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HOW tO
Death
the rise of tO tHE
beat the
hearables ﬂipchart game?
CUttING tHE COrD –

Desperate times
loadshedding, xenophobic violence, droughts
and water shortages, #feesmustfall and
service delivery protests, state-owned entity
mismanagement and state capture – there’s
no doubt the past decade in South africa
has been dogged by some pretty worrying,
far-reaching issues. For many lesser nations
these concerns would severely hamper their
economic activities, but South africans have
been resilient enough to weather the various
storms and more often than not come out the
other side. While i don’t believe this opening
editorial is the right platform for me to wax
political, i do think better leadership from
government could have helped us traverse the
series of national crises more easily. and it’s
that point, unfortunately, that has led us to
our current situation. While there have been
resolutions in places, the aforementioned
national issues have collectively snowballed
and, following a cabinet reshuffle resulting in
a change of minister and deputy within the
national treasury (among other changes), two
of the international credit ratings agencies
followed through with their threats, making
the country’s credit rating into the subinvestment grade or ‘junk status’.
in the immediate aftermath, the effects
haven’t yet filtered through too dramatically.
the rand fluctuated a little, although its

decline was less spectacular against the uS
dollar and British pound than nenegate in late
2015, early 2016. anecdotally, i’ve heard of at
least one local distributor of sound financial
repute suddenly being quizzed by international
suppliers about their ability to make payments.
i suspect worse is yet to come, and we will
start to see price rises across the board for
imported items (which is most of the tech we
buy) in the coming months and years. this is
likely to put businesses and consumers on a
cost-cutting offensive.
in this issue of The Margin, we look at the
potential impact of junk status on the economy
and channel. in our article, ‘how to beat the
game?', we look at ways that smaller retailers
can compete against the larger mass-market
retail chains that are better able to slash prices
on commodity items such as laptops.
in these pages, you'llalso find pieces
that talk to the need to stay relevant in the
modern world, such as our story on the
need for partner programmes to evolve to
keep pace with the cloud and the growth of
hearables. We also profile matrix Warehouse
and how the company is modernising itself.
our In Focus section is on the growth of
open source from beyond the confines of the
bedroom hobbyist to becoming something
no enterprise architecture can do without.

We’ve also reviewed five of the latest gaming
laptops, so find out which we rate the best.
our roundtable is focused on cyber security –
an ever-relevant topic.
as always, i hope you find the stories in
these pages interesting and insightful.
happy reading.

Adrian Hinchcliffe
editor
adrian@itweb.co.za
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visit www.themargin.co.za to read about the latest developments or sign up to our regular newsletter to stay informed of what’s happening
in your sector.
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The Mecer Impact E85 Series interactive panel, 4K LED display offers unparalled flexibility and features for
interactive corporate and public communication. Powered by an optimum PC application and combined with
Windows 10 Pro the FHD 10-point touch panel uses familiar controls to grant users quick access to business
applications. The Impact E85 Series, includes interactive whiteboard software for a complete boardroom solution.
Model screen size available in 65”inch, 84”inch, and 98”inch options.

Mecer recommends Windows 10 Pro.
For more information, vist www.mecer.co.za
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open source is being embraced by
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to keep South africa safe.
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What is the
Key to a
Cloud Solution
Provider’s
Success?
By Guy Whitcroft, CEO at Westcon-Comstor
Southern Africa

here is a popular thought that the more
solution providers focus on cloud
solutions, the faster they can expect to grow
and the more margin they can expect to make.
This has been substantiated by a comprehensive new study that we at Westcon-Comstor,
have conducted globally.
In our ‘Voice of the Customer’ survey we
established some strong themes around the
most popular attributes of successful cloud
solution providers (CSPs), where opportunities
lie and how value-added resellers (VARs) can
more easily transition to a CSP model. The
study, has been developed from a global Cloud
in the Channel survey of 522 Managed Service
Providers (MSPs), Value-Added Resellers
(VARs), Systems Integrators (SIs), Telecommunication Providers (Telcos) and other channel
partners, with respondents not being limited to
Westcon-Comstor customers.
Some of the key findings in this global survey
included the fact that as end-user demand for
cloud increases, partners are being called on to
invest in cloud to avoid falling behind the
competition. Furthermore, solution providers
selling cloud grow faster than those not selling
cloud—with those selling a lot of cloud growing
even faster, and that there are still many
channel partners struggling to find the
expertise necessary to transform their
business to cloud

Maintaining Status Quo Won’t Work for VARs
Notably, according to the survey, while solution
providers investing in cloud are finding
success, many channel partners have not fully
embraced selling cloud solutions, something
we are acutely aware of in South Africa. Almost
60% of partners said they do not yet have a
cloud-focused sales compensation plan, 44%
do not offer cloud solution bundles and 22%
report no revenue from recurring cloud
services.
Nearly half of channel partners indicated that
they are implementing plans to substantially
increase cloud sales in the next one to two
years, suggesting that many see the value in
moving to cloud, but currently lack the
resources and capabilities to capitalise on the
opportunity.
More Cloud Solutions Means More Revenue
Cloud sales have a demonstrable, positive
impact on a channel partner’s business,
according to the survey. Among respondents
that derive 40% or more of their overall sales
from cloud, 77% reported an overall increase in
revenue. Conversely, only 59% of those that
sell no cloud reported an overall increase in
revenue.
One factor in successful cloud practices might
be increased input from lines of business
(LOBs) into the end users’ IT purchase
decision-making. LOB buyers are involved in
about 80% of IT investment decisions now,
according to IDC. Channel partners that
understand specific business challenges and
how to address those issues with cloud-based

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

solutions may be making more inroads.
According to the survey, lower IT management
costs (69%) and improved IT agility (56%) are
the primary drivers for end customers moving
to cloud.
Solution Providers Need Help Transforming
Their Business
Most channel partners are just beginning to
reshape their business to take advantage of
cloud opportunities. Overall, 60% of respondents indicated that they are only at the
beginning phases of cloud transformation.
Looking deeper, the survey reveals managed
service providers (MSPs) are more likely to
have invested in cloud capabilities, and are
more likely to report that 40% or more of their
revenue is derived from cloud. On the other
hand, traditional VARs are most likely to
indicate that cloud is not a part of their
business and to report no revenue from cloud.
Systems integrators and telecommunications
providers typically fell between MSPs and
VARs regarding their cloud investments.
Services & Strategies to Enable Cloud
Business
How are we as a distributor rising to the
challenge? Through the BlueSky Cloud and
Service Management Platform, we are keeping
our solution providers / resellers at the core of
the digital services life cycle. From advanced
analytics of customer usage and partner profit
margins through a suite of back-office services
that reduces administrative costs and time, we
are helping partners develop their cloud
business—quickly and more profitably.

Industry developments
Booth’s
bulletpoint bulletin
ICT industry consultant Paul Booth keeps you abreast of the
notable deals and developments in the local and international
tech space.
Compiled by Paul Booth, Simon Foulds, Sibongile Gura and Adrian Hinchcliffe

International developments

• Australia's consumer watchdog has sued Apple, alleging it used a software
update to disable iPhones which had cracked screens fixed by third parties.
• Dürr and Software AG have formed a strategic partnership to develop
new Internet of Things (IoT) and industry 4.0 solutions. Software AG has
also formed a strategic partnership with OSIsoft, enabling businesses to
combine enterprise-wide IT and operations data and tools, for enhanced
analytics, machine learning, and IoT solution development.
• IBM and Salesforce have formed a strategic partnership to deliver joint
solutions designed to leverage artificial intelligence.
• McAfee has begun operating as a new standalone company, although
Intel retains a 49% equity stake in the new entity.
• Nikon has filed lawsuits against ASML and Germany's Carl Zeiss, saying
its lithography technology was illegally used by the companies. ASML
has counter-filed with initial legal claims against Nikon for infringement
of more than ten patents.
• Qualcomm has filed a lawsuit against four Apple contract manufacturers
(namely Compal Electronics, Foxconn, Pegatron and Wistron), for not
paying royalties.
• A Chinese court has ordered Samsung Electronics to pay CHY 80 million
($11.6 million) to Huawei Technologies for patent infringement.
• Tencent Holdings, Microsoft and eBay made a $1.4 billion investment in
India's top e-commerce firm, Flipkart.
• Tencent Holdings made a $1.78 billion investment in Tesla for five
percent stake.
• Toshiba will divest four in-house companies into wholly-owned subsidiaries;
and it will start to accept bids for Landis+Gyr, its Swiss smart meter unit.
• ZTE has been fined $1.2 billion by the US government for illegally
shipping networking equipment to Iran and North Korea.

International deals

• Accenture has been on the acquisition trail again. It has acquired Media
Hive, an e-commerce solutions provider; The Monkeys, a creative
agency; Maud, a design business; BeesPath's ClosingBridge platform,
which facilitates secure communications and file exchange for real estate
finance transactions; Kunstmann, an integrated communications agency;
Genfour, an automation service provider; First Annapolis Consulting,
a payments consulting and advisory firm; and Focus Group Europe, a
ServiceNow consulting services provider.
• AMD acquired the IP and employees of Nitero, a company specialising in
supplying 60GHz millimetre wave radio technologies for wireless virtual
reality products.
• Apple bought Lattice Data, an AI firm, for $200 million; Beddit, a Finnish
maker of sleep monitoring devices; and, Workflow, a mobile app for
automating tasks.
• CA Technologies purchased Veracode, a provider of a Software as a
Service DevOps platform, for $614 million.
• Canon Europe bought Kite.ly, a mobile e-commerce platform specialising
in personalised print.
• Cisco acquired MindMeld, a privately-held AI company, for $125 million. It
also acquired the advanced analytics team and the analytics intellectual
property of Saggezza, and Viptela, an SD-WAN startup.
• Computacenter bought TeamUltra, a ServiceNow Gold Services partner.
• Extreme Networks purchased Brocade's datacentre networking
business for $55 million, and Avaya's networking business for $100
million.
• F-Secure bought Little Flocker, an advanced security technology system
for Macs.
• Google acquired Owlchemy Labs, a virtual reality game developer.
• Hewlett Packard Enterprise purchased Nimble Storage, a data storage
provider, for $1.09 billion.
• IBM acquired Verizon's cloud and managed hosting service.
6
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• Intel purchased Mobileye, a driverless technology firm, for $15.3 billion.
• KKR bought Hitachi‘s chip-making equipment and video solution unit for
$2.3 billion.
• Microsoft bought Deis, a company at the centre of the container
transformation; it also purchased Intentional Software, a productivity
app vendor.
• Oracle acquired Moat, a digital measurement cloud firm.
• Orange purchased a controlling stake in Business & Decision, an
international consulting and systems integration group.
• Riverbed Technology bought Xirrus, a wireless specialist.
• ServiceNow purchased Qlue, an AI company specialising in virtual agent
messaging. ServiceNow also invested in BuildOnMe, a startup delivering
AI-enabled applications on the Now Platform
• Sierra Wireless acquired the assets of GlobalTop Technology's Global
Navigation Satellite System embedded module business in a deal worth
$3.2 million.
• Thoma Bravo purchased Lexmark's enterprise software operation,
consisting of Kofax, ReadSoft and Perceptive Software.
• VMware acquired Apteligent, maker of application performance
software, and Wavefront, a metrics monitoring service for cloud and
application environments.

Local developments

• South African companies paid more than R3.64 million (includes
settlement and compliancy costs) for using unlicensed software in 2016,
according to data from BSA|The Software Alliance.
• Huawei unveiled an OpenLab in Johannesburg focused on developing
solutions relevant to the local market.
• With initial availability expected in 2018, Microsoft has announced plans
to build its first hyperscale datacentres in Africa in Johannesburg and Cape
Town.
• Naspers made an additional R960 million investment in Takealot; it
already owns 40% of the online retailer.
• German innovation consultancy Seedlab will open an office in South
Africa to help local corporates navigate digital disruption.
• ZTE SA has signed a new B-BBEE partnership with a 100% black femaleowned enterprise, Saldomax Technologies.

Local deals

• Adapt IT acquired Micros SA, a systems integrator primarily operating in
the hospitality industry, in a deal worth R63.1 million.
• Bytes Technology Group has sold a 51% stake in its Bytes Conference
Centre business to empowerment group Iyavaya HR Solutions, a 51%
black women-owned and managed company.
• Dormakaba SA acquired AWM360 Data Systems, a supplier of the
Kaba workforce management and access control solutions.
• Jasco Electronics acquired 65.4% stake in Cross Fire Management, a
specialist in fire protection systems, in a deal worth R53.2 million.
• Kerridge Commercial Systems acquired IQ Retail, a South African
company delivering retail and ERP solutions.
• M-FiTec bought the majority stake in WIZZIT, a cellphone banking
company, in a deal worth R104.3 million; it also purchased Magix, a
specialist in cyber security, for R60 million; and also acquired Finteq
Group, a firm that develops and implements robust payment solutions
for the financial services industry in a deal worth R95.2 million.

African news

• Oracle opened an office in Abuja, Nigeria.
• Orange launched in Burkina Faso, strengthening its position in
West Africa.
• Seacom launched new points of presence in Botswana and Rwanda.

Column

the ‘greek geek’ highlights some of the
stories from the world of tech that caught
his attention.
F o l l o W a K i a n a S ta S i o u o n t W i t t e r @AkIANAsTAsIou

smart heart

Minority report. Modern reality.

THe uNIVersITY of
california San Francisco
(ucSF) recently released
the results of a study
conducted with heartrate
measurement app
cardiogram. more than
6 000 participants used an
apple Watch together with
cardiogram to monitor
their heart rates. carried out in conjunction
with a smart algorithm designed to detect
abnormal heart rhythms, the results showed
the apple Watch was 97% accurate in
predicting atrial fibrillation. an irregular heart
beat can lead to a stroke or even heart failure
if left unchecked. Further research analysing
data received from devices such as the apple
Watch and the Fitbit is also encouraging. The
Health e Heart study, conducted by ucSF, is
showing promising signs in predicting heart
disease by simply measuring behavioural
patterns like sleep, diet and our heart rates.

THe MoVIe MINORITY REPORT starring tom cruise was released 15 years ago. Watching it back
in 2002 it was difficult then to believe that today, some of those far-fetched technologies would
start to become real. thanks to big data, smart algorithms and artificial intelligence, crime is now
becoming easier to predict. ShotSpotter uses the data collected from acoustic sensors across a city
area to geo-locate and track gunshots to determine when and where the next crime will happen.
the information is processed and shared in seconds with law enforcement officers. the algorithm
can then start to determine trends and where the likelihood that a crime will be committed next.
ShotSpotter has been deployed in more than 90 cities worldwide and a significant reduction
in gunshots rates has already been observed. the technology is also being tested in the Kruger
national Park to help rangers counter rhino poachers and they’ve already had early successes
catching poachers.

Big data, big memory
HeWLeTT PACkArD eNTerPrIse (HPe)
introduced the world’s largest single-memory
computer. according to hPe, this computer
has been built for the big data era and will
use a new approach called ‘memory driven
computing’ with the aim of processing hyperfast memory. the prototype is made up of
160 tB of shared memory spread across 40
physical nodes. the current configuration is
capable of simultaneously working with the
data held in approximately 160 million books.
it’s never been possible before to hold and
manipulate whole data sets of this size in a
single-memory system.

In-ﬂighting the
olympic ﬂame
THe oLYMPIC gAMes of
2020, to be held in Japan, is
going to be spectacular. the
Japanese are going to pull off a futuristic
tech extravaganza, starting with lighting the
olympic flame with a flying car. that’s the
vision toyota has together with a flying car
startup project called cart!vator and a team
from tokushima university. the vehicle called
Skydrive is just over two metres long and it's
hoped it will be able to fly at 100 km/h.

WannaCry? Wanna
hope it’s not
just the start
THe reCeNT
WANNACrY ransomware
attack has been a big wake
call for most businesses. truth be told, we
got away lightly, as it has the potential to
wreak even greater havoc globally. though
200 000 computers were infected in more
than 150 countries. the potential cost is
approximately $4 billion mostly made up of
lost work hours. it could have been avoided,
say the experts, if organisations were up to
date with their patches.

r.I.P. MP3

ANYoNe WHo greW up in the in the '80s
and '90s witnessed the impact technology had
on the music industry. if the words lPs, tapes
and cds bring back memories of favourite
artists, then you’ll know what i’m talking
about. undoubtedly the mP3 revolutionised
how and where we listened to music. the
audio coding format, developed by the
Fraunhofer institute, was ten times smaller
than that used on compact discs. When the
iPod came along and we could store thousands
of songs on a device the size of a cassette
case, the death of the cd was imminent. now,
more than two decades after its introduction,
the mP3 has been retired because the newer
aac (advanced audio coding) format offers
a much higher audio quality. the Fraunhofer
institute recently announced the termination
of licensing and patents related to the mP3
format. #riPmP3 (1993 – 2017) survived by
the aac and mPeg-h.
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figuring it out

the MArgIN BrIngs you some of The laTesT IndusTry foreCasTs, sTaTIsTICs,
Trends and PredICTIons.

Compiled by Paul Booth, Simon FouldS and adrian hinchcliFFe

What’s up?

What’s down?

Worldwide, 3D printer
shipments are set to rise

The worldwide
tablet market
contracted further
in Q1 17, with
total shipments

39% in 2017 and show a
42% CAgr

36.2 million

over the next five years,
according to context.

of
,
a year-on-year decline of

Worldwide revenue for cognitive and artificial

$12.5
billion in 2017, an increase of 59.3% over

intelligence systems will reach

2016, predicts idc. global spending

54.4%

will achieve a cagr of
through 2020 when revenue will be
more than

$46 billion.

Worldwide IT spending
will total

$3.5 trillion
in 2017, a 1.4%
increase from 2016,
forecasts gartner.

The wearables growth
story continues in
the mea region, with
shipments reaching an alltime high of

746 000

units
in Q4 16, says idc.

58%, reaching
99.4 million units

in 2021, according to idc.

The global IT services market will grow

$950 billion in 2016
to over $1 160 billion in 2020,
from over

states research and markets.
| Q2 2017

150 million.

8.5%, says idc.

The EMEA server market in Q416
reported a year-

on-year decline in
vendor revenue of

Official PC
shipments to
Nigeria fell
year-on-year in 2016 to total

12.9% to
$3.4 billion, and a

units, according
to idc. the market has now fallen
to its lowest levels since idc
started tracking it in Q1 2008.

says idc.

57.1%

156 511

year-on-year decrease of

4.7% in units shipped to
just under 600 000,

What else?

according to a recent gartner survey,

42%

of CEOs have begun digital
business transformation.
South Africa is projected to have the highest

($10.5 billion)

ICT spend
in
the middle east, turkey and africa regions,
according to huawei.

The worldwide augmented and
virtual reality headset market is
expected to grow at a cagr of

8

digitimes research calculates
that 2016 was another down
year for the global notebook
market, with shipments
dipping below

the MEA region has become
increasingly important
for the majority of global
Fortune 500 companies,

Worldwide PC shipments totalled

with

from Q116, according to gartner. Q1
2017 was the first time since 2007
that the Pc market experienced
shipments below

Dubai and
johannesburg
topping the list of most
attractive cities, so says
infomineo.

62.2 million units in
Q117, a 2.4% decline

63 million units in a quarter.

Column

A Goldstuck

Arthur Goldstuck is the founder of World Wide Worx and editor-in-chief of gadget.co.za.
F o l l o w h i m o n Tw i t t e r a n d I n s ta g r a m o n @ a r t 2 g e e

The agents are coming
Smart agents are on the horizon and they’re arriving faster than you think.

V

ery soon, anyone buying a high-end
smartphone will expect the handset
to obey verbal instructions, respond
to queries with spoken answers, and even
anticipate the needs of the user.
That’s partly because devices like the
iPhone and the Samsung Galaxy S8 already
have ‘smart agents’ built in, going by names
like Siri and Bixby.
But you don’t need a cutting-edge phone
to experience the cutting edge of artificial
intelligence (AI). Numerous apps are starting
to build in smart agent functionality.
An early example is SoundHound, the app
that allows users to identify any piece of
music by playing it or even humming it with
the app open. It’s the poor relation of Shazam,
the most popular app for this purpose.
SoundHound needs to find a way to attract
attention away from Shazam, and it may have
found it via a new smart agent function. The
user opens the app, and starts a sentence with
'OK,Hound...' and then gives an instruction
like, 'Play the Beatles". The app searches its
archives for Beatles songs, produces a playlist,
and begins playing it.
Many people, however, will have their first
smart agent experience via a branded device
in the form of a smart speaker, like Amazon
Echo’s Alexa, Google Home or Sony Agent.
Last year saw this new category become
a market segment in its own right, with six
million smart speakers sold, according to

global analyst firm IHS Markit. By 2020,
annual sales are expected to reach 59 million.
“We will see prices drop extremely fast on
early products,” said the firm’s principal analyst,
Paul Gray, speaking in Lisbon at the recent IFA
Global press conference, an event that previews
Europe’s largest consumer electronics show, IFA,
taking place in Berlin in September.
“Alexa has snatched the lead due to perfect

accents and minority languages, for example.
Players that are early in this will have better
trained neural networks, which means they
will outperform the others,” he noted.
Computer makers naturally want a piece of
the action, but are also looking at the longerterm potential.
“What I see in AI today is like the internet
back in 1995, when we were just using
Netscape to go online and research
some information,” says Maverick
Shih, president of the Bring Your
Own Cloud smart products division
at global computer maker Acer.
“Then came a bookstore called
Amazon, services like weather,
and suddenly we had the all–
encompassing internet services you
have today. That’s about to happen
in AI.”
Speaking during the Next@Acer
global press conference in New York recently,
Shih argued that the current high-profile
applications of AI, like smart assistants and
chatbots, were merely low-hanging fruit. Its
potential uses are almost unimaginable, but
the clues are already available.
“Right now, on Google Photo, instead of
searching by remembering when you took a
pic, you can type in a keyword and it identifies
the location or the subject in the photo. That’s
happening in my own library. Imagine where it
could go.”

“Players that are early in
this will have better trained
neural networks, which
means they will outperform
the others.”
Paul Gray, IHS Markit
timing of the market, but competition will
intensify from other platforms and devices.”
With Microsoft’s Cortana also in the mix,
most of the big guns of software and cloud
services are showing their hands. But this isn’t
only about controlling platforms for the sake
of those platforms, said Gray.
“It’s about the power of the network, and
the device allows you to access the network.
The power of the network, in turn, reinforces
the device. The more people talk to Google
Assistant, the more it improves recognition of
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by Dave Glazier
Photography 123RF

C

hannel players need to re-examine
their business models and prepare for
tough times ahead, as the effects of
the country’s recent ratings downgrade start
to flow into the economy and through the IT
industry.
The rand remains under pressure, economic
growth and business spending is muted,
investor confidence shaky, and our shortage
of skilled, senior IT resources seems only to
worsen in times like this.
When discussing the effects of the
downgrade on the industry, Mark Walker,
associate VP for Sub-Saharan Africa at
International Data Corporation (IDC),
immediately highlights the exchange rate. “The
long-range view seems to be that the rand
will continue to weaken, reflecting diminishing
business and investor confidence,” he says.
“We're largely an import-based technology
industry, highly reliant on the dollar and
other international currencies. Distributors,
resellers, and retailers will be forced to pass
on price increases to their customers, as their
margins are already so thin, it’s impossible to
absorb these increases.”

Sitting on cash

Walker adds that exchange rate volatility will
be 'even more profoundly felt' in the consumer
hardware space, where the man on the street
is directly affected by price changes.
But Izak Odendaal, research analyst at Old
Mutual Multi Managers, believes consumer
technology sales will, in fact, remain fairly
buoyant, as South Africans clamour for the
latest gadgets. It’s in corporate ICT spending
that Odendaal expects to see a pullback.
Businesses in this environment focus more
on cost-efficiencies than on expansion, he
argues. “They’re adopting a wait-and-see
approach, and spending less on business
services such as IT,” he says.
Added to this, Odendaal notes that many
large South African corporates are investing
in assets and buying companies in other
countries, as something of a hedge against
domestic instability. This further reduces the
pool of funds available for the likes of major IT
programmes.
This sentiment is shared by Real IRM’s CEO
Stuart Macgregor. Specialising in enterprise
architecture services and training, Real IRM is
directly exposed to international software and
other licensing costs.
“One of the implications (of the ratings
downgrade) is that larger corporates tend
to sit on cash, as the general risk climate
increases,” he notes.

Walker adds that there’s also a risk of
retrenchments across the ICT industry, as
technology purchasing cycles slow down,
hampered by the broader economic climate.

Understanding junk status

But to truly understand the impact of subinvestment grade, or junk status, let’s move
past the media hype, the scare-mongering
and the political strife. Odendaal notes that
the downgrade is essentially an opinion,
held by ratings agencies on behalf of the
investor community, about the South African
government’s creditworthiness.

changes within the sector, and transformations
within IT companies.
“Many of the traditional channel players
have already started to seriously re-examine
their business models – taking steps to try to
cope with the different demand and supply
dynamics,” he says.
“There’s a shift away from being hardware
box-droppers, software installers and lowerlevel technology providers, as firms move into
services-based models and find ways to add
increasing value on top of these services.”
Walker says the industry may previously
have been somewhat comfortable, but
with today’s pressures, it’s likely
to become far more competitive.
Channel players, he adds, should
increasingly look to invest in the
skills of their people, and in evolving
their workforces to compete at a
higher level.

“We're largely an importbased technology industry,
highly reliant on the dollar
and other international
currencies. Distributors,
resellers, and retailers
will be forced to pass on
price increases to their
customers.”
Mark Walker, IDC

“The opinion they’ve expressed is primarily
due to three factors,” he explains. "Subdued
economic growth forecasts, the government’s
exposure to debt via state-owned enterprises,
and the increase in government indebtedness
over the past few years.”
The fear that borrowing costs would surge
has not yet materialised, notes Odendaal,
as lenders had already priced downgrade
risks into the bond market prices, and as the
broader global economy trends back towards
more stable and positive rhythms.

Focusing the mind

Against this global economic backdrop, and as
commodities prices recover from their recent
lows, he says that investors are once again
returning to emerging markets. South Africa’s
inflation levels appear to be under control
(many feared it would career out of control),
and the exchange rate – though volatile –
hasn’t yet seen any lasting effects from the
downgrade.
So all in all, the impact of the ratings
downgrade hasn’t been as severe as we
initially feared.
However, says Walker, tensions in the
economy will spur accelerated structural

Chinks of light in the tunnel

Macgregor also sees a number of
positives as the economy continues
to tighten, saying that it forces
industry players to focus their
minds, sharpen their strategies, and
become ever-more resourceful.
“When times get tense, there’s a
tendency to lapse into a predefined
way of thinking, but now we have
a great opportunity to fight that.
You actually must fight it. The rules
have changed.” Macgregor points to
rapid advances in the likes of cloudbased architectures and cognitive computing,
as ways in which alternative thinking could
crack open incredible new opportunities for
forward-looking businesses.
Odendaal agrees that tough times tend
to create great opportunities for businesses
that are, themselves, tough enough to make
it through.
Predicting how long we’ll be classified as
'junk' by the ratings agencies is very difficult
to do, he says, but points to the ANC election
at the end of this year as a pivotal moment
that has a definite possibility of lifting
business confidence (à la the ‘Trump effect’
in the US).
The GDP stagnation was caused by a
confluence of many factors, says Odendaal,
listing drought, strikes, a weak rand, food
prices, low commodities prices, power
outages, and even visa issues affecting
tourism. Many of these issues have now
softened, or disappeared, which points to a
more optimistic future ahead.
For IT channel players, these glimmers of
hope are important to cling to, as we hunker
down for a difficult period likely to be marked
by constrained demand and continued input
price pressures.
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Heos AVr
Category:

Audio

Brand:

Denon

RRP:

r 16 990

Distributor:

Homemation, Gedaliah tobias, 011 781 8887

Date of availability: Available now

specifications

Industrial design with aluminium chassis and HEOs family style
5x 100 W powerful class D ampliﬁcation
Latest HDmI and 4K UltraHD compatibility with 4 HDmI inputs –
futureproof and ready for all modern playback devices
HEOs music streaming and multi-room technology built-in – access
to most online streaming services
Intuitive app-based setup and operation; additional compact remote
control

usPs

the HEOs AVr provides the ability to deliver a surround sound
experience without cables.
the HEOs app leads the user through the conﬁguration process, with
quick and intuitive access to most important features.
It combines 5.1 channel surround sound with HEOs wireless multiroom music streaming, integrating wireless HEOs speakers as
surround channels, creating a cable-free multichannel system.
Its four auto-sensing HDmI inputs are compatible with the latest 4K
UltraHD tV, Blu-ray and online video streaming formats.

WorkCentre 3335
Category:

multifunction printers

Brand:

Xerox

RRP:

Available on request

Distributor:

Bytes Document solutions, 011 928 9111

Date of availability: Available now

specifications

sizeable processing power and faster print speeds of 33-40ppm
Enhanced image quality (1200 x 1200 dpi) for sharp text and detail
the latest security features to keep sensitive, conﬁdential
documents away from unintended recipients
the ability to scan to e-mail or print from the cloud or a UsB memory
drive right at the device

A large colour touchscreen interface, which makes it simple to
navigate all of the device’s features
A recommended print volume of up to 6 000 pages per month

usPs

Equipped with Apple AirPrint, Google Cloud Print and the Xerox
Print service Plug-in for Android and mopria (a set of standards that
enable printing from mobile device to printers from manufacturers
or brands) users can print e-mails, photos and documents instantly
from any device.
Outstanding performance, ease of use and the latest mobility
features make it easy to connect to mobile devices and to simplify
setup. Internal Wifi connectivity and NfC tap-to-pair allow mobile
workers to link their phones and tablets for easy mobile printing
from any location.
time-saving features, such as the Wifi installation wizard and ondevice address book, take the guesswork out of wireless connectivity
and enable faster document delivery.

12

| Q2 2017

products

Portégé X20W
Category:

Notebook

Brand:

toshiba

rrP:

r21 999 inc. VAt

Distributor:

mustek, Kirk toweel, 011 237 1000

Date of availability:

Available now

specifications

7th Generation Intel Core i3, i5 or i7 and Core i5 and i7 vPro
(U- series)
Windows 10 Pro 64 bit
12.5” non-reﬂective fHD IPs display with touch (Corning Gorilla
Glass 4)
Up to 512GB m.2 ssD (sAtA/PCIe x4)
Up to 16 GB LPDDr3 rAm
Intel HD Graphics 620
UsB type-C with thunderbolt 3, UsB 3.0 with sleep and charge, 3.5mm audio
Intel dual band Wireless-AC 8265 with Bluetooth 4.2, WiGig optional
Up to 16.5 hours battery life
Ir-camera with dual mic for Windows Hello and Intel Authenticate
Backlight keyboard with ClickPad (Accupoint) or secure Pad including ﬁngerprint reader
(Accupoint)
Harman Kardon stereo speaker with Dts audio enhancement
tPm 2.0, Intel vPro, security lock, device and credential guard support, toshiba BIOs
299 x 219 x 15.4 mm, 1,100g
Pervasive Pen by Wacom (AEs pen) for Windows Ink support

usPs

Dual-action – 360º hinges allow a wide range of screen and keyboard orientations.
As a laptop, it features Corning Gorilla Glass with palm rejection technology preventing
accidental triggering of touch commands; and backlit, tilted keyboard for all day comfort
with a 16 hour battery life.
As a tablet, the X20W can be used to capture ideas with ease with the AEs stylus pen.
As a presentation tool, users can share content with clarity anywhere, thanks to a non-glare
touchscreen that automatically changes orientation when tilted.
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(get your)
game

n

In ThIs Issue’s ComParaTIve revIew we TesT fIve gamIng laPToPs – under r25 000 – To fInd
our e-sPorTs wInner.

BY andrÉ Schild
photography aSSorted

T

he e-sports economy is expected to
reach revenues of $696 million this
year, and grow to $1.2 billion by 2020,
according to newzoo’s 2017 Global e-sports
market report. Simultaneously, the global
audience watching e-sports is expected to
grow from 385 million to 589 million in the
same period. the popularity of Pc-based
gaming is growing across the world.
3d games can run on ‘normal’ laptops,
but the experience isn't the best. Being both
power and resource hungry, such games
either produce stunning high-resolution
graphics at an unbearably low frame-rate or
smooth gameplay at the expense of detail.
recognising the growing market demand,
and the potential impact of virtual reality (vr),
the top Pc brands are offering specialised
gaming laptops in their portfolios. equipped
with the necessary hardware to operate
the latest, detail-rich 3d games efficiently;

these devices also feature high-definition
screens, minimalistic dimensions and weight
to improve portability and usually offer
fully customisable keyboard looks and
functionality. Because of their mobility, some
gaming laptops include an extra solid and

on the flipside of all the impressive
hardware, downsides can include short
battery life (during long periods of intense
gaming, most won’t last for more than
just a couple of hours), and excessive heat
production, which results in annoying fannoise generation.

recognising the growing
market demand, and the
potential impact of virtual
reality, the top PC brands are
offering specialised gaming
laptops in their portfolios.
durable aluminium casing rather than plastic.
all gaming laptops can connect to at least one
external display device – monitor or projector
– and some have multiple display connectors
allowing the gamer to hook up to more than
one screen.

Business or pleasure?

Because of the abundance of
processing hardware, like extra
ram and a relatively powerful cPu/
gPu, gaming laptops are more
than capable of performing office
and home related tasks. hd video
editing, 3d rendering and graphic
design software benefit hugely from
the jacked-up specifications that
dedicated gaming laptops house.
although these models are sold at a
generally higher price point than the average
laptop, gaming laptops arguably offer the
best of both worlds for anyone who plans to
use these computers for both business and
pleasure – as long as battery life isn’t high on
your wish list.

Test information
pricing, offering more (or less) storage space and

a retail price ceiling of r25 000. most of the tested

rAm, an optional 4K screen or a slightly more

software, dedicated measuring equipment and

models run on the latest 7th generation Intel CPU

advanced CPU or GPU.

straight-forward, practical, hands-on experience

microarchitecture (codenamed Kaby Lake), and

Before commencing the test-run, all laptops

were used to evaluate and score each laptop.

Nvidia’s latest Geforce GtX 10 series GPU. As a

were given a once-off update with the pre-

Each laptop was pushed to the max to see how

result, they’re optimised for Vr gaming. None of

installed microsoft Windows operating system, as

much heat the components would produce

the tested laptops have a touch-sensitive screen.

well as brand speciﬁc software and drivers. After

and noise the fans would generate. the level of

that, all settings were left to their original values

customisation was primarily determined by the

for each of the brands. these brands also supply

as deﬁned by the manufacturer to rule out any

possibilities to ﬁne-tune performance as well as

other models with varying speciﬁcations and

form of optimisation.

modify the look and functionality of the keyboard.

One speciﬁc conﬁguration was put to the test,
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We tested ﬁve major brand gaming laptops, with
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comparative

review

1
mSi gP72 7rd leopard
Estimated RP:

r24 999

Distributor:

Pinnacle

Product page:

goo.gl/msvbvk

Size:

17.3-inch

Weight:

2.7 kg

Resolution:

1920 x 1080 (127 ppi)

CPU:

intel core i7 7700hQ (2.8 ghz)

GPU:

nvidia geForce gtX 1050 (2 gB)

RAM:

8 gB, max 32 gB

Storage:

1 tB hdd + 256 gB SSd

Connections:

hdmi, uSB, network, Sd-card, mini-displayPort, audio

Keyboard:

Backlight, single colour, white

B e s T f e AT u r e s

Wo r s T f e AT u r e s

Screen

8/10

heat and noise

6/10

ergonomics

8/10

Battery life

5/10

oV e r A L L

6.7

the msI GP72 7rD Leopard features the largest screen in the test at 17.3
inches. Although this size facilitates a comfortably large viewing area, it
also means pixel density is slightly lower than the other tested models
and the laptop is bulky to carry around. Its raw performance is more than
adequate to enjoy most Vr games at high detail level, but the amount of
dedicated graphics memory is relatively low. Because of that, the msI isn't as
futureproofed as models with more video rAm and pales in comparison to
the 6 GB on the Lenovo. In addition, battery capacity is the lowest, averaging
only 1.5 hours of game time.
Overall build quality isn’t top of the line, but good enough to survive most
intense gaming sessions. the laptop can get quite hot and noisy when pushed
to the max for long periods. screen quality is the best of all models because
of its high brightness levels, great contrast and wide viewing angles. the
keyboard also feels very comfortable; it's a pity it only uses a single white
backlight instead of the cool multi-colour some of the other devices feature.

2
asus rog Strix gl502vm
Estimated RP:

r24 999

Distributor:

mustek, rectron, tarsus

Product page:

goo.gl/go4nng

Size:

15.6-inch

Weight:

2.2 kg

Resolution:

the Asus rOG strix GL502Vm is one of the lightest laptops in the test, which
has a positive effect on portability. It runs on the same fast Intel CPU as
the msI and HP, but has 3 GB of dedicated graphics memory. this laptop
can, however, get extremely hot and loud during prolonged and intensive
gameplay.
Its keyboard, build quality and screen are satisfactory, but not impressive.
Customisation options are relatively limited, but it will sufﬁce for most
gamers. Battery life is slightly better than that of the msI and Lenovo laptop
as it lasts for an average of two hours when used for gaming. Like the msI
and HP, this laptop only uses a single keyboard backlight instead of the cool
multi-colour.

1920 x 1080 (141 ppi)

CPU:

intel core i7 7700hQ (2.8 ghz)

GPU:

nvidia geForce gtX 1060 (3 gB)

RAM:

8 gB, max 24 gB

Storage:
Connections:

1 tB hdd + 256 gB SSd
hdmi, uSB, network, Sd-card, mini-displayPort, audio

Keyboard:

Backlight, single-colour, red

B e s T f e AT u r e s
Screen
ergonomics

7.5/10
8/10

Wo r s T f e AT u r e s
heat and noise

5/10

oV e r A L L

6.7
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3
hP omen 15-ax201ni
Estimated RP:

r21 999

Distributor:

axiz, drive control, Pinnacle micro, tarsus

Product page:

goo.gl/uhiu77

Size:

15.6-inch

Weight:

2.2 kg

Resolution:

1920 x 1080 (127 ppi)

CPU:

intel core i7 7700hQ (2.8 ghz)

GPU:

nvidia geForce gtX 1050 (4gB)

RAM:

12 gB, max 16 gB

Storage:

1 tB hdd + 128 gB SSd

Connections:

hdmi, uSB, network, Sd-card, audio

Keyboard:

Backlight, single-colour, red

B e s T f e AT u r e s

Wo r s T f e AT u r e

Screen

8/10

ergonomics

8/10

heat and noise

6/10

oV e r A L L

7.0

HP’s OmEN gaming laptop is light in weight as its Asus rival. It features a
nice mix of a fast Intel CPU, Nvidia GPU with plenty of dedicated graphics
memory and 4 GB rAm, more than the other models. It’s a pity it only
comes with 128 GB ssD storage when most are equipped with 256 GB. the
screen delivers pleasant brightness levels, high contrast values and wide
viewing angles, but can’t fully match that of the msI. Actual build quality is
not as good as the Alienware or Lenovo and baring room for improvement,
especially in the middle of the device where the keyboard is slightly ﬂexible
during rough gaming.
Battery life averages around two hours while gaming. Like the msI and
Asus, this gaming laptop has just one single colour keyboard backlight
instead of the multi-colour array. During intense gaming, this HP can
generate a fair amount of heat and noise, comparable with that of the msI,
but unlike the Asus.

4
alienware 15 r3
Estimated RP:

r23 999

Distributor:

Prima interactive

Product page:

goo.gl/fuBoe9

Size:

15.6-inch

Weight:

3.5 kg

Resolution:

this Alienware 15 r3 gaming laptop is the heaviest of the ﬁve we tested,
which negatively impacts its portability. However, the trade-off is a gaming
system that feels and looks remarkably solid. the tested entry-level
conﬁguration features a less powerful Intel Core i5 CPU than the msI, Asus
and HP, has only 2 GB of dedicated graphics memory like the msI yet is the
only one that lacks ssD storage. As a result, pure performance can’t quite
match that of the other gaming laptops.
the customisation options of the Alienware 15 r3 are plenty, and its
multi-colour backlight keyboard looks, functions, and feels excellent. Although
there are a good number of connectors along the sides, an integrated sD-card
reader is missing. screen quality is adequate, but not on par with the msI and
HP. On a fully charged battery, this laptop will last approximately two hours
when used for gaming. During that time, the laptop does get warm and noisy,
but nothing like the msI, Asus and HP laptops.
16
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1920 x 1080 (141 ppi)

CPU:

intel core i5 7300hQ (2.5 ghz)

GPU:

nvidia geForce gtX 1050 ti (2 gB)

RAM:

8 gB, max 32 gB

Storage:
Connections:

1 tB hdd
hdmi, uSB, network, thunderbolt, mini-displayPort, audio

Keyboard:

Backlight, multi-colour

B e s T f e AT u r e s
Build quality

8/10

ergonomics

8/10

Wo r s T f e AT u r e
Portability

5.5/10

oV e r A L L

6.9
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Lenovo Legion Y720
Estimated RP:R21 999
Distributor: Tarsus, Mustek, Pinnacle, Axiz
Product page:

goo.gl/dfktw1

Size: 15.6-inch
Weight: 

2.9 kg

Resolution:

Lenovo’s Legion Y720 gaming laptop features a multi-colour, LED backlight
keyboard, loads of customisation options and has a very robust, premium
look and feel. Its graphics processor, and the amount of dedicated video
memory, is impressive. However, since it runs on a slightly less powerful
Intel Core i5 processor instead of the i7, it ultimately won’t excel in terms of
raw performance. Like the Alienware, this laptop features three digital video
output connectors to hook it up to multiple external display devices.
It also has a built-in receiver for Xbox One controllers and offers support
for the latest Dolby Atmos sound technology. Unfortunately, screen quality
isn’t on par with the rest of the tested laptops and battery life averages two
hours when gaming.

1920 x 1080 (141 ppi)

CPU:Intel Core i5 7300HQ (2.5 GHz)
GPU:Nvidia GeForce GTX 1060 (6 GB)
RAM:

8 GB, max 16 G

Storage:

1 TB HDD + 256 GB SSD

Connections:HDMI, USB, network, Thunderbolt, DisplayPort, SD-card, audio
Keyboard:

Backlight, multi-colour

B e s t f e at u r e
Versatility

8/10

Wo r s t f e at u r e
Screen5.8/10

Ov e r all

6.7

In conclusion

From a pure performance and mobility point-of-view, the Asus and HP gaming laptops are the best choice. While the Alienware and Lenovo
feature the best build quality, heat management, noise reduction and gaming customisation options. Though the MSI has the best screen and most
comfortable keyboard, it's plagued by relatively short battery life. While the scores were very close, overall the HP was our winner.
Product →
Performance

MSI GP72 7RD Leopard

Asus ROG Strix
GL502VM

HP OMEN 15-ax201ni

Alienware 15 R3

Lenovo Legion Y720

7

7.5

8

6

6.5

Build quality

6.5

6.5

6.5

8

7.5

Hardware

6.5

6.8

7.2

6

7

Screen

8

6.5

7.5

7

5.8

Versatility

7

7

7

7.5

8

Ergonomics

8

7

7

7

6.8

Heat & noise

6

5

6

8

7

Portability

6.5

8

8

5.5

6.5

Customisation

6.5

6.5

6.5

7.5

7.5

Battery life

5

6.5

6.5

6.5

6

Overall

6.7

6.7

7.0

6.9

6.9
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Cutting the cord
Despite the social ridicule, the Bluetooth
in-ear talk piece of the early 2000s is
making a comeback, but this time branded
as hearables and they’re cooler,
smarter and more discrete.
by Lauren Kate Rawlins
Photography 123RF / various

W

ireless Bluetooth ‘hearables’ made mainstream news last
year when Apple announced its seventh generation iPhone
would not feature the 3.5mm audio jack, forcing users to
use Bluetooth headphones, or new headsets with an iOS-only Lightning
connector.
This announcement conveniently coincided with the launch of its
Airpods – wireless earpods that look and function exactly like regular
Apple earpods, just without the cables.
Apple was one of the first smartphone manufacturers to make
the controversial space-saving jump by doing away with the jack, but
wireless hearables have been around for a while.
Audio company Jabra has been making wireless headphones for
nearly two decades. Last year, it released a new pair called Elite Sport,
which, like the Airpods, fall into the category of ‘true wireless' as they’re
two separate devices that stay put in the ears, without the use of a cable
or extra peripheral.
James Pengelly-Marshall, senior director, Global Marketing
Programmes, Jabra, sees the more widespread removal of the audio jack
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from smartphones as a positive and Apple is simply catering to what the
market wants.
In Pengelly-Marshall's experience, when customers first make the
change to wireless, it can be a bit strange, for example, the obvious
cables can signal to other train commuters that you don't want to be
disturbed, but users soon get used to the experience.
However, Nick Hunn, CTO of WiFore Consulting, says a player like
Apple making such an unexpected entry into the hearables market
heralds a period of major change.
“The result is likely to be a faster move to wireless headphones, an
acceleration in the take-up of earbuds, and the prospect of an overall
market revenue exceeding $40 billion in 2020,” he says.
He adds that until then, the space had been primarily driven by
startups and audio companies making medical-grade hearing aids.

The trailblazers

One of the startups to first enter the space was Bragi. In 2014, the
German-based company started a Kickstarter campaign to raise funds
for its Dash product, which would store and play music, have biometrics
built in, and operate via gesture control.
The ambitious product raised over $3million from nearly 16 000
backers. However, the company wasn't able to hold up its promise of
delivery within nine months. Those who pre-ordered only received the
product in early 2016 – nearly two years after they had paid money
for them.
The Dash was launched in South Africa last year. Bragi is one of
the success stories of the hearables startup space; others have overpromised and never delivered.
Other semi-successful startups include Earin, RealLoud, and
Ripplebuds – which had features ranging from basic to advanced, but all
were delivered late.

What are hearables?

hearables are wireless, wearable computing earpieces that sit discretely
inside the user’s ear. the left and right devices are separate from each
other. hearables can be tethered to smartphones, but are also capable of
standalone operations, such as playing music. they comprise of a computer
chip, Bluetooth connection, speaker and microphone – some have sensors
for fitness tracking, such as a heart rate monitor.

sAMsuNg
Gear IconX sm-r150

hunn says although there were a lot of startups in the hearable space,
most didn't realise how difficult it was to design and manufacture the
product. “among other things, it highlights there’s a reason why hearing
aids are expensive, which is that packing technology into such a limited
space is remarkably difficult.”
apple also had to delay the delivery of the airpods by a few months.
World Wide Worx md arthur goldstuck says a host of big names in
the tech space have also forayed into wireless headphone products,
besides apple.
“Sony is making the coolest technology, but not getting it to market
effectively. Samsung is most aggressive in bringing such technology to
market, Jabra is well-positioned in the fitness market, and Plantronics
has a strong hold on the enterprise market.”

I hear you

the hearable is uniquely situated to incorporate artificial intelligencedriven virtual personal assistant technology into wearables. the user
would be able to ask their assistant (be it Siri, Bixby, alexa or cortana)
something in the same voice volume they would use to take calls and
would hear a response in-ear.
the user could get information on anything the assistant has access to,
such as directions, calendar entries, to-do lists and even send messages.
the software would also be able to provide tailored feedback to the
wearer based on the information it has gathered from them through
biometric sensors, or allow the user to easily access health data on the go.

APPLe
Airpod

“Cars will be phones, clothes will be
messaging devices; the earphone
becomes just another interface.”
goldstuck, World Wide Worx

jABrA
Elite sport

BrAgI
Dash

Some hearables already in the market have ‘smart’ features, especially
those whose primary use is fitness such as Jabra which offers users
‘intelligent audio coaching’.
goldstuck says amazon’s alexa and other forms of ai will find their
way into hearables.
in fact, he believes: “in the not-too distant future, the earbud will
contain the entire phone, which will be voice controlled, and link
wirelessly to other wearables that provide the range of functionality we
currently have on the phone.
“But with far more applications and interface options, like gesture
control, projected displays and remote control. cars will be phones, clothes
will be messaging devices; the earphone becomes just another interface.”
another feature currently being experimented with in the hearables
space is translation. a couple of startups are trying to make author
douglas adams fictional ‘babel fish’ a reality – whereby the hearable
is able to hear a foreign language and translate it in real-time into the
wearer’s ear.
this technology is still in development and nothing has come to
market yet, but it’s easy to see the benefits it would bring, opening up
communications channels between millions.
the opportunities for hearables are endless and it won’t be long before
they're more commonplace. the only challenge will be trying to figure
out if the person behind you in line, or in the lift, is using one, asking you
something, or just talking to themselves.
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Jargon

buster

I see, I see, I see
If you thought the people in Plato’s Allegory of the Cave had problems with visibility,
try talking to a network manager about it.
by Matthew Burbidge
photography 123RF

W hat d o e s th e t e r m act ually
m e an ? Much like that other Margin
favourite ‘single pane of glass’, it’s a catchall
term to describe the view of an IT professional
into a network and all its devices. Add
applications to the mix, and it starts to
become a little complicated.
I s th e t e r m g e ttin g ab u s e d ?
The fact that the term is being increasingly
used may have something to do with the
ever-evolving and complex state of networks.
Cloud adds to this complexity. Where is your
server, and data? And what service level
agreement do you have with your cloud
provider? Do you have a 'bring your own
device' strategy? And what about the enduser; what devices do they have and what is
their experience of your application?
To take a step back, IT professionals
need visibility in two areas, internal and

external. one of which is the organisation’s
own network. Many employees are using
mobile devices at work, and those who
aren’t in the office will also need access to
their information and applications. These
networks, between branches, for example,
have also become more distant, and may
span continents. Network professionals will
also need to think about a software-defined
network strategy.
IT will also need visibility into the
customer-facing world. What devices are
end-users experiencing your application
on, and what kind of performance are they
getting? It’s one thing, an annoyance, if an
employee can’t connect to an office printer,
or there’s unstable WiFi, but it’s a far cry
from a malfunctioning application used by
hundreds of thousands of customers. At
scale, a broken or inefficient app can mean
serious financial and reputational losses.
When there’s a drop in service or
functionality, or even a breach, time is
key: what follows, according to one ICT
professional who was only partly joking, is
a ‘mean time to innocence’, or 'it wasn't me'

followed by mean time to know, and mean
time to resolution, or repair.
Increasingly, a company stands or falls by
the quality of its network, both for employees
and customers. Despite the importance, many
companies are using a grab bag of tools to
monitor network performance.
W h o plays in thi s s pac e ? It’s a
crowded field, as highlighted by a glance
at Gartner’s magic quadrant for network
performance monitoring and diagnostic.
As Gartner says, there’s been no shortage
of tools, but many of them had been made to
work in isolated instances. Three organisations
lead the field, according to the research house:
NetScout, Viavi, and Riverbed.
C an w e ma k e m o n e y f r o m it ? All
three of the above organisations have active
partner programmes, and all will provide
training so that the reseller can better serve
the end-user. The companies are however
looking for partners to specialise in their
technology, compared to those which seek to
be jack-of-all-trades.
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This ain’t kansas:
The arrival of enterprise
open source

whaT was onCe aT The frInges, CoveTed By Bedroom Coders, Is now a sTaPle of The modern
enTerPrIse. why Is oPen sourCe suddenly everyone’s favourITe?
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history and
outlook

BY JAMES FRANCIS
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teve Ballmer, the erstwhile former
leader of microsoft, once called open
source a cancer. he would never live
this down, as open source enthusiasts love
to bring it up in the light of microsoft, today,
being one of open source’s big supporters.
Ballmer himself has even changed his mind.
But this isn’t unique or shocking. So-called
proprietary vendors have been flocking to
open source. companies such as hewlett
Packard enterprise, iBm and oracle have
serious investments in the field. one of iBm’s
most recent initiatives committed over
3 500 developers and researchers to work
on apache Spark projects. the question is no
longer whether open source has arrived, but
what are we all doing with it?

Welcome to Mode 2

a number of years ago, gartner coined the
‘bimodal’ approach – the concept of keeping
feet in both camps – the ‘older’ on-premises
client-server architecture and the newer
datacentres that drive high-scale services.
‘mode 2’ is that second world: build on
flexible virtualisation, malleable networks,
elastic storage and easy consumption. Scale is
the doctrine of mode 2, both in capacity and
price. don’t own what you can rent and when
in doubt, experiment.
mode 2 came in vogue because of the
new technology giants. Facebook and google
are considered the originators of largescale mode 2 systems, tying thousands of
seemingly-underpowered machines together,
pooling their resources with virtual software
instances, and then waxing and waning
as demand shifts. the muscle of this new
doctrine became evident as the likes of netflix
and dropbox showed that agility and scale not
only mattered, but were a damn sight cheaper
than anyone had ever thought.
Soon enough ‘disruption’ became the
doom call of the day, because these new
technologies do indeed disrupt things. none
of it could have happened, though, without
open source.

Get it done now

Proprietary systems grew out of the
client-server era, a means to use the new
muscle of significantly cheaper cPu cycles.
tracking a mouse cursor was now easy, so
what else could be done? Slowly a world of

software that tapped all that power emerged.
compared to the mainframes of the past,
these were revolutionary.
mode 2 is the next revolution. Power is
a given and speed is the new mantra. Yet
proprietary systems are not naturally aligned
with this approach, says Jim zemlin, executive
director of the linux Foundation: “companies
have realised that the collaborative
development model of open source leads to
more and better code that’s delivered faster
and cheaper than proprietary alternatives.
there’s no reason to reinvent the wheel and
build your own solution when one already
exists, where you and your competitors can
take advantage of each other’s expertise

evolving systems for data analytics, devops and
software-defined networks, you need the hot
fire that burns underneath open source’s boiler.

Mode Everything

adoption of open source systems appears
to be very broad. Financial institutions,
traditionally the more insular and cagey of
technology adopters, are apparently big
enthusiasts for analytics – and open source
matches their appetites.
But it would be a mistake to still assume
the old adversarial lines between open source
and proprietary. as mentioned at the start,
major proprietary vendors have serious claims
in modern open source. this is because you
can use both. matthew lee, regional
manager of SuSe South africa,
compares it to hammers: “Sometimes
customers don’t require a big play.
So there’s not one hammer that hits
the whole stack. it's a number of
little hammers. You’re not boiling the
ocean or buying one big SKu.”
open source is nothing more than
a development methodology which
uses the many to achieve results
quickly. Proprietary embraces open
source to bring some of that into its
own corral. one isn’t replacing the
other, but instead they’re becoming
two sides of the same coin.
it has helped open source that a
lot of it is being consumed almost
unknowingly. When a company
hosts a workload with a third party, it may
not necessarily know or care what that stack
operates on. But chances are it’s open source.
as companies mature around fine-tuning
their own workloads through coding (hence
the whole ‘every company is a software
company’ marketing line) they take a more
direct interest in open source. containers, the
current hot topic in cloud and devops circles,
are a perfect example. these enable the easy
creation and maintenance of isolated software
environments – and are almost exclusively an
open source phenomena.
open source has come of age because it’s
a driving force behind the creation of the
mode 2 world. this wasn’t by accident, but
through a concerted effort by vendors and
developers to make the technologies more
viable and acceptable. Banish the vision of
the closet programmer, throwing shade on
microsoft. those who sign the cheques for
business technology don’t care – they just
want the job to get done. and open source
has been bringing home the bread.

“There’s no reason to
reinvent the wheel and build
your own solution when one
already exists where you and
your competitors can take
advantage of each other’s
expertise and then put
your focus on the part that
differentiates you.”
Jim zemlin, the linux Foundation
and then put your focus on the part that
differentiates you.”
let’s say you want a change to your system’s
software. in the proprietary world, that means
making a feature request and hoping enough
other users ask for the same thing, then have
it roll out through an update after a lot of
quality assurance. alternatively, you could pay
handsomely to have it done sooner.
in open source, you engage the relevant
community and get the change made. then
it’s put through the same community, now a
gauntlet to ensure Qa. the turnaround time
is much faster, sitting well with the mode 2
ethos of speed, not to mention less pressure
on internal development resources.
But mode 2 and open source are not
slaves to impatience. instead it’s a question
of complexity: modern technologies are not
simple. a hotbed of developers, all poking at
bits and bytes, are much better at addressing
the cat’s cradle of code that fuel fast-evolving
technologies. this is why open source has
become so prominent in the cloud: if you want
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I’d buy that for a dollar:
selling open source

oPen sourCe Is BeIng emBraCed By enTerPrIses. BuT who
Is doIng The sellIng - and how are They makIng money?

Partners and
players
BY JAMES FRANCIS
PHoTogrAPHY 123rF
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s humans we like to create categories,
convenient boxes through which we
separate things. ask someone to
describe open source as a person and they
likely evoke the image of a hippie, a counterculturalist pushing back against the status quo
and 'sticking it to the man’.
Yet open source was essential to the
technology convulsion that shaped the
modern internet and its associates, such as
cloud and broadband. it’s often said that most
of the web runs on apache servers. almost
every website today includes some or all open
source in its stack. the unrestrained spirit of
this methodology covertly opened the future
right in front of us.
more modern statistics show, though, that
the troubadour of development has stepped
from the underground right into the centre
of modern business technology. though an
open source vendor, rackspace’s latest cloud
report makes for some interesting reading.
it found 85% of polled enterprises recently
moved a proprietary project to open source.
a staggering 90% are deploying open source
applications in their environments.
a report from Forrester is slightly less
dramatic, but identifies the same trend.
its research found that 41 % of enterprises
viewed increasing their use of open source as
a high or critical priority for 2016. it also noted
that the analytics firm hortonworks, built on
open source, counts over half of Fortune 100
companies as its customers.
“in general, open source is commoditising
a lot of the proprietary stack,” said Stefan
lesicnik, technical director at lSd information
technology. “in the virtualisation world,
traditionally dominated by proprietary, we
see open source also competing with a strong
hypervisor based on Kvm and enterprise
products around that like openstack and
red hat’s rhv. even open source databases
are competing with the big proprietary
databases. You can go through the whole
stack – wherever there’s a proprietary player,
there’s a competing open source alternative.
more-so, all the new technologies, like

containers, that’s all happening in the open
source arena," he says.
clearly open source is changing business
technology. But who are the players and how
are they even making money if the code is free?

Open source comes to the ball

today, most technology application vendors
embrace open source at some level,
making use of its development speed and
communities. the problem with our earlier
definition – open source the hippie – is that
we’re anthropomorphising, placing human
qualities on something that isn’t. Business
doesn’t instinctively discriminate between
class and stature – all it cares about are
process and results.
When open source matured itself through
the rise of the internet, as well as demand
for fast-paced development – particularly in
the development and operations (devops),
and analytics spaces – the shoe fit naturally.
Business found its runaway princess and soon
gave her one of the best rooms in the palace.

helping grasp the differences between
that, between the open source community
and enterprise versions, what they get for
paying. We also make a lot of revenue selling
enterprise open source, as well as consulting
and support around those technologies.”
open source is the idea that the code is
visible and open to a community, where
many hands make light work of complex
and demanding changes to the system.
enterprise open source happens when those
developments are taken and hardened
for enterprise use. risk and reliability are
addressed to put the big companies at ease.
culture is also key. open source represents
and introduces a number of new technology
concepts that are also related to the culture
shifts seen with cloud, devops and analytics
adoption. embracing those are often the
places where companies can get stuck, says
matthew lee, regional manager of SuSe
South africa:
“that’s where there’s opportunity for
organisations to help enterprises move into
this new space. a lot of the time
customers look at vendors and
providers to be their pot of gold,
without looking internally at their
own structures. that’s where a lot of
focus should be put. they know the
technology can provide the answer,
but how do they get from one space
to another? that’s a culture issue,"
says lee.

“While the trend towards
subscription software will
continue to grow, it will be
some time before we see
a complete end to licence
models.”
Jim zemlin, the linux Foundation

understanding the proposition difference
between open source and proprietary has
become important. the usual questions
persist: ‘can it help me do better things?’ and
‘what will it really cost me?’ this is where
a lot of the open source solution providers
earn their living, says obsidian Systems md,
muggie van Staden:
“Part of what we do is help customers
understand the difference: what am i
paying for? usually when they buy a licence,
everyone understands that. now we come
in and here's a mySQl subscription – just

Challenging the licence
landscape

this culture shift is not limited to
those doing the buying. vendors
and solution providers have also
had to revisit how they do business. licences
have become loathed, since as technologies
scale so do the operating licences, leading
to heavier costs. Praise for systems such as
vmware’s transformational power are now
often accompanied by a grumbling about
licence fees.
though licences are still very relevant, the
use of subscription models are de rigueur
for the new era of business technologies.
By focusing on consumption instead of
investment metrics, companies have been
able to control their technology spend. this
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Partners and
players

“They know the technology
can provide the answer, but
how do they get from one
space to another? That’s a
culture issue.”
matthew lee, SuSe South africa
is challenging the licence hegemony, says
Jim zemlin, executive director of the linux
Foundation:
“different companies have different
business models. We’re seeing a general trend
in the industry from a licence model to a
services model. this obviously benefits open
source as software moves from the profit side
of the ledger to the cost side of the ledger in
a service business. While the trend towards
subscription software will continue to grow, it
will be some time before we see a complete
end to licence models.”
Proprietary and open source are no longer
adversaries. the enclosed vendors are taking
advantage of open source’s flexibility while an
industry of open vendors has been bringing
the assurances and reliability of proprietary
to its offerings. these vendors build their
products on open source then add the
elements that enterprises want to see.
examples include docker, a platform for
containers that host applications, as well as
the aforementioned hortonworks, a data
analytics service. cloudera offers products
and services based on the hadoop big data
management framework, while familiar
brands such as SuSe and red hat place a
lot of focus on infrastructure, network and
storage services.
Proprietary vendors also count: mySQl is a
big deal at oracle, amazon Web Services loves

hadoop, and microsoft and iBm
are contributors to the openstack
cloud computing platform. this latter
example defines the general trend:
microsoft supports openstack in
its azure cloud environment, even
though it has a competing product,
because customers expect that and
even expect microsoft’s applications
to play nice with open source
alternatives.
this relationship involves a feedback
loop. major open source projects are guided
by foundations and those using the tech
are expected to contribute as well. this is
actually a given: the very back-and-forth
nature of open source is what makes it so
strong and versatile, so even the proprietary
traditionalists are keen to engage. how much
engagement is relative to the vendor or
solution provider, but open source rewards
you when you pay it forward.

Everyone loves open source

look back over the past ten years and you will
find a clear trend of proprietary technologists
poking at open source to see how it works.
today it seems sudden, as if open source has
ripped the carpet from under proprietary.
that’s only true for the vendors who didn’t
spot the change. those who did could have
their cake and eat it in both worlds, the
possible exception being licences. open source
has learned how to be relevant to the business
world, delivering the speed and tools that
make sense today.
But neither are doing it entirely for free.
there’s still money to be made. it’s how
they differentiate themselves: no longer
at the foundation, but at the services and
outcomes. Whoever can play that game will
win. those who can’t should start looking for
a new job.
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he irony! twenty years ago few
organisations would touch open source;
now, no organisation is without it. The
Margin spoke to local open source companies to
sound out opportunities for the channel.
muggie van Staden, md, obsidian Systems,
says the company started playing around with
open source technology in 1995. “We stumbled
onto linux and we liked the fact you could play
with it and there was no real cost involved. You
could learn quickly and modify it, and we started
to realise we could build a services organisation
helping people utilise open source technology,” he
says.
For Stefan lesicnik, md, lSd information
technology, it was a similar journey, as the
company also started out using linux. lSd
originally stood for linux System dynamics, but
that has now been dropped as open source is not
just about linux.
tracing the company’s roots from 2001, leiscnik
says the conversation back then had been about
why people needed to use open source. “But now,”
he says, “if you’re a company and not doing open
source in some way or form, then you’ve missed
the boat and you’re not leveraging the benefits and
agility it can bring.”

“the people who we have are really passionate
about this kind of open source technology and
technology in general.”
many enterprises would be looking to purchase
a subscription, but they still needed to implement
the solution. “that’s where the expertise comes
in and that’s why the partner ecosystem exists
around services and implementation,” he says.
Some of lSd’s customers are able to fully
implement solutions themselves, while others,
perhaps new to the space, would need help with
the system architecture.
there were also a number of emerging
technologies that customers were interested in,
such as docker.
this is echoed by van Staden, who says in the
new world of agile and devops, it’s about helping
people getting the data where it needs to be, such
as with hadoop.
“it’s about how to build the next generation of
applications. We help our customers take open
source open and harness it so they can get value
out of this new world where everything is code
and everything is service,” van Staden says.
While lSd is an open-source company, lesicnik
says it’s technology agonistic.
“We don't have any proprietary technology
in our stack, but when we’re engaging with
a customer there’s definitely going to be
proprietary and legacy stuff there. it’s not about
rip and replace and put open source in for the
sake of it,” he says.
“it must be a value-driven discussion and
frankly there are still some places where
proprietary software may offer better
functionality and features over the open
source tech. We use open source where
it makes sense and adds value to the
customer.”

“We help our customers
take open source open and
harness it so they can get
value out of this new world
where everything is code and
everything is service.”
muggie van Staden, obsidian Systems

Barriers to entry

van Staden says the company now sells a lot
of enterprise open source – which hadn’t been
the case in the past – bundled with support and
certification. is it an easy area to get into? van
Staden says he thinks it’s fantastic that if a school
pupil wants to understand how operating systems
work they could get a copy of linux, and ‘go play’.
“to get into it you need passion. it’s trying to
help solve problems,” he says.
in the proprietary world, if an operating system
isn't available on a particular chipset, you have to
wait for the vendor to decide to release an oS.
“in the open source world nothing stops
anybody from doing it. that’s why linux runs on
pretty much everything,” he says.
lesicnik says open source is a complex area, and
one in which where there’s constant innovation.

Which skills pay the bills?

When it comes to the skills needed to
make money from open source van Staden
says that it’s about having a passion for
technology and solving problems, as much
as it was about understanding the needs of
the customer.
“it’s like any business. there’s no sense
in making a service available that nobody
wants. You can’t make money out of that. it’s
understanding what customers are struggling
with and then harnessing it. if it wasn’t for open
source, Facebook and google would never have
been able to start their businesses.”
lesicnik says there’s definitely a bias around
linux that is pervasive in open source technology.
“developers are critical to the market. there’s
definitely a strong developer mindset or skillset
that will be really beneficial. it’s also experience.
You’re able to look at problems end-to-end and
understand where the open source can fit and
add value,” he says.
how open source and proprietary, licenced
software will sit together in another twenty years
remains to be seen.
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n South africa, mass market retailers –
defined as those large retailers dealing in
a broad assortment of goods – account
for around 55% of the technology hardware
market, followed by specialist and consumer
electronics retailers at around 35% and
furniture retailers and mobile phone
specialists making up the remaining 10%, says
market research firm gfK. By these definitions,
retailers such as game and hi-Fi corp are
mass market retailers, while large but
specialist chains such as dion Wired are not.
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nicolet Pienaar, business group manager:
information technology, telecoms, office and
Photo at gfK retail and technology Sa, says
this balance has remained fairly stable for
some time.
however, South africa’s new junk status and
pending price hikes on imported goods could
change the status quo. “in South africa, there’s
still a relatively low penetration of notebooks,
so a large proportion of local sales are to
first-time buyers who purchase entry-level
devices. in fact, there's around a 55% celeron
share in the local market at this stage,” she says.
this segment makes computer buying
decisions solely on price, which is why local
sales surge in line with promotional offers. in

this segment, there's very little brand loyalty,
limited understanding of the technology, and
a significant need for support and service.
Buyers shop for special offers and seasonal
conditioning and broadsheet advertising play
an important role in driving sales.
“Black Friday, for example, has forever
changed the local market,” says Berno mare,
product manager at gfK. “Black Friday last year
was big, but this year we can expect it to be
even bigger, with november sales exceeding
traditional christmas season sales surges.”

Junk becomes real

Pienaar says the pending price hikes are likely
to take notebooks back out of reach of the

the

pitch

– taking products to target areas roadshowstyle, or partnering with educational
institutions to offer special deals.”

Building unapologetic brand value

entry-level consumer. “Where under R5 000
might have been considered the entry-level
price until now, we can expect price increases
of anywhere between 10% and 16%, and
entry-level notebooks will approach the
R6 000 mark.” This could drive consumers
to retailers that offer compelling bundled
offerings, value-adds and payment terms, she
notes. “Furniture retailers and telcos have a
tradition of offering payment terms, so we
could see them growing their share in the
market on the strength of this.”
Mare says the smaller technology retailer
could still find opportunities for growth in
the looming tougher economic climate. “The
smaller business could focus on a niche area

James Maposa, business development director
at brand consultancy Intergroup Brand
Science, believes there are opportunities
for mid-sized and smaller retailers to thrive,
even though the South African market is
increasingly price-sensitive.
“If mid-sized and smaller retailers can’t
compete with mass merchants on price,
they need to take a different approach. They
might compete on unique offerings, possibly
by stocking innovative local technologies,
by offering enhanced service levels, or by
developing a unique customer experience.
It’s also about location. Smaller retailers can’t
compete with the giant retailers for prime
locations, but they can enter under-served,
smaller markets such as smaller towns, and
grow in those markets before competing in
the markets with more intense competition,”
he says.
“Consumers want to save money where
possible, but they don’t always opt for the
cheapest product,” Maposa notes. Consumers
typically seek a price-value balance, he says,
and this is where the canny smaller retailer
can step up to offer a strong value-for-money
proposition. “What the customer looks for is
a justification for a higher pricing point. So if
your pricing is higher, you must justify this
through a differentiator – for example a better
customer experience, or the availability of
niche or innovative products.”
Developing an ‘unapologetic brand value’
that justifies higher cost goods starts with
linking the offering to the brand purpose, says
Maposa. The retailer must ensure
there’s consistency in delivering
on its mandate too. “There needs
be a collective understanding of
the grand plan and how it should
be operationalised, with top-down
sharing of the vision and bottomup sharing of how employees will
deliver.” The service delivered by the
retailer, as well as the marketing and
customer engagement, must all align
with this brand value, he says. “Your
marketing plan should speak directly
to the customer you want to walk
into the store. The customer must identify
with it; it should provide an experience that
endears the customer to both the product and
retailer brands.”

“If your pricing is higher, you
must justify this through a
differentiator – for example a
better customer experience,
or the availability of niche or
innovative products.”
James Maposa, Intergroup Brand Science
– such as B2B support or the gaming market.
They could also build their service offering
to address the needs of the largest potential
market – such as students or schoolchildren
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“Interactive digital whiteboards
are definitely not for box-moving
channel businesses.”
Cliff Hartzenberg, Ricoh SA
less connected to their organisation. This suggests great potential for
increased home office efficiency thanks to interactive technologies and
how the dynamic is viewed by employers,” he says.

Market segments

South African channel players feel there are
gains to be made in the digital whiteboards,
interactive projectors and UHD interactive
panel market as collaboration gets virtual
and visual.
by Admire Moyo
photography Microsoft

T

he days of the good-old fashioned flipchart are numbered and
they’re quickly disappearing from the modern boardroom. As
we move to the ‘paperless office’ and ‘enterprise of the future’,
employees are no longer required to sit in a central office all day.
Thanks to proliferated broadband access, they can work anywhere, and
given the increasing traffic congestion in our cities, that can only be a
good thing.
Boardrooms and collaboration spaces are being fitted with interactive
projectors, digital whiteboards and ultra-high-definition (UHD)
interactive panels. Among the benefits that these product sets bring is
the enablement of virtual meetings with remote video connections, files
being shared and collaborated on and meetings being digitally recorded.
With this trend still a growing phenomenon in the South African
market, local channel players feel there are some gains to be made.

Workplace efficiency

Hennie Crous, business sales manager at Epson South Africa, says the
rise of the mobile workforce is changing the way business is conducted,
with interactive projectors being used more frequently as a tool to
improve efficiency in the workplace.
“The demand for interactive projectors that not only feature integrated
mobile technology, but that can also be accessed remotely, will likely
increase,” he says. "'Bring your own device' is also growing in popularity
and will see more businesses investing in projectors that are light and
compact enough to travel with.”
Crous believes mobility will encourage companies to develop a
dynamic portfolio of advanced projector tools, creating opportunities
for the channel to sell specialist software, enhancing the customer’s
experience of using an interactive projector. “This, in turn, presents
opportunities for channel members to upskill in order to be able
to educate customers with regards to the features and benefits of
interactive projectors.”
Due to South Africa’s geographical location and the cost of time and
travel, he says interactive devices, with all their complexities, are a very
cost-effective way of improving productivity and limiting costs, provided
they’re implemented correctly.
“In a recent survey we ran among SMEs in South Africa, 30% said
their employer encourages occasional home working, while 26% were
concerned that regularly working from home would make them feel

Cliff Hartzenberg, product manager for communication services, Ricoh
SA, says: “While globally, market sales are focused on the education
sector, that’s not the case in South Africa, where the largest portion of
the country’s education market – the public sector – has little budget for
this type of equipment, and is further frustrated by poor infrastructure in
many areas.”
He notes that South Africa’s education sector uptake is primarily in the
higher and private education portions of the market.
In South Africa, Hartzenberg says, the focus of market sales is sharply
on the corporate sector where businesses, with budgets under immense
pressure for a variety of reasons, keenly grasp the benefits superior
products like interactive digital whiteboards provide.
“Though interactive digital whiteboards may initially require some
budget outlay, the collaboration features distinguishing it from
straightforward interactive panels can radically slash travel costs and
time employees spend out of the office.”
For Anle Els, Mecer product manager at Mustek, in the education
space, interactive panels as well as digital whiteboards are most certainly
growing very fast. She points out that private as well as public sectors
are moving towards this technology to upgrade boardrooms.
“It is, however, important to note that the price difference between a
projector and UHD interactive panels is quite substantial, thus securing
the space for a traditional projector.”
According to Els, because this solution is flexible and utilised across
almost all market segments, all channel partners can acquire the
necessary skillsets to add this product to their market offerings, which
generates new sales opportunities.
“Consider acquiring the correct skillset and resources prior to entering
the market as this will ensure complete end-to-end customer solutions,"
she says.

Channel skills

Meanwhile, Hartzenberg notes that field maintenance requirements
on interactive digital whiteboards are very low. “Most of the technical
requirement is needed upfront when installing the devices in their
environments, but even that’s comparatively low next to the similar
skillset for PCs. The new generation of products is extremely user friendly,
they don’t have unnecessary cable connections, and they’re more like
smartphones or tablets than PCs when it comes to setting them up.”
Nonetheless, he adds: “Interactive digital whiteboards are definitely
not for box-moving channel businesses. They’re the domain of proper
value-added resellers, corporate consulting channel businesses, and
systems integrators.”
He urges channel players, to ensure that employees have detailed
knowledge of interactive digital whiteboards before they can sell them.
Crous notes that, in general, the specifications and features of
interactive devices increase with every new generation, and the set-up
of the interactive devices on the LAN and IT infrastructure is becoming
increasingly advanced and complex.
“Channel players need to have comprehensive knowledge of
their product range, and to understand how to install, maintain and
manage the products, as well as knowledge of how to support the
configuration, monitoring and management of a customer’s projector
fleet,” he concludes.
Q2 2017 |
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Out of
touch
and out
of time

The time has come to reassess partner programmes to
ensure mutual success in a mercurial market.
by Tamsin Oxford
photography 123RF

P

artner programmes are facing a
seismic shift in how they engage with
channel partners and the incentives
they offer. Well, they should be if they plan
on succeeding. A survey by CompTIA has
shown that there has been a 30% decline in
partner volumes since 2008, with a further
40% eyeballing retirement by 2025. During
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this period, the millennial will be stepping
into the hot seat, influencing engagement and
strategy on their own terms. Changes in the
customer buying journey, the rising influence
of the shadow channel and an increased focus
on long-term customer outcomes as opposed
to short-term rewards means that the age-old
partner programme is showing its wrinkles.
“Too many partner programmes prioritise
revenue over unique skills and specialisations
that deliver the differentiation required
in a service-driven economy,” says Stefan

Diedericks, alliance and channel director,
Oracle South Africa. “This is possibly the most
important consideration – prioritising skills,
solutions and relevance alongside revenue
generation – and vendors and partner
programmes not aligning to these are out of
touch and out of time.”
Partners are far more focused on selfsufficiency and self-determination than
ever before, looking to drive their own
differentiation and to build on skills and
customer engagement. Today, a partner is

looking to develop strategic relationships
with customers and vendors that allow for
long-term, solutions-driven integrations and
long-tail profit margins. It’s a move from sales
and instant benefits towards engagement,
solutions and integration and there are several
factors influencing this change.
“Traditional channel programmes are
often regarded as just an incentive tool, or a
measure of capacity, but they're far more than
that,” says Yesh Surjoodeen, channel manager,
HP Inc. “The market has changed and so must
the design of partner programmes. There will
always be the transactional view – what’s in
it for me now – and that will prevail for many
that occupy an operational expenditure (opex)
led service, but for others, this is not the case.”

The catalytic cloud

The evolution of cloud and the services that
surround it has opened up the market for
the channel, while traditional solutions and
systems remain in play, albeit with a different
focus and demand. The partner programme
needs to pay attention, and catch up. There
shouldn’t be a one-size-fits all approach to the
channel, not anymore. One subset of partners
could still benefit from systems of old, but
the rest are left without much in the way
of incentive or interest. Repetition must be
reduced and differentiation developed.
“A partner programme should be more
of a specialisation-driven model and, as
the specialisation, coverage, capacity and
expertise increases, then the benefit is easily
visible to customers employing the service of
the partner,” adds Surjoodeen. “Incentivisation
of a programme isn’t merely monetary as
that’s far too easy to be copied, so it has to
evolve to a model whereby the capabilities
are matched for the market and the customer
base it serves.”
Customers want to work with partners
that offer rich expertise and insight, along
with a long-term view, as opposed to a large
company with big discounts. This is more
relevant now than ever before thanks to the
relentless renovations brought on by cloud.
According to research undertaken by IDC
and Microsoft, cloud partners grow twice as
fast, have 1.5 times gross profit and 1.8 times
recurring revenue compared with non-cloud
partners. In the e-book The Booming Cloud
Opportunity, IDC predicts cloud spending
will exceed $ 500 billion by 2020, including
Software as a Service, Platform as a
Service, Infrastructure as a Service and the
professional and managed services that evolve
around cloud technology.
“Building a cloud annuity business requires
partners to have a fundamentally different
approach to sales compensation and creating

customer value,” says Danie Gordon, partner
business and development lead, Microsoft
South Africa. “Successful partners are
those able to package their IP and bundle
it into cloud offerings as a competitive
differentiator. The most successful partners
do this at scale and leverage partner
programmes to control a single invoice to the
customer for these solutions.”

Flexible enough to fit all

Of course, it isn’t just about cloud. There's
still a market for older technologies as there
will always be legacy infrastructure and this
underscores the next important point in
the vendor-partner relationship – flexibility.
Channel programmes need to be flexible
enough to recognise what each partner
stream offers and to deliver relevant offerings
that match these streams. The goal is to
create solutions that catalyse partner growth

and cloud-powered has meant that they’re
potentially losing any benefit offered by
partner programmes that focus on boxdropping, discounts and rebates.
“There’s a play for both the larger system
integrators as well as the smaller partners
to co-exist because it’s really about mapping
the needs of a partner to the demands of a
customer,” adds Surjoodeen. “The trick is to
reduce the complexity and offer the best ratio
of return for each partner. This partnership
means that it’s not just in the design of the
incentive, but in the design of smarter financial
solutions and models, smarter risk modelling,
smarter knowledge exchange and, ultimately,
risk mitigation between vendor and partner.”
A successful channel programme is, in
reality, a mix of multiple benefits. The challenge
is to find a productive and proactive way
of doing so that’s realistically managed and
maintained by both vendor and partner. Just
as not all partners are created equal,
vendors have their own challenges.
They need to create dynamic partner
plans that offer benefits beyond
just the profit line while adapting
to the market changes that impact
their bottom line and customer
demand. For both parties, there’s
another factor swooping in with fresh
problems at its heels – the rise of the
self-service customer.

“Too many partner
programmes prioritise
revenue over unique skills
and specialisations that
deliver the differentiation
required in a service-driven
economy.”
Stefan Diedericks, Oracle South Africa
and are flexible enough to match these to
partner needs and expectations.
“The adage that the only constant is change
is very apt in our industry,” says George
Smallberger, MD, SS Telecoms. “For this reason,
partner programmes that are very rigid are
limiting, and this is typically what you find with
international vendors. You need to segment
your partner base and understand their
needs – it should be about adding value. I also
think that flexibility comes through in a hybrid
model that’s more opex-based than a capital
expenditure model as it allows partners to
move in a direction that works for them.”

A new breed of partner

This is also a relevant thought when looking
to the rise of the smaller, lean and agile
partner with fewer than ten employees and
a completely different mindset and business
model. Smaller vendors with small employee
pools, but extensive experience and expertise,
are entering the market at speed. Their focus
on delivering highly specialised and targeted
implementations that are technology-agnostic

Do it yourself

“The biggest danger of the digital
age is the drive towards self-service,”
says Rick Parry, chairman and CEO,
AIGS. “Why give away margin to a third party
when it can all be done online without field
intervention? As one principal recently said to
a partner – ‘you are my cost of sale and I need
to reduce my costs, so why do I need you?’”
This is a view that isn’t going to change
any time soon, especially with South Africa’s
junk status, broader economic downturn and
plenty of financial concerns on the horizon.
The customer wants the moon at half the
price it was last year. This underscores the
importance of building mutually beneficial
partner programmes that can adapt to the
changing landscape and provide both partner
and vendor with stable platforms on which to
build businesses that thrive.
“Partners have to differentiate in a
competitive market,” says Diedericks. “They’re
looking towards consistent education,
engagement and awareness creation as well
as the ability of the vendor to assist them
on their journey into the cloud. The partner
asks – help me to deliver solutions to the
service-oriented economy. The vendor needs
to answer,” he concludes.
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BUSINESS
THE INFORMATION REGULATOR HAS BEEN
APPOINTED AT LAST, WHICH MEANS THE
PROTECTION OF PERSONAL INFORMATION
(POPI) ACT IS NOW LOOMING AS OMINOUSLY
AS A HOCKEY-MASKED HORROR VILLAIN AT A
TEENAGE SUMMER CAMP.

steps to becoming
PoPI compliant

1

DON’T IGNORE IT
Choosing to ignore PoPI won’t make it go away, and
ignorance of the law is never an effective excuse.
So, don’t put off your compliance efforts just
because there’s a 12-month grace period. Also,
don’t underestimate the amount of work required
to change your business policies, processes and
procedures, documentation and systems. But it
won't help to panic either – PoPI compliance is
certainly no 100m sprint, but neither is it the
Comrades Marathon.

3

FORMALISE YOUR
COMPLIANCE PROJECT

So you’re ready to kick off your PoPI process – start by identifying
relevant stakeholders, as well as your project sponsor, project manager
and, of course, ensure you set out the scope, timescale and budget for
the project at a high level. Appointing an ‘information officer’ will also help
you ensure alignment between your efforts related to PoPI and those related
to the Promotion of Access to Information Act (PAIA). “Getting ready for PoPI is
something of a double-edged sword – it’s not only about protecting
information, but also being able to grant access when it’s required. This means
that PAIA is also going to play a role in striking the balance between privacy
and access,” says Dr Peter Tobin, director, PTC Consultancy.

5

B RODNEY WEIDEMANN VISUALS: SHARLENE SAFI
BY

t’s clear that companies need to get their houses
in order as quickly as possible. Instead of
worrying about about the legalese, here are ten
steps to move towards.

2

PAY ATTENTION TO
INTERNATIONAL
LEGISLATION TOO

While the local regulator may not yet have announced when the regulations will
start being policed, the General Data Protection (GDP) law, the European
equivalent to PoPI, already has an implementation date, says Craig Moir, MD of
MyDBA. “It’s May 2018, so it’s important for local channel players to also
consider this in light of where their parent partners are based and where they
source products from. Because of the global nature of the channel, you won’t
be able to do PoPI properly without considering GDP as well,” he says.

4

PERFORM A GAP
ANALYSIS

This will help you understand where your organisation
may be failing in regard to the PoPI Act. Once this is
complete, follow up by setting interim and final targets for
compliance. Of course, this doesn’t mean throwing caution
about price to the wind in
your attempt to achieve
100% compliance – you
need to strike a balance
between compliance, costs
and benefits.

ANALYSE WHAT – AND HOW – PERSONAL
INFORMATION IS PROCESSED
This means utilising a broad definition of record types, understanding the various aspects related
to things like consent, purpose, source, sharing and destruction, and considering user rights and
their management. You must also think broadly in terms of the types of devices where data is
stored, in order to understand which ones represent a security risk.
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toolkit

CREATE
COMPLIANCE
POLICIES

6

8

Start by reviewing your existing relevant
policies and contracts, ensuring these are
reasonable, appropriate and, above all,
enforceable. Then design privacy notices for
diverse stakeholder groups. Tobin notes
there’s a requirement within the Act stating
there must be an agreement between the
service provider and the responsible party
that processes the data, so channel
businesses will have to look closely at existing
agreements with their international principals
on one side, and their customers on the other.

7

EVERYONE MUST
KNOW THEIR ROLES

INFORMATION
OFFICER

Train the various
stakeholders so that they’re
aware of their roles in being
PoPI compliant. Equally
important is to ensure
employees know their roles
and how these impact on
PoPI as well. Design training
according to their needs and
ensure you treat user
education not as a once-off
series of activities, but
rather as part of an ongoing
commitment.

IMPLEMENT
PERSONAL
INFORMATION
MANAGEMENT
PROCESSES

In order to ensure such
processes are PoPI compliant,
consider the entire personal
information lifecycle. This
includes acquisition, processing,
retention and destruction
practices related to such
information. You then need to
develop reasonable and appropriate
measures to ensure ongoing compliance.
Examples of such measures include
self-assessments, health-checks and formal
audits. Also, don’t forget to develop your
dashboard for compliance.

9
MAKE COMPLIANCE
‘BUSINESS-AS-USUAL’
It’s important that both management and employees
recognise that PoPI compliance must become the ‘new
normal’, so they need to work this way at all times. Build
compliance into your products, services and processes and
adopt a ‘privacy by design’ approach. In effect, you need to
build PoPI into your everyday operations.

10
ESTABLISH AN ONGOING
COMPLIANCE MONITORING PLAN
Moir recommends an ongoing compliance monitoring plan. “Remember that compliance
monitoring is inevitably complex, so the larger your organisation, the more often you should
be monitoring and assessing your compliance situation.” Tobin adds that you should start by
undertaking a series of assessments to help establish a baseline. “Following that, you run
these assessments on a consistent basis, according to your company’s risk appetite. In a
channel context, customer information would typically be assessed at least once per quarter,
while for suppliers and employees, you would probably only need an annual assessment.”
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Homeland
security

A dozen of South Africa’s most senior security LEADERS,
researchers and representatives try and figure out
how to keep South Africa safe.
by Adam Oxford
PHOTOGRAPHY karolina komendera

O

n the eve of the recent French
presidential election, 9GB of data from
the soon-to-be-winning candidate’s
campaign’s private files was posted to a
filesharing site. The leak was reminiscent
of the repeated cyber attacks on Democrat
candidates in the US elections last year, and
underlines the point that currently, whether
it’s the commercial, political or personal world,
hacking is a fact of life that's not going away
anytime soon.
As chance would have it, while that huge
data dump was being uploaded to Pastebin,
The Margin was hosting a roundtable
discussion with 12 of South Africa’s leading
cyber security experts. They gathered to
discuss some of the big issues around security,
channel opportunities and what – if anything
– can be done.
Some issues remain that are perennial,
some are new and rising fast, some global,
and some are very local indeed.

Spending increase

The first topic was the thorny issue of
spending. We know that, thankfully, CIOs
40
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and CTOs are increasingly concerned about
security. But are the budgets there to match?
Vernon Fryer, chief information security
officer at technology group XON/NEC Africa,
believes budgets are rising.
“I was at a conference in KwaZulu-Natal
recently,” Fryer says. “We did an off-the-cuff
calculation and it came out to around a 3.1%
increase, most significantly in the telecoms
sector. This was primarily as a result of the
threat landscape changing. The number of
distributed denial of service (DDoS) attacks on
telcos has increased tremendously.”
While spending increases are to be
welcomed, the CEO of Tarsus SecureData,
Mike Rogers, raises fears they aren’t rising
fast enough against inflation, and taking into
account rand/dollar depreciation might even
be falling in real terms.
“That’s a big concern given that the threat
landscape has definitely increased,” Rogers
says. “There’s more data around, more
businesses have digitised, and I would expect
to see much bigger increases.”
It’s not just about the money. Simon
McCullough, major channel account manager,
F5 Networks, reckons that spending patterns
aren’t keeping pace with new threats either.
“Ninety percent of spending is still going
on perimeter solutions,” McCullough says.
“Whereas the attacks today are on user

j e r e my
matth e w s ,

Panda Security
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“The problem for the
SME and commercial
market, is that they’re
very small. There’s not
even a board. There’s
a leadership team of
two people and they
suffer from the ‘it
won’t happen to me’
syndrome.”
Fred Mitchell, Drive Control Corporation

identity or the application space, because
that’s the easiest way to get to the data.”

Is ‘good enough’ enough?

Jayson O’Reilly, director for sales and
innovation at DRS, says there are still big
gaps between verticals and market segments.
Large enterprises are maturing in their
approach, he says.
“Moving into the commercial markets,
though, ‘good enough’ is still the thing,”
O’Reilly states. “And, for small companies they
just need things done cheaper.”
“The problem for the SME and commercial
market,” observes Fred Mitchell, division
manager: software solutions at Drive Control
Corporation, “is that they’re very small. There’s
not even a board. There’s a leadership team of
two people and they suffer from the ‘it won’t
happen to me’ syndrome. They don’t realise
the impact it can have on their business if

Jay s o n
O ’ R e illy ,

DRS
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Tackling
The cybersecuriTy
challenge
Cyber-security is a continually evolving
field, with threats arising from all over
the world. The recent WannaCry
ransomware outbreak that affected close
to 100 countries is the perfect case in
point. This means that now, more than
ever, cyber-security should be front-ofmind of every organisation’s executives.
However, while security is top of mind for organisations
at present, the mindset around it needs to shift, says Fred
Mitchell, software solutions division manager at Drive Control
Corporation. He says security is about much more than just
protecting end points. In a cloud-based world, one has to look
at data, where it resides and how secure it is.
“Changing the security mindset to one that is focused on
data is not easy, but the rise of the Protection of Personal
Information (PoPI) legislation is causing organisations to think
more deeply about this,” he says.
“Another thing that WannaCry has demonstrated is that it
is not only large enterprises, but companies of all sizes that
are vulnerable, so even small businesses are now realising
the importance of comprehensive security. For the SME, it is
important to not only have a full spectrum endpoint solution
– including firewall and anti-virus – but also a backup that is
kept somewhere separate. In this way, if data is compromised,
deleted or simply blocked, as occurred with WannaCry, it is easy
to get your data back and ensure it is restored.”
Mitchell adds that whatever size the organisation, a holistic
security solution begins with having a proper strategy. This
means that the company needs to not only ensure it has the
relevant security product sets, but must also take cognisance of
the people in the business who have access to vital data.
“Remember that people are often the biggest area of security
failure in an organisation, for the simple fact that people are

Fred Mitchell,
software solutions division
manager at Drive Control
Corporation
fallible. So it is critical to educate and train employees in the
ways of security. This means hammering home the point in
order to keep them constantly aware of the potential impacts
of a breach, and ensuring they know that a breach may impact
on them personally, as it may – in a case like WannaCry – make
it impossible for the business to do something as simple as
paying salaries.”
One option that is increasingly seeing adoption is that of
Security as a Service, which means that instead of having to
employ an expensive security specialist, companies can outsource
their security matters to an organisation that specialises in the
field. This, says Mitchell, is a rapidly growing area in the industry,
facilitated by the agility provided by the cloud.
“For channel players, Security as a Service absolutely presents
an opportunity to grow their revenue. The old way of doing
business – selling products and relying on annual licence
renewals – is dying rapidly, as enterprises highlight their need
for security skills as much as products.
“These clients are now demanding more from their
suppliers. They want more bang for their buck in terms of
the products they buy, and they also want access to the skills
and services that sit behind these solutions. This means that
to leverage this demand, resellers will quickly have to adapt
to the ‘as a service’ model. For those that play their cards
correctly, this represents an enormous opportunity in the
security space,” he concludes.
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someone accesses all their information and
takes it away, their business can close down.”
mitchell says that despite efforts to educate
businesses about the risks, security is still very
much a grudge purchase in many firms.
Panda Security md Jeremy matthews says
part of the challenge is that as risks evolve –
and notably with the increase in ransomware
– there’s a financial shift that small businesses
aren’t used to and haven’t been prepared for.
“they’ve got to begin moving from
anti-virus (av) to end-point detection and
response-based security,” matthews adds.
“But that’s going to cost them a whole
lot more money, which is where you get
resentment. they’ve been used to an av bill of
a couple of hundred rand.”
attacks coming via mobile devices and
malware which evades traditional av
signature detection are on the increase,
but Smes aren’t prepared to spend, states
matthews, until after they’ve already been hit.

ANDreW
P o T g I e T e r,
Westcon-Comstor

The people problem

to a certain extent, a similar attitude can be
found in big businesses, even if it’s not at the
decision-making level. one of the big challenges
for security practitioners is that people are still
the weakest link. even though they know they
shouldn’t click on that e-mail attachment, they
do. company security policies are easily ignored
in the 'bring your own device' age.
craig rosewarne, md of Wolfpack
information risk, says the best approach
he’s come across when it comes to raising
awareness and educating around risk is to talk
about people, not policies.

“Ninety percent of spending is still going on
perimeter solutions, whereas the attacks today
are on user identity or application space, because
that’s the easiest way to get to the data.”
Simon mccullough, F5 networks

PAu L
B e Y L e V e L D,
Cisco

MAesoN
M A H e r r Y,
LAWtrust
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“Even though in
some areas we might
compete, when we're
thrown together we
work quite happily.
We're a like-minded
community”
Maeson Maherry, LAWtrust

“Once you explain that it’s about them and
their friends and their families, and protecting
themselves, they get it,” Rosewarne says.
“They stop pushing back and understand why
they need security.”
Cisco’s Paul Beyleveld, a consulting systems
engineer with the EMEAR security engineering
team, concurs. “Once you explain that it’s their
grandmother’s pension fund, or the photos on
their laptop that might be at risk, it suddenly
becomes real. If it’s a big company and the
company tells you to do x,y and z to comply
with policies, it’s just another thing that you
do grudgingly.”
The panel agrees that education should
be a priority. Lutz Blaeser, MD at Intact
Software Distribution, says it should start as
early as possible.
“It starts at school level,” Blaeser says. “If
you provide the education department with
tools they can secure their infrastructures
with, and let the children learn about the
necessity around security, it'll grow up
automatically around them.”

Incoming legislation

On the whole, the panel broadly supports
incoming legislation such as PoPI and
the Cyber Crimes and Cyber Security Bill.
Tarsus’ Rogers says that the Cyber Crimes
Bill provides a necessary framework for
prosecution, which will not only bring
criminals to justice but also – along with new
obligations to disclose security breaches to
customers – helps raise awareness of issues.
“I still have concerns about our ability to
enforce,” Rogers says. “There’s issues like
our ability to protect an environment such
that you can build a case around it. You
have a conflicting pressure if there's been a
breach, you want to get back to business as
quickly as possible. You want to minimise the
damage and get back up and running. That’s a
conflicting requirement to protecting forensic
evidence for a prosecution.”
Concerns about enforcement go even deeper
through the industry. The Cyber Crimes Bill,
for example, calls for a co-ordinated hub and
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task force, but the skills required are currently
in desperately short supply within the police
agencies (outside of forensics).
“It’s going to take a while before we can
build up those capabilities,” states Rogers.
“It took 11 years just to get that document
[the second draft of Cyber Crimes] together,”
agrees Fryer.
Outside of criminalisation of cyber security
offences, legislation is having some effect.
“Last year, we had talks to the boards of
12 big companies, and we thought that was
brilliant,” says Rosewarne. “Normally when
you get to the CIO you’ve got to the top. But
we realised it wasn’t that the board members
wanted to be there, it was because they
were forced to be there. Especially in the
financial sector. Although we spent a lot of
time with them, they were doing it purely
for compliance. They’re concerned, but it’s
very reactionary to PoPI and the auditing
requirements of King IV.”
One area of disappointment with
government approaches so far is the
lacklustre attempt at industry co-ordination.
O’Reilly points out the huge amount of
collaboration and data sharing that goes on
between big vendors and their security hubs
overseas, and laments how little happens
locally. An industry-wide security alert service
is mostly unused, for example, and there’s
little real research that comes out of South
Africa on the subject.
“Even for those around the table,” says
LAWtrust founder Maeson Maherry, “how often
does this kind of thing happen? It starts with a
willingness to get involved with these things.
Even though in some areas we might compete,
when we're thrown together we work quite
happily. We're a like-minded community.”
The proposed cyber security hub in the
Cyber Crimes Bill could be a catalyst, says
Beyleveld.
“The thing we need to be mindful of is that
security is a hot topic at the moment, there's not
been as much buzz in the marketplace since the
Y2K bug,” Beyleveld says. “We have channels to
take advantage of that, through social media,
but on our personal levels, are we uploading
videos, are we participating in science, maths
and technology education? We're all busy, we're
all running from dawn ‘til dusk fighting fires. We
struggle to sit down and formulate a plan and
take an approach. There could be an approach
via the cyber crimes hub to get academics
involved and formalise processes.”

Skills gap

It’s not just police and educators struggling
with skills, however; there’s a critical shortage
of security specialists industry-wide. The good
news, says Rosewarne, is that there’s now
more interest in security training than before,
because it’s being seen as an exciting career
rather than the dull sibling of app development.
He dubs it the ‘Mr Robot effect’.
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King’s ransom
Throwing all of our discussion into sharp relief, a week after the roundtable took place the
massive, unprecedented and hugely disruptive global ransomware attack that our experts
predicted in conversation happened. From motor manufacturers to national health systems,
an exploit derived from a leaked NSA tool shut down hundreds of thousands of computers
across the world.
Many were running Windows XP and Windows 7, which weren’t patched against the
exploit, others simply weren’t updated.
“We have to change who we're addressing,” Panda’s Jeremy Matthews says. “Ransomware
has changed the dynamic completely. Ransomware is defining the business.”
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“Security as a Service
is the only way to to
go. Security needs
skills, and you need
the right attitude to
develop the skill.”
Richard Broeke, Securicom

There’s still not enough skills to go round
though, and the concern for government is
that the private industry can afford to spend
more on recruitment.
“I was at an RSA conference recently,”
says Maherry. “There were about 40 000
developers there, and it seemed as though
one half were just there to try and recruit the
other half.”
The beneficiary of the skills shortage is
the growth of 'Security as a Service'. From a
channel perspective, it’s often the only choice
available.
“What we're noticing is the IT support
jack-of-all-trades guys have seen the security

mi k e R o g e r s,
Tarsus SecureData

opportunity, but they can't find the skills to
exploit that themselves,” says Richard Broeke,
GM of Securicom. “So they look for a managed
provider, and they're hitting that SME, sub2000 seat market, that's really where the
opportunity is.”
“Security as a Service is the only way to
go,” Broeke continues. “Security needs skills,
and you need the right attitude to develop
the skill. Not everyone can be a policeman, it
needs a special kind of personality, a special
kind of mindset. You need the same kind of
mindset to be in the cyber security world.
Whereas pretty much anyone can learn how
to install Windows or fix Outlook."
Westcon-Comstor's director: security
practice, , Andrew Potgieter, agrees. “The old PC
engineer job, which flooded the market, came
to be seen as what a career in IT was,” he says.
“But it's completely different and the majority
can't migrate to security, because the mindset
is different. Which is why in our managed
business, we're doubling business year on year.”
In summation, then: few skills, not enough
collaboration and lack of faith in the public
sector’s ability to deliver on the most
promising parts of new legislation leave South
Africa – and we’re by no means unique –
unprepared for the next generation of threats.
But behind that, exceptional talent and
understanding does exist within our security
sector, the right tools in Security as a Service
to help, and a willingness to come together to
meet the challenges we face.
Let’s hope that willingness can be
capitalised on in the future.
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The modern Matrix
every geeks’ favourITe Corner shoP Is geTTIng a
makeover, and IT’s more Than skIn deeP.

BY BY adrian hinchcliFFe, With
contriBution From nataSha meintJieS
PHoTogrAPHY Karolina Komendera

W

ith nearly 90 outlets, matrix
Warehouse is one of the largest
privately-held it retailers in South
africa. thanks to its nationwide footprint, it
has a brand that many shoppers recognise.
now its stores, along with the red and black
striped logo, are undergoing a refresh to a
more contemporary, ‘industrial’ look and
feel. this rebooted image moves away from
the small independent computer store
appearance, created in the early 2000s, and
is more befitting of a national player seriously
competing against today’s mass-market
technology chains.
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“We’re creating a fresh look to re-energise
the brand and bring it to top of mind in the
market, so that when someone thinks of it
components, matrix is their first point of call,”
says nola rae, director, matrix Warehouse.

Close to home

matrix began this journey by redeveloping
the 1 050m² flagship store, situated below its
head offices in alberton. rae says the aim was
to create an interactive retail space where
customers could touch, feel and experience
the products through demo displays.
a market segmentation model has also been
adopted. “We've created three focus areas.
‘Work’ is aimed at the person on the street
and Smes looking for productivity. ‘Play’ is Pc
gaming, which we believe is a big opportunity,”
says Jo-ann els, director, matrix Warehouse.

the last area, ‘tech’, is the ‘tech terminal’
– similar to apple’s genius Bar – where
customers can bring in machines for repair
and customisation and have technical queries
answered. the company is putting a lot of
energy into assisting and supporting customers
to provide a competitive differentiator.
“With retail being under pressure, pricing
is important, but we’d rather differentiate
ourselves by creating a sense of value for our
clients, and post-sales support is a big part of
that,” els says.

Bricks or clicks

that advice-driven differentiation feeds into
the online strategy too. “We've got a lot of
online competition with regards to gaming,
so we have to differentiate ourselves. online
shopping is a growth area, but we can't shoot

the matrix Warehouse ﬂagship store, Alberton

THe fouNDer’s sTorY
matrix Warehouse was started by Justin
Lowe in 2000 on a wing, a prayer and
r5 000 borrowed from a friend. He saw a
gap in the market: the only main player in
the PC peripheral space at the time was
Incredible Connection. the company has
grown from a single 80m² store with a
mere four staff in Alberton to 88 stores
countrywide, and a headcount of more than
520. the company is targeting to expand by
at least ﬁve stores a year, every year.
Lowe is semi-retired and has moved
to Australia, but is still involved in the
business. Nola rae and Jo-Ann Els, who
collectively hold 40% stake, run the business
operationally.

ourselves in the foot, as we've still got bricks
and mortar and have to maintain a balance
between the virtual and physical stores.
customers can come into a store and ask
questions, which is more difficult in an online
purchase situation. this will be especially
important for Pc gaming as new users get into
this area. client service and interaction is the
biggest thing we have to focus on,” says rae.

“online shopping is a growth
area, but we can't shoot
ourselves in the foot, as we've
still got bricks and mortar and
have to maintain a balance
between the virtual and
physical stores.”
nola rae, matrix Warehouse
So how do you do that across a
nationwide business? “there's buy-in from
top management down, which creates a
lot of momentum. We also have regular
interaction and training sessions with our

branch managers to ensure the
service ethic remains within
our stores,” adds els.
a challenge remains,
however; the franchise model
that’s been responsible for
much of the brand’s national
spread has the potential
to scupper the strategy.
approximately 75% of matrix
stores are franchises, which
makes brand-refresh and
control over the customer
experience more difficult. how
will everything be rolled out to a standard
level?
“With the store refresh, our plan is to get
the majority of our own branches upgraded
initially in order to get the costs pinned down
Q2 2017 |
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N o L A r A e (left)
and j o - A N N
e L s (right), matrix
Warehouse

and measure the impact on the business and
sales. this will give us a clearer indication
of roi for the franchisees. We're currently
undergoing a soft launch where signage is
being updated so the new brand can be seen
all over the country. From the beginning of the
next financial year, the franchises will start
rolling out the new look,” els says.

Handing over the experience

rae says matrix supports the franchisees with
training around general business principles
and service levels. “the biggest thing we have
to get over is that clients don't know, or want
to know, if it’s a matrix-owned branch or a
franchise. We need to ensure that wherever
clients shop, they have the same kind of
experience.”
to achieve this, a franchise manager
regularly visits all stores, and completes an
evaluation in line with head office standards,
with a period given to resolve any issues. “With
the store refreshes, we're also introducing a
merchandising team to assist with layouts
of the stores. in our own new stores, we’ve
worked closely with the vendors to create

LoWe’s LoWDoWN for
groWTH
areas for them instore, and that’s either ‘paid
for’ space, or demo stock, so it's beneficial to
the store and to the vendor. We want to have
the matrix brand shout loudest, but focused
areas and designated shelf space give the
vendors value too. the vendors are very excited
about the rollout because of the footprint it
gives them in the business,” says rae.
the vendor strategy has also been
revamped. intended to change the perception
created by matrix’ former strategy of bringing
in cheaper ‘imported’ brands, the company is
now refocusing on the high-end brands, such
as dell, hP, and mSi and nvidia. “We want
to supply to the broader market, but also
ensure the brands we carry all have the right
reputation. managing stock is also important,
so we’ve streamlined to include a lot more
locally sourced products. our focus is now to
lower import levels and source more from
locally-driven distributors, which is better
from an inventory perspective,” says els.
“We're also developing matrix brand
products and have started stocking matrix
brand keyboards, mice and a desktop case
and cabling,” she adds.

justin Lowe shares four top tips for building a
strong IT retail business:
• staff are the most crucial tool in the
business. the most difﬁcult part of growing
a company is making staff believe in you
and your vision.
• Create a company culture that embraces
team work, recognition for hard and good
work, mentors staff and creates a family
environment.
• It’s important to monitor industry pricing
but creating a customer experience so
there’s a value offering and not just a
product sell is vital.
• Understand what the customers' needs
are and keep up to date with all new
developments in the It sector. make sure
you're always ahead of the curve.

the company is hoping that the reboot
of the matrix brand symbolises a renewed
confidence in the products it sells, a
defined market segmentation, a renewed
vendor strategy and generates competitive
differentiation through customer service and
experience.
Q2 2017 |
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Sage announced the winners of its Business Partner awards 2017 for africa at
its Sage Summit tour in Johannesburg. Winners were rewarded and recognised
for outstanding performance in the service of customers, and recommending and
acting as advocates for Sage.

Winners

overall sage partner for 2016 – Parity
software

Most growth – synergerP

Most significant project of the year –
Aptronics

scale-up development partner of the year –
Norming software

other winners

a list of selected winners by product and region
Best SmB partner of the year:
first Technology Cape Town
Sage evolution partner of the
year - Sadc 2016: Chips enterprise
solutions
Sage evolution partner of the
year - east africa 2016: Pinnacle
Integrated Technologies
Sage evolution partner of the
year - West africa 2016: softcodes
International
Sage Pastel accounting partner
of the year - Sadc 2016: Chips
enterprise solutions
Sage hr & Payroll partner of the
year - Sadc 2016: omni Africa
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Sage hr & Payroll partner of the
year - east africa 2016: gravity
solutions
Sage hr & Payroll partner of the
year - West africa 2016: A g L
Consulting
Sage hr & Payroll - rookie of the
year – 2016: Mucheki Consulting
Sage Pastel Payroll & hr partner –
Sadc: Chips enterprise solutions
Sage Pastel accounting forum
partner - South africa: Wayne
Hooper
Sage 300 partner of the year Sadc 2016: AccTech systems

Sage 300 partner of the year - east
africa 2016: Binary systems
Sage 300 partner of the year West africa 2016: AccTech erP
Sage crm partner of the year –
2016: Lorge Consulting services
Sage X3 People partner of the year
– 2016: Parity software
Sage X3 partner of the year - Sadc
2016: Parity software
Sage X3 partner of the year - east
africa 2016: greytrix India
Sage X3 partner of the year - West
africa 2016: AgL Consulting
Sage X3 rookie of the year – 2016:
Mucheki Consulting

Movers and shakers

INDUSTRY

Keeping you up to-to-date with some of the recent industry appointments
compiled by Simon Foulds PHOTOGRAPHY Various

Riverbed’s new regional
director

Westcon’s new CEO

Riverbed Technology has appointed Roma Smith
as regional director for Sub-Saharan Africa.
Smith will be responsible for leading the sales,
technical and channel management teams in
the region. She will play a key role in meeting
the company's business goals within the region
and strengthening the company's reputation for
service, delivery and support to channel partners
and enterprise clients.

Westcon-Comstor Southern Africa has appointed
Dimension Data MEA’s current CIO, Rakesh
Parbhoo, as its new CEO. Effective 1st August
2017, Parbhoo will replace Guy Whitcroft,
who held a 12-month contract as interim CEO.
Originally joining Dimension Data in 1998 as a
product manager, Parbhoo has subsequently
held a number of positions, including MD for
Dimension Data East Africa, and executive for
Emerging Markets outside of South Africa,

SYSPRO appoints new MD for
Africa

Changes at BCX

ERP provider SYSPRO has appointed Mark
Wilson as its new MD for Africa. Wilson has over
20 years’ professional experience within the IT
industry, having held various executive roles and
positions in the Middle East, India and Africa.
Wilson says: “I’m looking forward to growing
the customer base as well as the channel by
empowering SYSPRO’s channel partners so we
can grow together and improving the overall
service experience for our customers, bringing the
best solutions to new and existing customers.”

Ian Russell has been appointed as CEO of BCX,
taking over from Isaac Mophatlane. Russell,
who comes from BCX’ parent company Telkom,
where he was chief administration officer and
chief procurement officer before that. He has
previously worked at SAB, Absa and Barclays
and has held numerous senior positions including
heading up IT related divisions. Russell’s
areas of specialty include technology change
management, operations management and
strategic sourcing.

New CEO at EOH

Zunaid Mayet has been appointed group CEO of
EOH following the resignation of Asher Bohbot,
founder and former CEO of EOH. Prior to this,
Mayet was CEO of EOH’s Industrial Technologies
division, a business he started six years ago. He
joined EOH eight years ago after spending many
years with a global technology and engineering
group, fulfilling various leadership and executive
leadership roles in Europe, Asia and South Africa.

SAS says ‘Hello Zuko'

Zuko Mdwaba has been appointed GM for SAS
South Africa, taking over from Desan Naidoo,
who has been promoted to VP for the Africa
region. Mdwaba joined SAS in May 2016 as GM
for the commercial business unit. After eight
months in this role, Mdwaba helped SAS exceed
its annual sales targets by over 30% and was
inducted into the President's Club.
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thoughts

Kick-starting
IoT
Has the cart uncoupled from the
INTERNET OF THINGS horse?

BY Jonas Bogoshi, Channel director, SADC, Dell EMC

B

usinesses have a lot to contend with –
demand for the Internet of Things (IoT)
among consumers has been dramatic.
The enterprise market, on the other hand,
has been slower to adopt, mainly due to
security concerns and difficulty integrating
with existing infrastructure. However, new
research shows that the broader adoption of
IoT among enterprises is gaining momentum.
Every day, companies around the world are
coming up with new and innovative ways of
exploiting opportunities brought by connected
‘things’. So much so, that when we polled UK
channel solution providers, we found that the
majority believed their customers’ business
models will be impacted significantly by IoT
in the near future, if they weren’t already. A
great opportunity for the channel, or so one
might think at first glance.
It’s evident from the data that the potential
impact of IoT depends heavily on the
sector, as participants have indicated fewer
opportunities for IoT implementations with
professionals in certain industries.

Adoption patterns

According to the participants, the top five
fastest adopting sectors are: technology,
picked by 41% of respondents, then retail,
banking and finance, manufacturing, and in
fifth place, services, selected by just 22%.
Interestingly, the slowest adopters include
the healthcare, insurance and pharmaceutical
industries, the public sector, and finally, oil and
gas utilities.
There's an opportunity for channel IT
solution providers to drive growth, especially
in those sectors that have been slower to
adopt IoT. In many cases, however, this will
involve working closely with industries where
governance and legislation are traditionally
more complex, such as healthcare, energy and
transport. Additionally, in these sectors, the
heightened awareness around the scale of
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personal information and data collected will
only increase with the adoption of IoT. It’s not
surprising to see slow burn in sectors where
there’s more ‘red tape’ and a greater emphasis
on demonstrating return on investment.
Other industry sectors also generate more
complexity, such as rail, oil and gas, as they
require certified engineers to implement new
technologies. Many of the solution providers
in the survey believed that such regulatory
complexity significantly continues to delay the
deployment of IoT within these sectors. Lower
adoption rates drive a self-perpetuating cycle,

time to think about how they market their
value-add, finding it easier to simply respond
to demand from the everyday requests of
customers who want to use IoT. However,
looking at the adoption patterns, it's clear that
in the coming months, we will see a broader
opportunity start to be captured.
The research identifies a significant increase
in channel reseller revenues from enterprise
customers looking for IoT solutions. Looking
ahead, the predictions are certainly positive –
some 76% of resellers are experiencing sales
uplift thanks to customers demanding IoT,
with the majority claiming revenue
increases of up to 30%.
From the research, it’s clear IoT
represents a significant channel
opportunity for business growth
and expansion, especially for
those who can build a platform
as proactive and trusted advisers
in the implementation and
management of new infrastructure
and enterprise protocols. Those
channel partners who think about the
customer needs and growth opportunities
that can be solved with IoT will contribute
to positive development in their chosen
sectors. As appetites increase, particularly
from the ‘laggard-sectors’, they will be able to
provide trusted advice and tailored solutions
to reduce the complexity and apprehension
around adoption.
Ultimately, it’s about the customer and
businesses will need to adopt future-enabled
technology in order to prevent the end-user
from losing out.

“There is an opportunity for
channel IT solution providers
to drive growth, especially in
those sectors that have been
slower to adopt IoT.”
as technologies can’t prove themselves in the
market until adoption is more widespread. It’s
important that these sectors don’t get left
behind and this represents an opportunity
to help those companies better understand
and realise their vision of IoT-enabled
infrastructure.

Reactive go-to market

The sheer speed of change isn’t just affecting
the sectors mentioned. The IoT revolution
is happening at such a rapid pace that in
some cases, IT solution providers haven’t had
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