanding of true needs,” she says.
Olivier notes that the ability to
communicate effectively is therefore essential.
“[The trusted advisor] portrays the message
and value [of courses of action] accurately.”
Trusted advisors want to ensure longterm mutual exchange of value; as a result,
Rachelson says they put in the hard yards.
“Getting to know the inside outs and what
makes your business tick is their top priority,

Touchy-feely? We’re all human

While it may sound touchy-feely, IT
consultants are likely to innately recognise
that becoming a trusted advisor will deliver
better results. After all, when the working day
is done, we’re all human and call upon those
we respect for advice and guidance, whether
it’s in building a model aircraft or learning
to sail a boat. Writing in his blog, American
consultant Jim Alexander says those technical
experts who achieve trusted advisor status
‘tend to build deeper customer relationships,
provide more complete solutions, accelerate
business development and are more satisfied
in their job’.
Confirming Rachelson and Olivier’s views,
Alexander even provides guidance on how
to identify the trusted advisor: ‘How do you
know one when you see one? Clients ask for
them by name. They’re sought out for advice
that goes beyond their described expertise
[and] they maintain relationships that aren’t
just technical.”
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selling
TELECOMS

arguaBly ranked Before neTworkIng, seCurITy, sTorage or
even The PC – The TeleCommunICaTIons ConneCTIon To The
ouTsIde world Is arguaBly The lIfeBlood of modern BusIness.

Which sectors
are buying?

Undoubtedly the South African
telecoms landscape is an
interesting part of the local
economy. Characterised by a
number of major operators having
to undergo massive restructuring –
much to the chagrin of trade unions
– the market is a volatile place
thanks to insufﬁcient liberalisation,
increased bandwidth capacity
added by undersea cables landing,
constrained cellular frequencies,
a government demand to connect
rural citizens to the internet and
a plethora of new connectivity
technologies, such as ﬁbre.

Perhaps unsurprisingly as telecommunications is a ubiquitous business technology, there
seems to be a much more widespread of answers for the most lucrative vertical industries, as
compared to previous mini-surveys focused on selling networking, security, storage or even PCs.
Telecommunications is viewed as the most lucrative sector – of course as respondents are part of
the self-same supply chain these responses could be somewhat skewed.

Top vertical industries for sales of products and services

6
Telecommunications

retail

* Respondents were asked to rate top three sectors. Only the top five sectors are displayed

What are companies
interested in?
Top responses

5
5

3

6

IP telephony

6

Wireless networking
infrastructure
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4

Professional
and business services

Public sector

Grant Broomhall, MD, Far South networks

unified comms

“Managed services of communications
solutions.”

4
4

PBx (hosted)

MPlS

Financial services

“Fibre to the Home and Fibre to the
Business – fibre doesn’t get stolen.”

PBx (onsite)

Mobility solutions

3

Where’s the most room for
growth and margin?
“Generally, hosted services and web apps.”

* Respondents were asked to rate top three areas. Only the top
seven responses are displayed.

56

4

5

Dave Meintjes, MD, Connection Telecom

“In the short term, there will be huge
growth in fibre connectivity and
associated premium services, but as
a competitive space margins will be
tight, even non-existent. The biggest
differentiator is the ‘over the top
service’ including service hosting.”
Dave Couves, CEO, Comtel

Donovan Couve, Comstor business lead, WestconGroup
Southern Africa

“Providing connectivity services into
Africa. There’s a huge amount of growth
forecast for African economies and this
is attracting many large multinationals to
the continent, and they require reliable
high-capacity connectivity services.”
Edward lawrence, business development director, Workonline
Communications

“Cloud Computing; we’ve seen its use
among South African SMEs rise by
77 percent with data backup cited as
the main benefit.”
Damian Michael, MD, Innovo networks

business
drivers
The telecoms market is

driven by price,

according to 50% of our survey respondents,
with additional business benefits and services
as the next top ranking business driver with
36% of responses.

It’s all about the margin
Respondents’ revenues were split between

products (60%) and services (40%).
As would be expected, margins are higher when offering services rather than mark-up on products.
The average margins are:

Another characteristic of the South African
telecoms market –

50% of respondents say
cable theft has a
positive impact on
their business
as it creates opportunities for new sales.

93% of respondents
felt positively
about the arrival of
Fibre to the Home/
business as an opportunity for

sales of services (43%) and equipment (50%).

25.4%

37.4%

Products

Services

Where is the most margin to be made?
3

Hosted PBx

2

IP telephony

2

Reselling data capacity

2

Value added services

How will the local market
for telecoms equipment and
services evolve over the next
five to ten years?
“With the upgrading of new pipes into the
continent I can’t believe the growth will
stop in the near future.”
George Smalberger, MD, SS Telecoms

“While the fibre market is still developing
and presents opportunities, we have
large open areas that can’t justify the
fibre spend and will use a mix of access
/last mile solutions to implement
communication solutions.”
Derek Friend, large enterprise director, Huawei Enterprise
Business Group

“If South Africa can make broadband
more accessible and affordable to the
masses then the landscape will change
dramatically with virtually everyone using
smart mobile devices.”
Carlos Faranani, Faranani Voice

“Call rates will steadily decline, Cloud PBx
services will become the norm in the SME
market.”
George Golding, CEO, Euphoria

“It will become more mobile and people
will work more from home.”
Pieter Snyman, sales director, Phonatics

“The market will continue to grow but
the initial investment (capex) model will
change to one of leased hardware and
managed services.”
Scott Mumford, group head of Satellite Services, liquid
Telecom

Future market
growth
100% of respondents believed there
was future market potential sales growth,
although

60% classified it as
‘marginal’.
43% believe there will always be a
wide variety of
fixed, wireless and
satellite solutions
in South Africa,

while 21% believe there will always be a need
for fixed line solutions into business.

About the survey

The responses came from a well-balanced
range of types of industry, with the majority (57%)
purely focusing on telecommunications products
and services.
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6 sTeps To
OMNICHANNEL
toolkit

by DOnOVAn JACKSOn

How our communication habits have
changed over the last couple of years.
no more do we do business only on the
phone and by fax, instead, the choices
of interaction span text messages, video
calls, e-mails, webchats, apps and the
usual methods of in-person and plain old
telephone system. That’s not all. Driven
by this expanded range of communication
modes, we also do business quite a
bit differently – and that’s why smart
operators are turning on an omnichannel
approach to doing commerce. Here’s a list
of top issues to ponder in the evolution to
omnichannel business.

Know what
omnichannel is

understanding what omnichannel means is, arguably,
the easy bit. Consider a customer who accesses online
product reviews, price comparisons, online product videos
and feedback via social media, calls to place an order,
and walks into a store or depot to collect it. you’ve just
pictured an omnichannel exchange.
More than multiple methods of contact and commerce,
omnichannel also implies a level of overlap and
interaction; there should be seamless handoffs from one
method of interaction to another. It’s no good having a
great webchat with a customer rep, for example, only
to have to start explaining yourself all over again when
sending an e-mail.

understand the
advantages and benefits

Done well, an omnichannel approach delivers optimal customer
service and convenience, effectively providing a seamless
experience regardless of device or channel through which the
purchasing process is executed. It should incorporate websites
and mobile apps, real-world premises and virtual infrastructure,
extend to shipping and delivery, with ordering and return
processes catered for, and allow your people to identify and
interact meaningfully with customers at any point of their
engagement with your organisation. Omnichannel commerce
should allow your business to function more intelligently,
efficiently and collaboratively to meet the expectations of your
customers. And that’s probably not going to come cheap, so…
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Decide if omnichannel is
right for you

Just because it exists, doesn’t mean you need it. Omnichannel
represents a relatively new approach (read: it lacks maturity
and is therefore potentially risky) and how it’s implemented in
the local channel depends very much on how your customers
interact with your organisation. It also depends on your
position in the channel: manufacturers, for example, are less
likely to require an omnichannel approach than resellers
and retailers. Those with limited SKus or product ranges, or
those with relatively small customer numbers may find that
existing routes to market are quite adequate. However, if
your customers tend to interact across a variety of modes of
contact, and if you already have a mature e-commerce site
complementing a bricks and mortar footprint, omnichannel
might be right for you.

Omnichannel retailing
Experiential

How the customer feels about the transaction and what they encounter
afterwards should make the customer an advocate.

Transactional

Ways in which the customer can pay and take delivery of the product or
service purchased. Should be simple, transparent and fast.

Informational

How does the customer learn about your brand, product and service?
Should help the user discover or find the product they’re looking for.

OMNI
MULTI
SINGLE

Focus on people

you’ll have to invest in evolving the organisational structure of your business to enable
omnichannel operations and that’s likely to come with technical challenges. Solving those is one thing;
getting your people to work in slightly different ways is quite another. Managing change is a traditional
bugbear which accompanies any new software or process implementation. With the technical stuff
sorted, it’s resistance to change which is usually the biggest obstacle to success. Make sure your staff
members understand the omnichannel approach – and that they’re equipped to work with it. The finer
points of that include ensuring complete visibility across previously separate lines of business and
between differing points of customer contact; those dealing with online sales, for example, need to
know what’s happening in-store, too. And vice versa.

understand the implications for your
business

Implementing an omnichannel strategy may sound sensible, but it’s the nuts and bolts that will
throw up the major challenges. A successful approach depends on a high level of integration:
customer information, inventory, product data, content and operations, across online and in-store
locations. That means consistent pricing, promotions and brand messaging across all touch points
and a mature customer relationship management system.
Moreover, in an omnichannel organisation, lines of business are no longer separate and siloed, but
interact freely to help meet the customer’s requirements with a minimum of fuss. This will have an
impact on how account managers and other personnel do their work, so…

Omnichannel isn’t all or nothing

Omnichannel might be the new buzzword, but it represents something of a continuum on
which your company is already positioned – and that’s even if you’re just using the phone and e-mail.
At the lowest level of maturity, a space typically occupied by manufacturers or niche
distributors, sales are typically made through resellers. Some product information might be
provided online, but there isn’t anything in the way of e-commerce. One step up has, perhaps,
limited online sales capability and private portals for reseller partners to order online, with
additional basic services such as tech support forums. The advanced level is typified by full
e-commerce spanning B2B and B2C, integration from manufacturer through distributor and on to
the reseller for in-store fulfilment or the option of courier delivery, all backed by support services
such as web chat, contact centres and online documentation and forums for user communities.
The implication is that moving your place on that continuum comes down to an assessment of
whether or not your present position adequately meets the requirements of your customers (and
a question of if there is opportunity to improve customer facing performance through a move
upwards). If so, making an investment in omnichannel could be right for you.
Q2 2015 |
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Grudge
into gold
round

table

sellIng seCurITy soluTIons Is a
ComPlex mIx of eduCaTIon, The
rIghT InCenTIves and ConvInCIng
The CusTomer.

by PAul FuRBER
pHoToGRApHy KAROlInA KOMEnDERA

D

espite accounting for such a significant
segment of the IT products and
services market, security is still seen
as something ethereal and somewhat akin to
insurance: a grudge product that you buy ‘just
in case.’
Complicating matters is the rapidly
expanding complexity of security solutions and
the ways in which our multiplying personal
device count interact for better or worse. But
there’s still considerable demand for security
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products and services. How can the channel
take advantage? Jeremy Matthews, country
manager, Panda South Africa agrees that
security can be seen as ethereal. “Often it’s
being purchased by the wrong people,” he says.
“The business people have to sign the cheques
for something that isn’t tangible to them.
Buying an ERP system is tangible. Buying
endpoint security? not so much.”
Julie Ferreira, senior account executive,
RSA, notes that the purchase is all too often
an afterthought anyway. “Security is generally
only bought when something goes wrong. It’s
not a proactive buy.”
Andrew Potgieter, security solutions
director, Westcon Southern Africa, says that

the consumers of security products are very
diverse and driven by convenience. “The
consumer of security could be anyone: an
individual, a small business, an enterprise or a
government. We all do the same thing though.
We want convenience and we want it faster
and we don’t take cognisance of what we’re
doing but rather just buy the device. We’re not
supposed to have the knowledge about the
security portfolio that’s required about that.”
That means the burden of educating the
market about security implications falls
on resellers. That’s not easy notes John
Mcloughlin, MD of J2 Software. “One of the
most difficult things about selling security
to clients is convincing them that it’s more

J ohn
M c L o u ghlin ,
J2 Software
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than anti-virus. Education is one of the
most difficult things. A CEO or a CIO may
understand but if the rest of the executives
say to themselves that they haven’t suffered
a breach yet, then why would they need to
spend the extra money?”
Gavin Ramsay, IS channel manager at Attix5
says education is vital. “We need to determine
what channel we’re selling to – some are
services and some are equipment – and
they’re a completely different sell. Education
is important on multiple levels: we need to
educate the channel on the products and they
need to educate the customers on why they
need to purchase it – and those partners need
to understand the product.”
And the process. Fred Mitchell, security
software division manager at DCC says there
is no silver bullet. “There is no one product to

“One of the most difficult
things about selling security
to clients is convincing them
that it’s more than antivirus.”
John McLoughlin, J2 Software.
buy that will offer a complete solution to the
end user. If there’s a solution or a roadmap
then the client will understand that they’re
going to purchase something now and then in
six months’ time, they will need to purchase
something else.”
Peet van der Walt, programme manager,
Mustek Security Technologies, has also

M ichael
H o r n , CA
Southern Africa
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struggled with basic education of his channel.
“We sit with the exact same issue with regards
to resellers who advertise your product. They
don’t know the first thing about it, they don’t
know what the physical features and benefits
are, and they don’t communicate them to the
end user.”
Van der Walt says specification testing
and looking to the business’s needs first
are what works. “Mustek has now decided
to deal directly with the client in the physical
security market doing green field solutions
that are solution-specific not product-specific.
That is where you can address the immediate
needs. We sell a huge variety of products
but we look at what the clients’ needs are.
We’ve got our own testing facility and we’ve
done specification tests where we take units
out of a box with the exact same
specification. We start running tests
and they fail one after the other.
So the end user or the engineer
doing the work based on a product’s
specification will purchase a product
and have it fail dismally. And the
end result is that the CTO or the CEO
asks why they’ve spent millions and
the system doesn’t perform.”
Westcon’s Potgieter agrees.
“The way to sell properly is to ask
customers what they’re trying to fix or what
problem they’re trying to solve. But if you can
go to a business with a real problem-solver
that makes it compliant or reduces risk or
fixes a real business need, then that’s how you
avoid the grudge feeling in a transaction.”
Michael Horn, business unit manager:
security at CA Southern Africa, has an

J e r em y
M atthews ,
Panda South Africa
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P eet van de r
W alt , Mustek

example: self-service password
resets. “You can calculate the cost
of a user phoning the helpdesk
and requesting a new password
in terms of lost productivity.
Self-service for that gives you an
immediate ROI.”

“If you can go to a business with a real problem-solver
that makes it compliant or reduces risk or fixes a real
business need, then that’s how you avoid the grudge
feeling in a transaction.”
Andrew Potgieter, Westcon Southern Africa,.

Changing the mindset

But changing the mind of the channel is easier
said than done notes DCC’s Mitchell. “I personally
know how difficult it is to get resellers to change
how they view and sell security. I sat down
one day with someone and said I need to talk to
him about a particular vendor. He said that it
makes up only five percent of his business so
I would only have 15 minutes to train his staff.
Unless it’s Microsoft which is a massive part
of their business, their attitude is to correlate

A nd r ew
P otgiete r ,
Westcon
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their time with the revenue that I give them.
It’s rare to find someone who will see the
potential and make room.”
J2’s McLoughlin says the demand should
be driven from the customer side. “No matter
what tool you’re in charge of, whether it’s
insider-focused or external or something
else, the onus should be on us to make the
resellers change by driving the demand from

Pau l
W illiams ,
Fortinet

the end-user side. You don’t necessarily need
to engage but you can drive demand with
education, forums and events. Driving that
demand is the only way to get their clients
to ask them for those products. And if they
don’t do it, another reseller will take that
business from them. Loyalty is not as tight
as it was previously. If something’s not being
done correctly, then customers will get it

somewhere else. Certain industries are more
commoditised than others, but there’s still
room for competition.”
Attix5’s Ramsay notes the difficult task
of incentivising resellers in certain markets.
“We need to consider how to incentivise the
sales force. In our particular channel we resell
through internet service providers. They have
90 products that they need to sell. My product
is a tiny but very complex one and we have to
have these kinds of discussions. The sales guy
on the street has a massive revenue target
and our product is a drop in the ocean. So it’s
about getting clever and getting guys to push
your product and learn about it as well.”
And sales don’t happen overnight points
out RSA’s Ferreira. “Security is a six to
eighteen month sell. You’re convincing a
channel partner to invest in this cycle and he’s
got those targets he needs to make. It’s hard
to convince him to stay with you when he can
get his targets faster somewhere else.”
Potgieter says it’s about the sales cycle
but also the lack of skills. “I work across a
broad range of vendors and sales cycles
are increasing. On the enterprise it’s six to
eighteen months. In the SMB market for
endpoint security, the sales are a bit faster
– three to six months – although sometimes
shorter. But there’s something else: if you
look at our channel partners, you can count
the effective ones on ten sets of hands. And
there’s a skillset problem. I train someone
today, you poach them tomorrow and they
move around the industry.”

J u lie
F e r r ei r a ,
RSA

The future

Two trends are looming over security sales
in the channel: the rise of managed services
and legislation. Paul Williams, major accounts
manager, Fortinet, says managed services is
where security is going for the channel. “Ten
years ago it was firewalling, today it’s far more
complex. Companies need to protect their web
applications, their endpoints, their firewalls
and the servers behind those firewalls. This is
why the service providers pride themselves on
doing this business: they have the skills and the
experience and the bandwidth.”
On the legislation side, things are perhaps
not quite as clear. “We always hope new
legislation is the golden axe that breaks open
new opportunity,” says Westcon’s Potgieter.
“The concern is: how do you drive and manage

compliance within a governmental structure
that can’t enforce other policies?”
Ferreira sees a bright future for her product
suite in regulation-sensitive markets. “We see
a massive opportunity for governance, risk
and compliance solutions, especially in the
banks. They will be the guys that will get the
big fines if anything happens.”
But the customer base has heard this
drumbeat before. “They’re tired of hearing
about it,” says McLoughlin. “I remember
personally selling on fear of PoPI before the
World Cup in 2010 – because it definitely had
to be in before the World Cup! But even so,
no-one wants to be the first one pulled up in
front of the Regulator.”
It’s the grudge transaction that won’t
go away.

G avin
Ramsa y ,
Attix5
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reinventing
the channel wheel

Tarsus TeChnology grouP has emBarked on a journey of ConsolIdaTIon,
CollaBoraTIon, CusTomer-CenTrICITy, and Channel CulTIvaTIon.

in

profile
by AlISOn JOB
pHoToGRApHy KAROlInA KOMEnDERA

C

hange and disruption are often talked
about in the commercial world of
technology, but it’s largely hype cresting
on the waves of megatrends, such as cloud
or apps, or liberalist business philosophies.
To truly transform an enterprise so that it’s
positioned to surf the waves of change is not
an easy task to undertake, especially when the
composite group has been built up over time
by the acquisition of numerous businesses.
Two years ago, MB Technologies was
largely a conglomerate of disparate
distribution businesses pulling in different
directions. “Each distribution company had its
own supply chain, each one focused around
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product only,” says Anton Herbst, CEO of
Tarsus Distribution. “We looked at trends in
the marketplace, the global space and in the
supply chain itself and realised we not only
had to consolidate the supply chain, but also
address the prevalent trends towards new
styles of supply chain.
“We needed to move from being productcentric to being more customer-focused.
We looked at the areas that our customers
expressed an interest in and realised that we
fell short in some of those areas – for example
cloud, mobility and security. We went out
and made acquisitions in each of those areas.
Initially the whole thing was very fragmented
and lacked a coherent go-to-market strategy,”
says Herbst.
To pull everything together, Tarsus started
considering the concept of a monolithic brand
that the newly acquired companies could
hang off. The result was unveiled on the
30-year anniversary of Tarsus as a group-

wide rebranding with the unveiling of Tarsus
Technology Group and the various Tarsusbranded companies layered underneath.
The next step was to start building the
distribution channel, with a primary focus on
the mid-market sector. “While the retail and
enterprise markets are immensely important
to Tarsus, we needed to expand our channel
and identified the mid-market sector as being
able to accommodate that growth.”

Leading the change

Herbst says: “When Miles [Crisp] came on
board with SecureData, we gained strong
leadership that was able to manage the
change process. Over the past two years
we‘ve integrated all of the supply chain
businesses, made several acquisitions and
brought it all together in one building.
Miles Crisp, now-CEO of Tarsus Technology
Group, says: “Anton [Herbst] keeps the
business focused on the market and resellers

Inside the new
Tarsus Technologies
Group warehouse
in Buccleuch,
Johannesburg

and looks after those relationships. This
enables me to focus on what needs to happen
internally to align people from the different
companies that we’ve acquired – and do so in
a way that doesn’t disrupt everything.”
The company identified a need to find a
way of bringing together all of the people
from the disparate companies acquired over
the years so that they had common systems
and were able to collaborate with one another.
This meant addressing how they were led,
how they’re motivated and even how they’re
remunerated, as well as deploying a common
CRM system.
Crisp outlines that it’s not always been
easy for customers to deal with Tarsus when
they don’t have an existing relationship with
someone in the business. “To that end, Anton
has created a role within the business of a
chief customer officer, who will look across all
of the silos and advocate for customers within
the business.”

“We needed to move from
being product-centric to being
more customer-focused .”
Anton Herbst, Tarsus Distribution

Think customer, not product

Another big change in strategy for Tarsus
Technology Group was the move away from
talking about product and towards listening
to the end user and partnering with resellers
to push that into the market. Herbst says:
“Tarsus is responding to market change that’s
being driven by the end user.”
“We found that some of our resellers
just aren’t geared for this kind of approach,
they’re set up to just move product. But
we’re adamant, you can’t sell pieces, you
need to sell a solution. Historically we have
people who know how to move kit – how do

you teach people to think from the
customer point of view instead of
the product point of view? A 180
degree mindshift is required,” says
Crisp.
“We’ve had to create new sets
of partners in some instances, who
are more suited to this customercentric mindset. So for example in our cloud
business, we’ve had to find new partners
who are possibly younger, smaller and still
growing. However, while we’re adopting this
new class of reseller, we also have to keep our
traditional (and often much bigger) partners
satisfied. There’s also a third class of partner,
a hybrid between the two models as some of
the traditional resellers begin to evolve to this
new way of thinking.”

Smoothing the way

Tarsus Technology Group is set on making
itself as easy as possible for partners to deal
Q2 2015 |
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It’s NOT simply
cricket
Tarsus Technology Group is shifting away
from the traditional incentives programmes
that are often used by the channel, where
partners are hosted at sporting events such
as the rugby or cricket. Instead, Tarsus is
investing in helping its partners to develop
their businesses by providing smaller
businesses with access to accounting, HR
or marketing services, for example. “We
have exciting plans to build communities
that will operate as satellites of Tarsus.
We’re planting some trees we don’t expect
to grow for another ten years,” says CEO
Miles Crisp.

Miles Crisp
(right) and Anton
Herbst (left),
Tarsus Technology
Group

with. “The new, smaller resellers are more
dependent on being able to pick up the phone
when they need assistance. However, we’re
learning from our larger resellers that we
need to integrate some of our supply chain
systems with theirs in order to communicate
effectively. We’re figuring out how to do that
for smaller businesses too,” Crisp says.
“We need to be able to share data about
stock availability, lead times and so on. This
type of collaboration has to be at systems
level – we need to be able to track both
inbound and outbound items in real time. This
is a very powerful trend and it’s critical that
we get it right.”

Spreading skills in the ecosystem

The third evolution of Tarsus Technology
Group is the shift from focusing on the
end result – i.e. moving product – towards
producing the people that can make that
happen. Crisp says this inversion of means
and end is being achieved through several

“Parts of the business are
measured on the people
they’re producing instead
of the job they do. That’s
a fundamental shift in our
business.”
Miles Crisp, Tarsus Technology Group
initiatives around developing people, not only
for the business, but for the industry at large.
“We’ve implemented programmes around
developing interns and recruiting graduates
with the express purpose of exporting
skills to elsewhere in the business, or even
to our vendors and business partners.
We’ve identified certain departments
within the business, such as the contact
centre, configuration centre, services
centre, warehouses and logistics, to train

these people for growth in the
organisation. This means that
parts of the business are measured
on the people they’re producing
instead of the job they do. That’s a
fundamental shift in our business,”
says Crisp.
The Tarsus Academy has also
been slotted into the plans. And not
just to provide technical training
and certification; it also offers soft
skills training. Crisp explains: “The
academy will provide everything from internal
induction to training on behalf of our partners.
We expect it to become a full knowledge
centre that can provide the channel with
access to information about technology, local
and international trends and insight into what
CIOs are thinking about.
“It’s our responsibility to assist our
partners with their own growth and
transformation to enable us to deal through
them,” Crisp concludes.
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Movers and shakers

Keeping you on top of some of the recent key industry appointments.
compiled by Alison Job
PHOTOGRAPHY supplied

Cisco appoints local GM

Cathy Smith has been appointed as general
manager for Cisco’s business operations in South
Africa.
Smith is a fellow of the African Leadership
Initiative (ALI), and will be bringing her experience
and key learnings from the work she does with ALI
to share best practice with other Cisco leaders in
Africa.
Prior to joining Cisco, Smith had been with IBM
for more than 23 years, where she held various
leadership roles in IT service delivery, HR and sales.
She spent three years in the UK and also worked for
several companies in the insurance industry as an
application developer.

Third GM for First Distribution
Nkuna joins WestconGroup
Southern Africa

Bridget Nkuna is the new marketing director at
WestconGroup Southern Africa.
With more than 20 years’ business experience,
and 12 of those being served in the capacity of
senior management in the media, film, hospitality,
and petrochemical industries, Nkuna will spearhead
the marketing and communications efforts for the
company throughout southern Africa.
“I believe that the creative and technical expertise
and skills Bridget has in drawing up effective
business and marketing strategies, identifying key
stakeholders and audiences, mapping out feasible
marketing strategies, and her knowledge of the
media, publicity and promotions strategies will
prove to be an asset to the Westcon marketing
team, as well as our resellers and vendor partners
with whom she will be working closely,” states Paul
Conradie, CEO at WestconGroup Southern Africa.

Jasco appoints new channel
sales manager

Mark Stephens has been appointed as the channel
sales manager for Jasco Enterprise.
“Stephens brings all of his knowledge and
expertise to a competitive environment and his
extensive skills will be invaluable in this role. We look
forward to working with him in meeting our channel
objectives and expectations,” says Cedric Boltman,
executive head of channel, Jasco.
Stephens holds a Senior National Diploma
in data communication and he has a number of
years’ experience within telecommunications and
sales environments. He ran his own business for a
number of years, and has garnered experience with
a range of corporates and managed a large national
client contract.
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Tamzin Burrill has joined First Distribution as one of
the distributor’s three GMs, alongside Tony Abrahall
and Ludwig Dedekind.
Burrill was previously the business partner
organisation executive for IBM, responsible for the
strategic management of the overall channel. Prior
to that, she held various channel-related positions
at IBM.
She has an MBA from Henley Business School in
the UK, and an Industry Insights Certification from
London Business School. In August 2013, Burrill was
announced the winner of the Rising Stars Award
for the ICT sector by the Human Capital Institute of
South Africa.

New channel manager at
WestconGroup

Huawei’s new CEO for
South Africa

Huawei has appointed Steven Wu as the new South
African CEO responsible for the company’s day-today business operations.
He joined Huawei in 1999 and has held a number
of senior management positions with the company,
including CEO of Huawei Technologies Africa, and
board director of Huawei European Subsidiary.

Fozia Martin has been hired by WestconGroup
Southern Africa as channel manager for consumer
solutions.
Martin joins the company from Mustek, where she
fulfilled the role of senior sales product administrator
for Lenovo and a global software brand for the last
three years. In her previous position Martin exercised
her skills in both junior management and in a senior
sales administration division.
“I’m thrilled to welcome Fozia to the consumer
solutions division and believe that her experience
and energy will serve her well in her new position,”
says Heinz Stephan, consumer solutions director,
WestconGroup Southern Africa.

partner

awards

Channel excellence
reCognIsIng The ‘dream Teams’ for veeam sofTware.

Veeam Software

held its first local partner summits
in March 2015. Warren Olivier, regional manager for southern Africa,
revealed that 481 local partners grew new customers by 31 percent in
South Africa in 2014. Veeam also took the opportunity to recognise and
reward its top local partners by announcing the winners of its ProPartner
awards, based on revenue growth, partner activities and the total number
of orders generated in 2014.

Fastest Growth
of the year
(Gauteng):
Datacentrix. (l-r)
Ian Wells, Veeam;
lisa Strydom,
Veeam; and Marius
Redelinghuys,
Datacentrix

best SMb Partner
of the year
(Western Cape):
iSquared. (l-r)
James Beaumont,
iSquared; Warren
Olivier, Veeam and
lisa Strydom,
Veeam

best Enterprise
Partner (Western
Cape): business
Connexion.
(l-r) lisa Strydom,
Veeam; Eddie
Williamson,
Business
Connexion and
Warren Olivier,
Veeam

best Enterprise
Partner (Gauteng):
Aptronics. (l-r) Ian
Wells, Veeam; lisa
Strydom, Veeam;
and Mark Perry,
Aptronics

Most Significant
Project of the year
(Kwazulu-Natal):
Datacentrix.
(l-r) lisa Strydom,
Veeam; Robert
Green, Datacentrix;
and Warren Olivier,
Veeam

Fastest Growth
of the year
(Western Cape):
First Technology.
(l-r) Warren
Olivier, Veeam;
Fairoz Jaffer,
First Technology
and lisa Strydom,
Veeam

Most Significant
Project of the
year (Gauteng):
Integr8. (l-r) Ian
Wells, Veeam;
lisa Strydom,
Veeam; and Bennie
Strydom, Intergr8

* best SMb Partner of the year (Gauteng): business Connexion, not pictured
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ClosIng
thoughts

IS THAT
A bOX
yOu WANT
TO MOVE?

PAuL COLLINS, COMMERCIAl CHAnnEl MAnAGER, ACER AFRICA

Channel relationships are changing,
and it’s all good.

A

s a 100 percent channel company,
Acer Africa has to deal with a diverse
range of partners, from the top-end
enterprise organisations right down to the
so-called ‘bakkie brigade’. That encompasses
between three- and four-thousand channel
partners scattered across South Africa.
In the past, we observed the 80-20 rule
where we looked after the top 20 percent of
our partners as they generated 80 percent
of our business. We would share strategies,
rebates and service contracts with these
partners. However, times have changed and
our bigger channel partners have countered
declining margins by taking their destiny into
their own hands and diversifying into other
areas of business. They’ve shifted their focus
to offerings such as consulting and managed
services, cloud, big data and other revenuegenerating solutions that are perceived to be
hot IT trends.
One of the reasons for this shift in focus
is that the traditional vendor-partner
relationship doesn’t carry the same financial
reward that it used to, which has practically
forced the channel partner to move in
different directions. Profit margins have
dropped alarmingly over the past 20 or so
years into single digit – or at most low twodigit – figures. This has forced the vendor,
reseller or partner to start looking after their
own interests more than they did previously.
They also have to consider the issues that
the CIO faces. Vendors are adding value by
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adding services, so handing more control
across to the CIO in the box – i.e. sophisticated
management tools come standard with the
box. However, this shift in focus and direction
isn’t necessarily a bad thing and there’s still
a strong area of business opportunity for the
right vendor-partner relationship.
Over time the 80-20 rule has evolved into
more fluid and opportunistic partnerships.
In the old days, vendor-partner relationships
were of long-standing, nowadays the

“This shift in focus and
direction isn’t necessarily
a bad thing and there’s
still a strong area of
business opportunity for
the right vendor-partner
relationship.”
relationships focus on different vendors for
different opportunities.
Today’s vendors tend to specialise in
technology solutions – and even vertical
markets – in that they resonate with resellers
who have relationships in those markets. It’s a
more fluid market, with movement in and out
of opportunities. This is good for the end user,
who gets the benefit of the best technology

and best bundle of services – skills, technology
and consultative capabilities with incredible
cost benefits. This trend particularly applies to
the top end of the market.

Selling to SMEs

Small to medium enterprises are starting to
see end-users who are more sophisticated
and demanding. However, oftentimes resellers
require further education in order to meet
these needs. We’re seeing SMEs starting
to procure through retail and not
always getting the right end result
for their business – and this is
starting to be a pervasive trend.
Resellers at the entry level can
be out of step with the technology
needs for smaller businesses. The IT
and finance managers of the SME
almost need a trusted advisor to
help them make a decision.
There’s a dearth of resellers talking
to and advising smaller business.
Twenty years ago the big retailers
strove to be the trusted advisor to
big companies. now the role of trusted advisor
is coming into its own again. The relationship
used to be a transactional one, whereas it’s
now evolved into an advisory one from a place
of knowing how business works.
It’s the responsibility of vendors and the
extended channel to help customers be
more successful and able to compete on an
international scale.
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