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ed's note

The new partner
Gazing out over the open plan office and
his staff occupying themselves with the
business of selling, the country manager of a
large software vendor in South Africa put it
like this: “Everyone, including me, is chasing
a number”.
Selling technology appears to be getting
harder, and the buyers are nowadays more
informed and will arrive at the door of the
vendor knowing what they want. And the
way technology is bought and consumed is
also changing.
First, some predictions, from Gartner,
to keep in the back of your mind: as early
as next year, a quarter of all enterprise
software sales will be carried out through
buyer self-service, up from less than 10%
in 2017. By 2021, 65% of SaaS and IaaS
spend will go directly through the technology
providers or marketplaces, meaning that
40% of the resellers around today will leave
the market.

All this means there’s going to be some
changes as buyers get used to these
new go-to-market methods. Many of the
sales, marketing and product management
practices that technology service providers
have relied on will probably not work in this
new environment.
And it is on these shifting sands that the
channel now finds itself.
The way Forrester Research’s Jay
McBain puts it, partners are leveraging
new platforms in multi-cloud environments
and hybrid ecosystems. He says chief
marketing officers are now spending more
on technology than CIOs, and successful
partners are now focussing their efforts on
these new buyers.
He also predicts the end of the tiered
‘metal’ partner programmes, which only
created complexity in the ecosystem and
left vendors scratching their heads about
how to increase the size of the deals and

move these partners up the rankings.
McBain imagines a different world in
which partner programmes are ‘wrapped
around the customer’, with different partner
providing different services.
These ‘new partners’ are helping the
customer navigate their way through this
increasingly complex world.

Matthew Burbidge
Editor
matthew@itweb.co.za
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There’s no denying it
The cloud has become part of
the new business landscape.
And it shouldn’t surprise you
to learn that it’s only going to
get more popular as time
goes on. If you want to
stay current and
keep your business
growing, you’ll
have to adapt.
Have you started
looking at your
options?

Contact Axiz to find out how we can help your company
transform to the Cloud, compliantly and cost effectively with
Microsoft Azure. For all cloud queries, contact
MicrosoftCSP@axiz.com or Traci.Maynard@axiz.com or call
011 237 7128.
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market Watch

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

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

International deals

• Accenture has been busy on the acquisition trail. Since we
last published, it has acquired: Zielpuls, a German technology
consultancy; Cirruseo, a pure-play Google Cloud services provider
in France; Spanish brand communications agency Shackleton;
Droga5, a United States-based creative agency; Netherlands-based
Storm Digital, a full service digital marketing agency; Enterprise
System Partners, an Ireland-based consulting and manufacturing
services provider for the life sciences industry; Hjaltelin Stahl, a
Danish creative agency; What If, a UK-based firm specialising in
brand and customer engagement, product innovation, and enterprise
innovation; and select assets from Caltec Scube, a Japanese-based
system development company.
• Alibaba acquired Israeli startup Infinity Augmented Reality, in
which it invested three years ago, and China-based Teambition,
a real-time collaboration management platform company. The
Chinese e-commerce specialist also made a $171 million investment
in Qutoutiao, a Chinese mobile content platform company, and
made a $693 million investment in STO Express, a Chinese courier
company.
• Amazon bought Canvas Technology, a robotics startup focused on
autonomous carts to move goods around warehouses.
• Apple acquired Laserlike, a machine learning startup.
• Atlassian bought AgileCraft, a collaborative-planning startup, for
$166 million.
• Equinix bought Switch Datacenters' AMS1 datacentre business in
the Netherlands for €30 million.
• F5 has acquired NGINX, an open source application delivery
company.
• Fidelity National Information Services purchased Worldpay, a
global payments firm, for $43 billion.
• GE has also sold most of its stake in Pivotal Software, reducing its
stake from 20.8% to 7%.
• In a deal worth $45 million, HCL Technologies acquired StrongBridge Envision, a digital consulting firm specialising in customer
experience strategy, business transformation, and change
management.
• IBM will shed the remainder of its marketing automation software
business in a deal with Centerbridge Partners, a private equity firm.
• Satellite operator Inmarsat has been purchased for $3.4 billion by
a private equity-led consortium, which includes UK-based Apax
Partners, US-based Warburg Pincus, and two Canadian pension
funds.
• Intel acquired Omnitek, a UK-based programmable chip technology
maker.
• A strategic partnership has been announced between Infosys and
ABN AMRO, the third-largest bank in the Netherlands, whereby
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•
•
•
•
•

Infosys will acquire 75% of the shareholding in Stater, a wholly
owned subsidiary of ABN AMRO.
Display panel manufacturer Japan Display, a supplier to Apple,
has been taken over by a Chinese-Taiwanese group, which injected
funds as part of a $2.1 billion bailout plan.
Juniper Networks bought Mist Systems, a wireless networking
startup, in a deal worth $405 million.
Larsen and Toubro bought Mindtree, an India-based IT services
firm.
Microsoft acquired Express Logic, which makes software for
Internet of things devices to accelerate IoT development for billions
of devices at scale.
NTT Security purchased WhiteHat Security to better support
customers on the digital transformation journey with application
security and DevSecOps capabilities.

Nvidia acquired Mellanox Technologies for
$6.9 billion, thwarting Intel's offer for the latter.
• NXP Semiconductors invested in Hawkeye Technology, a Chinese
self-driving technology company.
• ON Semiconductor acquired Quantenna Communications, which
produces high-performance WiFi solutions.
• Pure Storage purchased Compuverde, a developer of file software
solutions for enterprises and cloud providers.
• Salesforce purchased Salesforce.org, an independent non-profit
social enterprise, for $300 million.
• In a deal worth $80 million, SurveyMonkey bought Usabilla, a
Netherlands-based software firm that collects customer feedback
about website issues.
• Tech Mahindra made an 18.1% investment in Infotek Software and
Systems, and Vitaran Electronics.
• Veritas Technologies bought Aptare, a software company focused
on analytic solutions for hybrid cloud environments.
• Wipro acquired the Philippines-based personal care maker Splash
Corporation.

International developments

• Alibaba will pay $250 million to settle a US lawsuit for concealing
a regulatory warning about its ability to stop counterfeiting before it
went public in 2014.
• American Tower Corp has acquired Tata Teleservices' stake in
ATC Telecom Infrastructure.

• Apple is believed to have paid between $5 to $6 billion to settle its
various long-running legal disputes with Qualcomm.
• Under a new law Australia will fine social media and web hosting
companies up to 10% of their annual global turnover and imprison
executives for up to three years if violent content isn’t removed
‘expeditiously’.
• US activist investor Elliott Management Corporation has revealed a
€1.2 billion stake in SAP.
• Fortinet has agreed to a $545 000 settlement, after acknowledging
that a former employee had product labels changed to make items
appear compliant with Federal procurement law.
• General Electric will spin off its GE Digital business into a standalone
industrial IoT company. GE has also reached an agreement to sell a
majority stake of ServiceMax, its field service management software
that was part of GE Digital, to private equity firm Silver Lake.
• New EU copyright legislation means Google, Facebook and other

Google has been fined €1.49 billion by the
European Union for limiting how some
websites could display ads sold by its rivals,
the tech giant's third anti-trust penalty from
the block since 2017.

•
•

•
•
•
•
•
•

online platforms will have to sign licensing agreements with
musicians, performers, authors, news publishers and journalists to
use their work, and filter out protected content.
Huawei Technologies has sued the US government, saying a law
limiting its US business was unconstitutional, ratcheting up its fight
back against a government bent on closing it out of global markets.
A security breach at Instagram could be worse than initially feared,
with more passwords stored in plaintext on its internal servers
than were originally reported, and a report that its ‘unintentional’
uploading of 1.5 billion users' email contact data without their
consent may have broken US and EU laws.
Kaspersky Lab filed an anti-trust complaint with the Federal
Antimonopoly Service, in Russia, against Apple, alleging the tech
giant's new App Store policy creates monopolistic conditions.
Microsoft has filed a lawsuit against Foxconn parent company
Hon Hai, alleging the latter failed to comply with a patent licensing
agreement from 2013.
NTT is set to open its international headquarters in London as part
of the plan to expand its global presence.
PayPal made a $500 million investment in Uber.
Plantronics is changing its name to Poly.
Samsung Electronics plans to invest $116 billion in non-memory
chips through 2030, to cut its reliance on the volatile memory
chip market and develop chips to power self-driving cars and
AI-enabled devices.

Samsung Electronics plans to invest $116
billion in non-memory chips through 2030, to
cut its reliance on the volatile memory chip
market and develop chips to power self-driving
cars and AI-enabled devices.
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• Siemens filed the most patent applications in Europe last year,
pushing China's Huawei into second place, according to the
European Patent Office.
• Softbank made a €900 million (5.6%) investment in Wirecard,
the German payments company, and a $125 million investment
in Loon, Alphabet's venture to put cellphone antennas in the sky.
• Spotify has filed a complaint to the anti-trust arm of the
European Union, alleging that Apple, in recent years, has abused
its control over which apps appear in its App Store.
• Twitter and Facebook have nine months to comply with data
laws by ensuring Russian user data is stored on servers located
in Russia.
• VMware has announced a $100 million, five-year investment to
develop technology talent across the EMEA region.
• Xerox is to implement a structure in which the printer maker
will become a wholly owned unit of a new holding company.

Local deals

• Global podcasting company Acast has acquired Pippa, a podcast
technology firm founded by South Africans based in the US.
• Dynamic Technologies bought IndigoCube, a software services
provider.
• Huge Networks and its wholly-owned subsidiaries acquired
Otel for R43.5 million, culminating in the merger of Huge
and Otel.
• Sabvest made a 30% investment in Revix, a digital assets
platform offering diversified cryptocurrency bundles similar to
index funds prevalent in mainstream investing.
• SystemLogic, a global financial innovation and technology
company, acquired Kagiso Media-owned data analytics company
Knowledge Factory.

Local developments

• Altron has partnered with analytics company SAS to target the
South African public sector.
• DMP South Africa, the local branch of the European data
management company DataManagement Professionals, launched
its datacentre in SA.
• Web-hosting company GoDaddy has launched in SA.
• Microsoft SA has officially opened its local datacentres.
• MiX Telematics, together with some other fleet telematics
solution providers, has been charged by the Competition
Commission for allegedly engaging in cartel conduct.
• Indian-based consulting and solutions integration company
Nihilent has opened a user experience lab in SA.
• STOA Infra & Energy made a 23% investment in South African
open access fibre network operator, Metro Fibre Networx.

African developments

• CDC Group made a $180 million (8%) investment in pan-African
telecommunications operator Liquid Telecom.
• Econet Wireless Zimbabwe acquired MTN Group's 53% stake in
Botswana's Mascom for $300 million.
• Google has opened an AI centre in Accra, Ghana.
• MTN Nigeria Communications has completed its conversion
from a private to a public company, which is a legal requirement
and key milestone in the preparation for MTN's listing on the
Nigerian Stock Exchange.

ADVERTORIAL

BE AN ETHICAL
CORPORATE
CITIZEN
TRACI MAYNARD,
Microsoft Executive
at Axiz

Following the news earlier this year of major ructions in the channel between a vendor and a
distributor, related to a potentially corrupt government tender, it’s vital that channel partners are
made aware that they have to consistently follow good business practice.

A

ccording to Traci Maynard,
Microsoft Executive at Axiz,
this highlights just how
important it is for distributors
to be fully cognisant of the vendor’s rules
and how these are applied.
“It’s common business practice for a
partner to work with an end-customer
to fulfil a business need, which will
include a vendor’s software or hardware
technology. This typically means that the
partner reaches out to their distributor
for a quotation – one which the partner
wants elevated to the highest vendor
contact – to ensure that the deal is the
very aggressively priced,” she says.
“Once the quote is in hand, the partner
then adds their margin, including for their
services, in order to place themselves in
the best position for winning the client’s
business. A round of quotes can be
provided to the end customer and then,
as is customary, a decision is made
around which partner wins the business,
based on the RFP criteria.”
While this sounds easy, we have to ask
at what point do we, as businesspeople,
drive the request for more discount from

all the parties in the chain? After all, the
vendor needs the dollar revenue, the
partner’s business needs the work and
the end-customer wants to improve
their business with the new technology
they’ve decided to purchase.
“The problem that arises is that
sometimes one may find oneself in a
position where achieving business
success seems to be in conflict with the
maxim of ‘doing the right thing’.”
Sometimes, says Maynard, a practical
choice feels like it may not be the most
ethical one.
“The dynamic nature of the business
environment means it is normal for us to
face such situations, it can create issues
if you are uncertain what to do.”
“My advice here would be to follow your
company’s code of conduct, which is a
set of principles designed to eliminate
the impact of bribery and corruption
on a business. Remember that South
Africa continues to face high levels of
corruption, so one must be sure to follow
good governance practices at all times.”
Maynard adds that the King IV Report
on Corporate Governance makes

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

everyone aware of what is expected of
them as a business. In the case of Axiz
– a South African IT distributor holding
many international vendor contracts – the
company’s compliance is paramount to
its relationship with these vendors.
“Our role in the channel is to be
compliant. By default if we are compliant,
our partners are compliant, which is why
we regularly complete ethics and integrity
training as part of our vendor contracts.
In addition, our own internal ethics
awareness is a core pillar of our employee
code of conduct.”
“When it comes to business ethics,
my final word of advice relating to
potentially unethical deals is to always
watch out for the word ‘excessive’.
Requests for ‘excessive’ discounts,
leading to ‘excessive’ commissions,
should be viewed as a massive red flag.
Ultimately, it’s crucial for distributors
to always support fair and open
competition by complying with all laws
and regulations related to procurement,
tenders and bids. It’s our responsibility
as ethical corporate citizens,” she
concludes.

A GOLDSTuCK
GLIMPSE

Tech companies must take risks
Tech companies pulling out of emerging
markets in times of instability send
the wrong signal.
In the first quarter of this year,
the star performer across Dell
Technologies regional divisions
was the Middle East, Turkey
and Africa (META), which
grew by 20% during a period when numerous
multinational technology companies were pulling
back from emerging markets.
More significantly, it increased its 5
000-strong workforce in the region by 900
employees in the past year, according to
Mohammed Amin, Dell’s senior vice president for
the territory.
“Some of our competitors closed down in the
region or reduced investment or headcount,” he
said. “The acquisition of EMC gave us a huge
opportunity to serve our customers. Many large
customers already wanted to consolidate their
vendors, so it was great thing for them when we
came together.”
The company recently reported its first
quarterly results since relisting on the stock
market following the record $67-billion
acquisition of storage giants EMC. Revenue for
the quarter reached $21.4-billion.
Speaking at the recent Dell Technologies
World expo in Las Vegas, which drew a record
15 000 paying delegates, Amin said: “We
never pull back because of a short-term
situation. This is one of our secret sauces.
Companies trust that we will be there in good
times, but also in tough times.”
Company founder and CEO Michael Dell said
in an exclusive interview that the company’s

I
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rapid growth in Europe, Middle East and Africa
(EMEA), which outpaced that in the rest of
the world, was a direct result of the massive
opportunity in the region.
“Ultimately, we’ve invested where there has
been opportunity,” he said. “The EMEA region
has been a great performer, with fantastic
capabilities and great teams. We’ve given the
team a lot of resources, and customers have
responded. It’s a familiar story, because it has
also happened in other regions.”

“If you don’t take risks,
you won’t innovate and
you won’t succeed.”
Michael Dell
The company also recorded its fifth
consecutive quarter of growth in PC shipments,
led by the EMEA region, during a period that saw
continual decline in PC sales globally.
“We’ve all learned that you have to evolve
and change what you’re doing to stay relevant.
We’re significantly differentiated relative to our
competitors, and our partners see that.”
The biggest risk in the region, Dell stressed,
would be not taking risks.
“To me, risk goes with innovation and
success. So you have to take risk. Inside many

big corporations people talk of risk reduction
and risk management but, if you don’t take risks,
you won’t innovate and you won’t succeed. It
doesn’t mean all risks will be successful: you
have to learn quickly, use data, understand what’s
working and make adjustments as you go.”
The company also appears to be
differentiated by its response to political
uncertainty, which has been a factor in some
competitors pulling back from emerging
markets.
The trust of customers, Dell confirmed, was
at the heart of the company’s success: “To
continue winning their trust, we have to keep
reinventing ourselves all the time. That is built
into our culture.”
The South African market saw strong
performance, propelling the country into the
top 10 of Dells’ global Digital Transformation
Index, which measures business
readiness to compete digitally.
According to Doug Woolley, general
manager of Dell Technologies in
South Africa, the company holds
just under 50% market share in
storage hardware, around 40% in
servers, and about 22% in personal
computing.
“We’ve got a very strong market
share position, but I’m less worried
about share than how to help customers be
competitive,” he said. “It’s about how do you
help customers transform. The share looks
after itself if you look after customers.”

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

Figuring it out

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

What’s up?
Software spend is
the fastest growing
technology sector
in the MENA region,
increasing by 11%
year-on-year to a
record high of $6.2
billion in 2018,
says Gartner.

Worldwide tablet
shipments totalled
37.15 million
units in Q1 19,
down 12.9%
sequentially, but
up 13.8% on yearon-year, according
to Digitimes
Research.

The global market for
gaming desktops,
notebooks and monitors
is expected to grow 8.2%
year-on-year in 2019
to 42.1 million devices
shipped, according to IDC.
The market is expected
to balloon to 61.1 million
units by 2023.

Worldwide spending
on securityrelated hardware,
software and
services is forecast
to reach $103.1
billion
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In 2018, worldwide
IT services revenue
crossed the
$1 trillion mark,
says IDC.

The global market for
smart home devices
is expected to grow
26.9% year-over-year
in 2019 to 832.7 million
shipments, predicts IDC.

Worldwide spending
on artificial
intelligence
systems is forecast
to reach $35.8
billion in 2019, an
increase of 44%
over the amount
spent in 2018,
according to IDC. .

Fixed broadband
subscriptions in
Sub-Saharan Africa
are estimated to be
6.6 million and are
expected to grow
up to threefold by
2023, according to
Ovum.

According to a new ICASA
report, SA's smartphone
penetration has nearly
doubled in the past two
years, and is now sitting at
over 80%.

The installed base
of storage capacity
worldwide will more
than double over the
2018-2023 forecast
period, growing to
11.7 zettabytes in
2023, says IDC.

Worldwide
revenue for big
data and business
analytics solutions
are forecast to reach
$189.1 billion this
year, an increase
of 12% over 2018,
according to IDC.

The worldwide public
cloud services market is
projected to grow 17.5%
in 2019 to total $214.3
billion, up from $182.4
billion in 2018, according
to Gartner.

The value of
blockchain in the
financial sector
reached $1.9 billion
in 2017, according
to IHS Markit, with
revenues projected
to reach $462
billion by 2030.

Worldwide spending
on blockchain
solutions is
forecast to be nearly
$2.9 billion in
2019, an increase
of 88.7% from the
$1.5 billion spent
in 2018, according
to IDC.

The worldwide
server market
continued to grow
through 2018 as
worldwide server
revenue increased
17.8% in Q4 18,
while shipments
grew 8.5% yearon-year, according
to Gartner.

The worldwide market
for wearable devices,
now inclusive of wireless
headphones with smart
assistants, is forecast to
grow 15.3% over the
previous year to 198.5
million units in 2019,
according to IDC.

Globally, there were
more than 150
million malware
attacks in Q1 this
year, representing
an average of 1.6
million attacks
per day; that’s an
108% increase
over Q1 2018, says
Kaspersky Lab.

What’s down?
Smartphone vendors shipped
a total of 310.8 million units
in Q1 19, which marked the sixth
consecutive quarter of decline,
according to IDC. In 2018,
smartphone shipments dropped
4.1% over 2017.

Worldwide sales of
semiconductors totalled $96.8
billion during Q1 19, a decrease
of 15.5% over the previous
quarter and 13% less than the
first quarter of 2018, according
to SEMI.

Worldwide notebook shipments
are forecast to decrease 12.9%
sequentially in Q1 19 as vendors
are still seeing some unfulfilled
demand created by the CPU
shortages, according to Digitimes
Research.

Worldwide PC shipments
totalled 58.5 million units in Q1
19, a 4.6% decline Q1 18, says
Gartner.

What else?
Worldwide IT spending is projected to reach

$3.79 trillion in 2019, an increase of 1.1% from last year,
says Gartner. The datacentre systems segment will experience the largest
decline in 2019 with a decrease of 2.8%, driven by lower average selling
prices in the server market. Meanwhile, enterprise software sees the biggest
incline this year, driven by the shift to cloud-based Software-as-a-Service
models.

Worldwide shipments of devices, PCs,
tablets and mobile phones are on pace
to reach 2.21 billion units in 2019,
exhibiting flat growth year-over-year,
according to Gartner.

Worldwide IT spending forecast (US$ billions)
2018
2018
spending growth
(%)

2019
2019
2020
2020
spending growth spending growth
(%)
(%)

Datacentre systems

210

15.5

204

-2.8

207

1.7

Enterprise software

399

9.3

427

7.1

462

8.2

Devices

667

0.3

655

-1.9

677

3.5

IT services

982

5.5

1 016

3.5

1 065

4.8

Communications services

1 489

2.1

1 487

-0.1

1 513

1.7

Overall IT

3 747

4.0

3 790

1.1

3 925

3.6

Source: Gartner (November 2018)

Fortune magazine has released its 2019 listing of "The world's greatest leaders". Included in this top 50 are:

4
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Tony Ma,
founder and CEO of
Tencent
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Satya Nadella,
CEO of Microsoft

14

Tim Cook,
CEO of Apple
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S T E P H E N VA N
COLLER,
EOH

Something rotten in
the channel
The stench of corruption and poor ethical practice has been
wafting around South Africa’s channel for a while, but with
government heeding society’s call to halt state capture it looks like the
smell is only going to get stronger.
12
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By Adrian Hinchcliffe

nterprise technology is
expensive. Not that it doesn’t
offer good value, but, when
you look at the sums of money involved with
its acquisition, they’re more than most of us
have in our own bank accounts. And where
there’s big sums of cash involved, there’s
often nefarious people trying to siphon some
of it off.
There have been a number of high profile
cases of corruption involving public sector
entities and IT players in the past few
months (see sidebar). With President Cyril
Ramaphosa winning the ANC’s next term
in office, partially on the back of clearing
the state of corruption, there will be much
scrutiny on government contracts and
procurement for some time to come. So how
can business leaders ensure their company
isn’t involved? And what to do if you find
something suspect has already happened?

A captured state

To give some context, South Africa isn’t the
only country experiencing corruption within
government, says Professor David Everatt,
head of School of Governance at Wits
University. “Corruption is not unique to South
Africa, look at Brazil and Russia, it’s just that
we've given it a name: ‘state capture’.”
The good news, says Everatt, is that thanks
to an active democracy, investigative media
houses and civil society, South Africa has
started to reverse the trend. And, under
his ‘new dawn’ banner Ramaphosa and his
government are also putting some effort in
too.
“Undoubtedly, the state has been a willing
recipient of corruption,” he says. “But the
private sector is an equally willing player,
someone has to offer a bribe for it to be
taken.”
Everatt says that while there has been an
outcry about corrupt activities, and a number
of international companies being involved,

the real problem seems to be that rather than
companies living by the ethics they claim to
believe in, they got caught.
“What’s their incentive not to do it again?
If they hadn’t been caught would they have
just taken the money? Sacrificing one South
African director means absolutely nothing
for a multinational. It can now say it’s clean,
but is it one rotten apple? Or is it the entire
barrel?”

What can vendors do?

Beyond the high sums involved, one reason
why illegal activity has been able to grow in
the channel is that there can be numerous
intermediaries in the supply chain between
the original vendor and the end-customer.
The question to be asked then is: are channel
players aware of what’s considered to be
ethical?
As part of their signed agreements with
vendors or distributors, resellers are often
obliged to follow strict codes of conduct, says
Traci Maynard, Microsoft executive, Axiz.
“In the contracts that stipulate warranties,
liabilities, and terms and conditions of the
relationship, there's also often a clause which
talks to code of conduct and ethics. I know
Adobe and Oracle do it, in fact most of US
vendors include it.”
She says the US vendors take compliance
seriously. “The Microsoft contract, for
example, states that anyone who sells,
markets or distributes its brand will have
passed compliance training. We then need
to supply a list of people to the vendor with
a company organogram so they can cross
reference, and I know they do check. That’s
hard work to keep a handle on, especially
given the staff turnover rate across the
industry.
“King IV on corporate governance makes
us all aware of what is expected. But as a
distributor, our role is to be compliant, and by
default if we’re compliant, our partners are
too.”
However, she says, the changing dynamic

in the channel means that vendors might be
dealing directly with smaller partners, which
increases their risk as they have less control
to manage compliance. So can vendors do
more?
“Vendors’ reseller programmes shouldn't
just talk to rebate or deal registration,” she
suggests, “but also include code of conduct
training, which includes a set percentage of
discount rebate based on training completed.
When it's real money then partners pay
attention. To keep your partner status, you
have to certify engineers annually for their
competencies, so why not make the code of
conduct and ethics training part of the same
level of visibility?”

Levels of complexity

With great complexity comes great
responsibility, says Everatt. “If you're in a
cutting edge business, like the technology
sector, where things change quickly
and you're speaking a language most
people don't understand, then you have a
responsibility to act ethically.”
He says this is particularly true when
dealing with the public sector. “The money
may be sitting with government, but tech
companies have the power. Often, public
servants aren’t equipped to interrogate you
properly. Government could well end up with
a solution that requires it to hire specialists
to keep fixing it, rather than reassessing
whether the vendor solution is the right one.
Or the IP remains the property of the private
company; look at what happened with Cash
Paymaster Services and the Department
of Social Development. The scales are
very uneven and tilted in the favour of tech
companies.”
Maynard says that given the recent
scandals around some IT deals she’s noticed
a renewed sense of caution in the sector. “It
has definitely changed perceptions. I never
used to wonder if underhand things were
happening in the channel. Now, I'm double
and triple checking stuff.”

»
“To keep your partner status, you have to certify engineers annually for
their competencies, so why not make the code of conduct and ethics training
part of the same level of visibility?”
Traci Maynard, Axiz
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Make The Move To Dell EMC Unity
Your data is crucial to everyone in your organization. Migrating it to the
powerful Unity platform will take it to an environment that is simple,
modern, affordable and flexible.
Unity also provides a number of practical improvements over the VNX1 and VNX2 midrange platforms it replaces.
Whether your data storage hot buttons are cost, operational efficiency, space savings or perhaps all of these, in Dell
EMC Unity you’ll find compelling benefits and useful new features and functions.

Shady deals
2015
July
• Neotel paid R91 million to Gupta-linked
shell company Homix Pty Ltd in respect
of contracts being secured with Transnet,
valued in excess of R2 billion.
2017
July
• AmaBhungane and Scorpio reveal SAP
signed a sales commission agreement
with CAD House, a Gupta family-controlled
company, to drive sales to state-owned
companies. SAP suspends members of
senior leadership including Brett Parker, MD
of SAP Africa and Lawrence Kandaswami,
MD of SAP South Africa. Both later resign.
• AmaBhungane, Scorpio and News24 report
that Software AG agreed to pay Global
Softech Solutions (GSS) up to 35% of the
value of contracts secured with Transnet,
the Department of Correctional Services
and Mangaung municipality, as well as Sasol
and MultiChoice. The value of the Transnet
Freight Rail contract was believed to be
R180-million.

D AV I D
E V E R AT T ,
Wits University

EOH, which was recently the subject of
a notice of partnership termination from
Microsoft, has enlisted the help of ENSafrica
to help it investigate many deals signed with
public sector entities in the past decade. So
what should you do if you have suspicions or
find out your company is implicated?
Ian Jacobsberg, partner at Hogan Lovells,
offers some advice. “How a company
responds to a legally dubious deal in which
it’s involved is largely dependent on the role
the company played, and how it is affected
by it.”
Where the company is alleged to be the
wrongdoer, he says, it should initially conduct
an investigation to establish the facts and
which employees, if any, were responsible.
If any employees appear to be responsible,
disciplinary proceedings should be taken.
“There’s no legal obligation to lay criminal
charges,” says Jacobsberg. “This would
depend on the nature of the acts concerned
and on the ramifications for the company's
reputation. If charges are laid, the company
is obliged to provide the authorities with
whatever evidence required to prosecute the
offenders.”
He also recommends the company
considers the possibility of claims being made
against it by customers, suppliers, or others
who may have suffered loss as a result of the
transaction, and how to mitigate that. This
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should involve an analysis of the company's
internal procedures, and the checks and
balances that are already, or need to be put,
in place.
Being proactive in engagement with
other parties that could be affected is
also something to consider, he says; but
recommends taking professional legal advice
and consulting with insurers before doing
so, in order to not prejudice any possible
defences, or ability to claim under any public
liability policies.
“If your company is the victim of an
unlawful transaction, consider whether you
can institute legal proceedings against those
responsible.”
Again, the business would have to assist
the state in any criminal proceedings, and
assess internal processes and measures put
in place.
Jacobsberg also advises that the business
ensures it’s properly insured against any
potential losses from claims.
The final word goes to Everatt.
“Remember, accountability is not just to
shareholders. If you're going to be an ethical
company, then any citizen in the country you
operate in should have the right to see that
you play fair and square. No one is saying
show us competitive advantage, but if the
competitive advantage is to grease palms
then we do want to know that.”

2018
March
• SAP admits paying R128.6 million to
companies linked to the Gupta family as
commissions on contracts won with Eskom
and Transnet between 2014 and 2017. It
also starts a review of all of its publicsector work in South Africa, from 2010
onwards. The Companies and Intellectual
Property Commission lays criminal charges
against SAP.
• The Special Investigating Unit (SIU) reveals
it is conducting a probe into a R671 million
award of a 2016 contract to SAP by the
Department of Water and Sanitation.
September
• Scorpio reports that Gartner paid
Rangewave Consulting Pty (Ltd) an
estimated R80 million as part of the R200
million contract signed with SARS in July
2015.
2019
February
• Microsoft gives EOH termination notice of
their partnership, allegedly due to a suspect
deal with the Department of Defence.
March
• Oracle has issued a ‘no comment’ to
accusations that it hired a former senior
National Treasury official in order to secure
a contract for government’s integrated
financial management system (IFMS) – said
to be worth as much as R1 billion.

UPFRONT
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Deivan Govender,
GM of Partnerships at
MTN Business

MTN Business
launches
dedicated
partner
division
There’s an old adage that says
nobody succeeds alone, and with
this in mind MTN Business has
recently launched a Partnerships
Division, This focuses on building an
indirect channel to recruit partners
which deal in both fixed and mobile
solutions.
The programme, according to
Deivan Govender, GM of Partnerships
at MTN Business, also extends to
non-traditional telecoms partners,
including IT and PABX/office
automation resellers, which will now
be able to sell telecoms solutions to
end-customers.
“We have created a best-intelecoms partner framework that
allows us to partner with resellers
across all segments, from public
sector through to large enterprise
and on to the SME market. The aim
is to fully enable our partners to be
independent, providing them with the
tools to manage their end-to-end
customer process for procurement,”
he says.
“As the GM of Partnerships, it is my
responsibility to ensure the alignment
of the partner framework within the
business and ensure we execute the
strategy regionally. Also, to ensure
that the system, processes and
product set suits the partners and
their markets.”
He explains that MTN Business

has created different partner types,
covering all routes to market and
allowing partners the option to select
the correct partner type for their
business.
“There are Certified MTN Business
Resellers, which utilise a sell-with
model, where MTN Business works
with them to jointly go to market
with their opportunities. The second
type is the MTN Business Solutions
Partner, where MTN Business cocreates with the partner to take its
products jointly to market, in a sellthrough model.”
“Finally, there is the Distribution
Partner, which will handle highvolume/low-value sales. This is a twotier model, whereby the distributor
duplicates the MTN Business model,
recruiting resellers and managing
them on behalf of MTN Business.”
With over a decade in channel
management, Govender is well
qualified to lead the division. He’s also
successfully set up and implemented
an SME strategy for SAP, Lexmark
and Vodacom.
“Our plan is to have a focused
approach with our partners and to
ensure the correct partner framework
is in place so that partners can be
managed as an extension of the
MTN Business. The existing partner
base will be given dedicated focus
and will have a team to support them

that encompasses everything from
Partner Account Management to
operational support,” he says.
“Our new partner strategy is to
increase distribution through the
partner framework, with the aim of
recruiting and enabling partners
nationally. End-customers will be able
to procure MTN Business products
via these partners, as well as
receiving the support needed because
the partner will essentially be an
extension of MTN.”
Govender suggests that as
MTN Business beds down the new
framework, it will also look at ways
to expand the channel and enhance
its offering to partners and markets.
Furthermore, with the drive to cloud
solutions, MTN Business is looking to
its partners to developing products
and services that the company can
use to better its value proposition and
to generate loyalty within the endcustomer base.
“As MTN Business, we will rely on
our partners to create a business
distribution channel in all regions
across South Africa. Our partners, in
turn, will digitalise end customers and
provide an easier and more profitable
way for them to do business. MTN
Business is the technology enabler
that will – through its partners
– drive such efficiencies for endcustomers.”■

The folding stuff
Device shipments will be flat this year, says Gartner, and foldable
phones will reach 30 million units by 2023.

W

By Matthew Burbidge
& Paula Gilbert

orldwide shipments of PCs,
tablets and cellphones are
on track to reach 2.21 billion units in 2019,
showing flat growth year-on-year, according
to Gartner. The PC market is expected to
continue its downward trend, while the
cellphone market is set to return to growth
in 2020.
This marks the eighth year that the PC
market is at a standstill, says Ranjit Atwal, a
research director at Gartner. “PC shipments
will total 258 million units in 2019, a 0.6%
decline from 2018.” Traditional PCs are set to
decline 3% in 2019 to 189 million units.
Atwal maintains that more and more
consumers are retiring their PCs, but not
replacing them, with shipments down
by another 2.5 million units in 2019. For
businesses, the Windows 10 migration is
continuing. Most enterprises in the United
States are nearing the end of the migration
process, while China delayed its migration,
and will probably still be working at this for
years to come.
“By moving the Windows 10 migration
to 2020, organisations increase the risk
of remaining on an unsupported operating
system. Windows 7 support is scheduled to
end in January 2020,” says Atwal.
Gartner analysts predict that Windows 10

will represent 75% of the professional PC
market by 2021.

Threshold

Shipments of cellphones are estimated to
reach 1.8 billion units in 2019, a decline of
0.5% year-on-year.
One of the reasons for the decline is that
users have reached what Gartner sees
as a threshold for new technology and
applications.
“Unless new models provide significant
new utility, efficiency or experiences, users
don’t want or need to upgrade,” says Roberta
Cozza, a research director at Gartner. This
will result in a decline this year, specifically in
the high-end cellphone market.
Next year, however, this market is forecast
to return to growth, with a shipments
increase of 1.2% from 2019. Nevertheless,
vendors are advised that consumers are
extending the lifetime of their phones.
Gartner expects the average high-end phone
lifetime to increase from 2.6 years to 2.8
years until 2023.

Foldable phones

Meanwhile, it was just three days to the
launch of the Samsung’s Galaxy Fold phone
in the US on March 26 that the company
pulled the phone until further notice. It’s
unclear, at the time of writing, why Samsung
was planning to launch the Fold when all
it took was a few days with technology
reviewers to unmask a host of problems.
Among these were screens that just went
black, others that worked intermittently, and
some reported bulges appearing.

Part of the problem appears to be that
the company sent the devices to reporters
without clear instructions on how they should
be handled. It also probably believed it had
done enough to test the device, releasing a
video in March that showed the handset being
folded 200 000 times by a robot as part of a
durability test.
Gartner, meanwhile, reporting ahead of
the Fold problems, said the new form factor
may re-inject innovation into the smartphone
market. But, wisely, said it was cautious about
their short-term uptake due to trade-offs.
It said it estimated that foldable phones will
account for 5% of high-end phones by 2023,
amounting to 30 million units.
“We expect users will use a foldable phone
as they do their regular smartphone, picking
it up hundreds of times a day, unfolding it
sporadically and typing on its plastic screen,
which may scratch quickly depending on
the way it folds,” said Cozza. “Through the
next five years, we expect foldable phones
to remain a niche product due to several
manufacturing challenges. In addition to the
surface of the screen, the price is a barrier.
Currently priced at $2 000, foldable phones
present too many trade-offs, even for many
early technology adopters.”
In the short term, Gartner analysts expect
manufacturers to provide more form factor
experimentation with foldable phones, as they
aim to understand optimal usability patterns
and user preferences. “A key consideration
for product managers is to place usability
at the core of their product development,
ensuring the user experience is continuous
and seamless across all foldable screens,”
said Cozza.
To be continued on page 29
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The evolution
of the CRM
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To some, CRM is a sales tool and little else. But it’s actually a digital
trailblazer that is evolving into a vital, silo-busting business tool.

O

By James Francis

nce upon a time, salespeople
used a Rolodex. This ancient
piece of equipment would look
quaint on today’s desks. Round and squat,
it shares similar dimensions to a toilet roll
and vaguely resembles that shape as well.
But instead of reams of thin paper, a Rolodex
holds small cardboard sheets with tabs
extending out for easy indexing. Each sheet
contains the details of a person or company
and can be pulled out of its bracket for closer
inspection. The ‘roll’ in Rolodex describes
how you flip through the files.
It may seem strange to some that a
Rolodex even needs so much describing since
it still lives vibrantly in our living memories.
But in less than a generation, the Rolodex,
arguably the salesperson’s most potent
tool, has been replaced not just by a digital

doppelgänger, but an entire ecosystem of
sales management tools.
Yet the principles of sales have not
changed. In his book How to Sell Anything
to Anyone, the world record holder of single
car sales Joe Girard (who sold 1 425 cars
in 1973) praised his Rolodex, which was a
compendium of past sales and future leads.
He explained how he would spend a lot of
effort maintaining his Rolodex records for
very straightforward reasons. For example,
he would note the ages of his customers’
children, then call them whenever one of
the kids reached a car-owning or collegetravelling age. This personal touch is the
secret to great sales.
For that reason, people often assume
salespeople are born and not made. That
isn’t true. While there are definitely skills and
intuitions necessary to hack it at sales, the
difference between good and bad sales is

attention to detail and putting a human face
to a transaction. There’s one other ingredient:
“Good salespeople rely on a lot of data,” says
Ed Thompson, an analyst at Gartner with a
focus on CRM. “The best salespeople are
also great personalities. But even they rely
on data.”
Salespeople are actually pro-technology
as it enhances their communication and
customer data. But they are not early
adopters. They don’t have the patience for
quirky proofs of concepts. Either it works or
it doesn’t. This is the forge that would create
the CRM.

The digital OG

If you’ve been following the discourse around
industrial revolutions, the so-called third
revolution took place during the ‘70s and
‘80s, boosted by the rise of commercial
computers. Many technologies claim their

»
“Good salespeople rely on a lot of data. The best salespeople are also great
personalities. But even they rely on data.”
Ed Thompson, Gartner
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digital birthright from this era, including
CRM when the first digital Rolodex, ACT!
was released in 1985. By the ‘90s, this
concept had evolved to become Sales
Force Automation, but in 1995, Customer
Relationship Manager or CRM won out.
By this stage, it was a recognised standalone application, but greater things were
to come. In 1999, Marc Benioff left Oracle
to pursue a concept he dubbed Softwareas-a-Service. Soon he named the company
Salesforce and became one of the Cloud/
XaaS revolution’s earliest evangelists. This
would be the second time Oracle’s loss was
CRM’s gain: in 1993, Tom Siebel left Oracle
after failing to convince it to market its
customer management module as a separate
service. He opened his own CRM business
and is also widely credited for coining ‘CRM’.
But it would be Salesforce that opened a
new avenue for CRM. After surviving the dotcom crash, in 2007, it launched Force.com,
one of the first significant platform plays with
CRM as its cornerstone. The rest, as they say,
is history. The takeaway here is that CRM has
been going for nearly 40 years and was the
first business application to make a home in
the cloud. Salesforce itself would continue to
radically change sales tools.
“Cloud CRMs and specifically SaaS
cloud platform CRMs like Salesforce have
come a long way,” says Riaan Bekker, Force
solutions manager at local Salesforce partner
thryve. “Initially starting out as a mere sales
automation tool more than 17 years ago, it
now boasts a rich feature and functionality
set for every current and future customer
engagement touch point you can think of.”

MARC
BENIOFF,
Salesforce.com

»

“Social media and other channels today are enabling
customers to compare unrelated services.”
Clive Donninger, MOTUS

20

| Q2 2019

A CRM by any other name

If you ask different people what a CRM is, you
get a surprising range of answers. There are
even concepts latched onto CRM, such as
Sales Performance Management or SMP (a
subset that focuses on sales techniques and
management). Meanwhile, a wider discipline
called CX, or Customer Experience, has
developed around CRMs.
The difference between CX and CRM is
notable. Despite its name, most types of CRM
hold few benefits for customers or, for that
matter, salespeople. Instead, many CRMs end

»
“Cloud CRMs and specifically SaaS cloud platform CRMs like Salesforce have
come a long way. Initially starting out as a mere sales automation tool more
than 17 years ago, it now boasts a rich feature and functionality set for every
current and future customer engagement touch point you can think of.”
Riaan Bekker, thryve

up as sales oversight tools used by managers.
Salespeople generally loathe CRMs for that
reason, because they see it as a stick used
against them and a way to siphon their
valuable customer data.
CX is a broader philosophical and systems
approach. A CRM actually has three types of
users: sales, customer care and marketing.
CX extends to cover other parts of a
business as well, which is why it’s in vogue.
Another reason is that CX can be treated
as an ongoing investment for a business,
whereas CRM is usually adopted as a project
that settles into being another business
application.
Clive Donninger, CIO of car distributer
and retailer MOTUS’ importers division, is a
big proponent of CX. While CRM focuses on
sales enhancement and all too often on nonCRM activities such as activity management
(basically managers tracking their sales staff),
CX covers the entire customer journey.
“Social media and other channels today
are enabling customers to compare unrelated
services. I was once rated against the
performance of my competitors. But today,
it’s easy to compare the experience of a car
service to a pizza delivery. That’s the new
level of expectation, so CX is about managing
that and understanding the customer
journey,” says Donninger.
Take a company likes Multichoice. Some
customers might be happy or unhappy with
the shows it airs. Other customers might
have gripes about failing decoder units or
service times. These are unrelated silos
in the business, but they still converge
around customers. Yet the service side will
likely never use a CRM. CX argues that one
customer failure anywhere in an organisation
is a universal failure. So it aims to combine
different service, marketing and sales aspects
to exploit overlaps.
Silo-busting is the name of the CX game,
so platforms have become the weapon of
choice as they can reach different business
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units while servicing each. In this sense, the
CRM might seem marginalised. But that’s not
the case. In some examples, CRM evolved
into the platform, while in others the CRM has
been specialised back into its role as a sales
performance system.
Cloud and SaaS have been particularly
important here, opening access to smaller
companies and sole proprietors to start using
CRM. Today a one person band can take on

enterprise rivals, thanks to SaaS CRM. Some
proponents argue that any size business
without a CRM is probably not doing enough
business. There is also a growing industry
of sector-specific CRMs that are customised
or built from the ground up to serve very
specific business models. So while the
definition of the CRM has grown blurrier, its
use cases are stronger than ever. In other
words, CRM is dead - long live CRM.

CLIVE
DONNINGER,
MOTUS

IN FOCUS

SALES THEORY

THE SCIENCE
OF SALES
Automated systems and e-commerce platforms are changing how
businesses buy. Is there still a place for salespeople?
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By James Francis

n one of cinema’s most famous
scenes, Alec Baldwin reaches
into a business suitcase
and pulls out a pair of brass
balls. He waves these at his
audience, a group of dissatisfied
salesmen, indicating what they need to make
it in his world. It’s the climax of a speech that,
to this day, remains divisive. On its own, it’s
a rousing call to the sales corps: shit or get
off the pot. But in the broader context of the
film Glengarry Glen Ross, it’s a sadistic and
tone-deaf attitude not shared by the abused
salesforce.
The movie is an interesting microcosm of
the sales world: Jack Lemmon is a salesman
past his prime and desperate for good leads;
Ed Harris schemes to get himself out of the
misery of sales; and Al Pacino plays a smoothtalking con-artist who doesn’t need leads to do
his job, just a willing sucker to buy drinks for.
How one views Baldwin’s speech also
illustrates the dimensions of sales. To many,
it’s a powerful and important force where only
the best and toughest survive.
“I think sales is the most important skillset
young people can learn,” tech entrepreneur
Jennifer Hyman once said. “Understanding
how to pitch an idea with confidence and
secure a client are valuable skills that apply to
every single aspect of business.”
But in a world of self-service technology, is
there still a place for salespeople?

I

Death of a salesman?

There’s certainly incentive to automate sales.
Training sales reps can be expensive in terms
of money and time. Sales forces are also
notorious for churn: those who can’t cut it
drop out and those who can are headhunted
by rivals. This creates an interesting balance
of power in many organisations, where
salespeople often enjoy disproportionate
favour and clout in comparison to other groups
in a business.

»

“You have to
teach the science
behind selling,
backed by the right
technology.”
Sibusiso Msomi, Msomi Institute
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But that clout and freedom also has a price:
unrelenting pressure to perform and meet
targets. So their elevated position is justified
because their performance has a direct impact
on the business. Thus sales churn is a real risk
for companies, not least because they don’t
want a salesperson to leave with all the good
leads. There is plenty of reason to corral sales
data into CRMs and, where possible, automate
sales in the form of e-commerce.
Customers have also developed an appetite
for self-service, especially soft activities
such as research. The most visible signs of
this change are in the B2C market, where
e-commerce platforms are cannibalising
traditional retail experiences. Even though
e-commerce only reflects around 12% of the
US’ retail sales, that isn’t the full picture. In
2018, online sales in the US were close to the
$160 billion generated by mall retail, up from
$5 billion in 2000.
B2B sales are starting to show similar
trends. Gartner predicts that by 2025, 50% of
low-to-medium-touch B2B sales transactions
will be conducted solely via self-service
commerce, electronic data interchange and
intelligent bots. Forrester predicts that over
a million B2B rep jobs will be gone by 2022.
Already 68% of the businesses it polled said
they prefer doing business online than with a
salesperson.
There will always be a place for sales reps,
but the nature of their jobs is evolving quickly.

The art of selling

“Many companies don’t know how to sell,”
says Sbusiso Msomi. “You aren’t born into it;
there is a way to sell better.” Thus he founded
the Msomi Institute, a new CRM services
company that focuses on sales methodology
backed by new technology. In his view, sales
as a job isn’t under threat, but rather, it’s not
applied properly.
This reflects what analysts have been
saying. Forrester’s research points out that
when that 68% of online-loving customers
engage with sales, they want the experience
to be in a more problem-solving, consultative
manner. Msomi believes it’s the poor use
of sales technologies and processes that is
damaging the sales world.
“The rapid changes in the sales world aren’t
the problem. It’s when the sales tools don’t
achieve the outcomes the business wants.
Sales systems are introduced, but then tend to
collect a lot of data without giving much helpful
information.
“Systems should help salespeople at
different stages of the sales process, or else
those people just start dodging processes.
A sales system such as a CRM must remove
ambiguity and help coach sales staff. It must
create a proactive feedback loop and help
with complex sales that involve several
stakeholders,” he says.
Great salespeople don’t fall into the habit of
simply pushing numbers and hitting targets.
They know their real job is representing

value to customers. This is evident with car
salespeople, who were among the first to
adopt VoIP telephony systems so they could
take a call from anywhere as if they are at
their desks. A seamless customer experience
is crucial to their success. In fact, it’s becoming
critical for overall business performance.
“With a complete view of customer activity
across your business, you will gain better
business insight, increase the productivity
of your teams, and put your business on
the path to growth,” says Gerhard Hartman,
Sage’s regional sales director, mid-market, for
Africa and the Middle East. “The insights from
CRM are not just important for the sales and
marketing team, they also help departments
such as finance or production to optimise their
performance with a view to getting the best
revenue and profit outcomes.”

Sales as a process

This is good news for both B2B salespeople
and the automated services threatening
them. Automation is taking over so-called
buyer-driven sales, which tend to be small
and frequent purchases. Speeding up those
transactions – such as value chain visibility to
ensure stock is available – results in a lot of
sales. Salespeople are increasingly involved in
rep-driven sales, which are more infrequent
but substantially larger. These often require
managing multiple parties and decisionmakers, reinforced through relationships. A
machine might be fast, but it can’t shake hands
or flub golf scores as a person does.
Sales as a science is now seen as the way
forward for sales staff, something Msomi
believes is central to the value proposition of
his company.
“You have to teach the science behind
selling, backed by the right technology. It is
very easy to miss steps in complex sales, so
CRM tools today are more about managing
those complex selling relationships. Often
companies just expect salespeople to do a job,
but don’t support them with the right tools.”
Some emerging technologies such as
artificial intelligence and chatbots have been
accused of threatening salespeople. But the
change is rather in how sales happen. If you
think about it, there are no longer toilet paper
salespeople, because that value proposition
hardly needs a person to pitch it. B2B
marketplaces combined with SaaS models
have expanded that concept to cover services
and products that once required salespeople.
If salespeople are disappearing behind
automation, don’t blame the technology.
Blame businesses that undervalue the science
of sales and the technologies that ought to
improve sales skills, not cull them. There is
no argument that sales roles are changing
radically and those who don’t move with
that change will be consumed by it. Yet the
winners won’t be companies that get rid of
their salespeople through tech, but use tech
that positions their salespeople to be educated
about and in front of customers.
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WILLIAM
HARRIS,
GMaven
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In praise of the
bespoke
Not all CRMs can be customised on top of a platform. In commercial
property, the application must follow the data.

T

By James Francis

he CRM (Customer Relationship
Management) world is riding
high on the waves of SaaS and
PaaS, where companies are dropping rigid
on-premise CRMs for consumable services
and the ease of platform customisation. This
isn’t surprising, considering CRM was one of
the original trailblazers in the Cloud/XaaS sea
change.
Naturally, this paradigm doesn’t fit every
business case, which is why many adopt
hybrid models. But from a convenience view,
the virtues of platforms question the viability
of alternatives. If you can customise the
applications you use without breaking the
platform or causing serious lock-in, it’s a win
for everyone. Maybe some businesses have a
different view, but an entire sector?

Commercial property is not stubbornly
ignoring CRM platforms. As Harris says,
most sales are simple: they tend to have one
owner and few additional arrangements. But
commercial properties often have multiple
shareholders, some of which can be legal
entities and not actual people. There can be
parent/child relationships or different space
categories. If a plot has multiple buildings,
that also complicates matters with different
dimensional and usage parameters, and
other components can vary from building
to building on a site that constitutes a single
sale. Commercial property depends heavily
on a lot of data.
This data requirement is a barrier for most
CRMs because you cannot shoehorn the data
into the CRM. It has to happen the other way
around, honed on a system that respects the

domain expertise of the sector – another
reason why other technology systems have
failed to service this market. In fact, some
major property companies have tried to build
their own platforms, some costing millions,
and most have failed dismally.

A long road to success

Harris noticed this issue as far back as 2006
and started clobbering together his own
ideas, using some ready services such as
Microsoft Access. Over time, this desire for a
commercial property CRM led to GMaven, a
service that was designed to work specifically
with that world.
There are three interesting aspects of this
platform. Since data is the keystone, Harris
and his team had to develop algorithms that
clean client data. Because the commercial

The need to stand apart
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This is the origin of GMaven, a CRM platform
service that, in part, adopts the newest cloud
trends yet still does things very differently.
This is due to the commercial property
market it serves, a complex world that
requires a unique CRM solution.
GMaven came to be because William
Harris, its founder, developed an itch. A
trained CA, he eventually found his way into
commercial property real estate, a sector
he knew little about. What he discovered
was a world of large revenues and rigid
habits. Even though his contemporaries
were happy to conduct business as
usual, Harris became frustrated with the
complex and convoluted processes around
commercial property sales.

Most sales are simple: they tend to have
one owner and few additional arrangements.
But commercial properties often have multiple
shareholders, some of which can be legal
entities and not actual people
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Salespeople who flip properties for millions of rands don’t have the patience
of early adopters. But GMaven has been climbing this particular mountain for
some time and is starting to win them over.

property world has rather rigid requirements,
it also sidestepped the problem of convincing
a client why they should bother about clean
data. Or, as Harris noted, sometimes they
underestimate it and think they can clean
their data over a weekend. By automating
this, it gets a GMaven implementation off the
ground quickly.
But GMaven is not on-premise, its
second interesting aspect. It’s served from
a hyperscale cloud platform and maintained
as a platform. Clients get access to their
own branded flavours, but the back-end
is centrally maintained. It’s also rigidly
administered – fields can’t be customised or
it may cause problems with the automated
data cleaning. But, apparently, the customer
base doesn’t care about this.
This is the third aspect: the people
GMaven courts don’t give much thought to
technology, which explains their comfort in
using the same complex processes to an
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atavistic degree. In fact, Harris notes that
for many of them, a website is the furthest
step into a tech paradigm. For this reason,
there is a focus on integrating GMaven to
funnel leads from client websites, a more
commonplace CRM feature.
Servicing a less tech-inclined customer
base also prompted other services, such
as the aggregation of public data. GMaven
collects details about available properties,
normally captured manually by property
agency staff from PDFs and spreadsheets,
then channels these directly to customers.
It also reduces the generation of property
catalogues.

Commercial property, accelerated

According to Harris, the catalogue feature
alone reduces hours of work to a few
minutes. Ditto for the capturing of available
property details. GMaven estimates it
reduces broker admin from 79 hours a

month to 28 hours. Considering a successful
commercial property broker’s time could
be measured in thousands per hour, this is
significant. At face value of an annual
R183 billion industry, the efficiency losses
caused by admin is conservatively put at
R400 million.
So GMaven makes an enormous difference
and is slowly starting to turn heads in the
sector. Salespeople who flip properties for
millions of rands don’t have the patience
of early adopters. But GMaven has been
climbing this particular mountain for some
time and is starting to win them over.
A conclusion, though, is how one sector
required something quite different from the
‘build on top’ narrative of platforms. Here it
needed to start at the base of the triangle,
with the data, and the CRM perched at the
tip. A sobering reminder that not every
problem can be solved by flexible
platforms.
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Boitumelo
Kgonare,
Partner, Business
Manager at HP
and Elmari Keyser,
EUC Product
Manager,
Datacentrix

A WINNING
PARTNERSHIP

Datacentrix secured some of HP Inc’s most
prestigious awards at the HP Inc Partner Awards 2018.

T

he HP Inc. 2018 Partner Awards
recognise members of the
channel, from reseller to partner
to distributor, for their commitment
and dedication towards driving
growth for the organisation in South Africa. At
the recent ceremony, Datacentrix scooped
up two of the most prestigious awards – HPI
Platinum Partner of the Year 2018 and Value
Partner of the Year 2018 – among others, for
its continued commitment to customer and
company.
“We are one of a minority of HP Platinum
Partners in South Africa and we’re always
neck on neck with one another, making this
win quite the achievement,” says Elmari
Keyser, EUC Product Manager, Datacentrix.
“It showcases the hard work that we have
put into our relationship with HP. We are
committed to growing our numbers and our
business and the award reflects the results of
this commitment.”
Not only does HP Platinum Partner of the
Year 2018 award cement the strength of the
relationship between HP and Datacentrix, but
it also showcases the company’s ongoing
focus on HP’s laptop and desktop business
as well as the HP Managed Print Services
(MPS) bouquet. As best in class for this
category, Datacentrix is well positioned to
leverage its accolades to further enhance
customer relationships and product offerings.
“We also won the HP Value Partner of
the Year 2018, which is another amazing
achievement for us,” says Keyser. “This
award focuses on the work done by partners
with the HP products that can easily be
described as the Rolls-Royce of workstations
and specialised systems. We believe that
we earned this award thanks to our ability

to have the right conversations with our
customers, really selling the value of the
solutions that HP has to offer.”
The ability to focus on what the customer
needs and to work with them in crafting
solutions that deliver tangible results is
what makes Datacentrix stand out from
the crowd. The company believes in having
conversations with customers, showing them
how their investment into these HP solutions
will assure them of long-term and sustainable
results.
“We showcase the value of a machine
that initially the client may have seen as
expensive but that is fit for purpose,” says
Keyser. “We use our subject matter expertise
to guide customer conversations so they can
see the value we are driving and how their
investment will deliver return on investment
while saving on resources, time and security.”
Datacentrix is more than just a box
dropper. The company prides itself on
being a solutions-focused organisation
that takes a holistic approach to customer
engagements. It offers customers a logistics
centre in Samrand with an ISO certification on
quality and management of products while
simultaneously providing a complete product
lifecycle strategy.
“When it comes to purchasing items from
Datacentrix, we streamline every aspect of
the customer journey,” says Keyser. “We can
spec the systems for our clients, configure
and install specific items according to their
requisition requirements, assuring them of a
complete ecosystem of deliverables, not just
bits and pieces dropped on their doorstep.”
In addition to the solutions-approach,
Datacentrix is one of South Africa’s strongest
B-BBEE providers in terms of its scorecard

www.datacentrix.co.za | +27 87 741 5000 |
helpdesk@datacentrix.co.za

and has a unique footprint in Africa. This
allows for the organisation to be wherever
its clients need it to be, and ensures that it
provides the right levels of support to HP and
customers as they move into Africa.
“We are geared up to take the African
journey with our clients and HP,” says Keyser.
“We have done big rollouts with flagship
organisations and we have the footprint and
expertise required to deliver the right levels of
engagement and support.”
Datacentrix is a high-performing ICT
solutions provider that has paid attention
to its 20-year relationship with HP. The
company has spent many years working
closely with the market-leading provider of
end-user systems and solutions and plays
a significant role in driving its business and
value proposition in South Africa.
“Over the past 20 years, both Datacentrix
and HP have grown together, learning from
one another about what does and doesn’t
work in the local market,” Keyser says. “We
have an indepth understanding of what
the South African business needs and HP
relies heavily on partners like us to develop
programmes and platforms that are locally
relevant. We ensure they have access to
the right people and information and we
undertake continuous skills development to
ensure that we are always up to date with
their products and services.”
Datacentrix has a healthy and dynamic
relationship with HP, and with its clients. The
organisation has won more than just the
HP Value Partner of the Year and Platinum
Partner of the Year awards, it has also won
the Commercial Channel Ambassador 2018
Award and the MPS partner of the Year
Award.

Continued from page 17

The time I got to fold the Fold
Owning a foldable phone has never been a huge dream of
mine, but getting my hands on both the Samsung Galaxy
Fold and the Huawei Mate X was more exciting than
anticipated, writes Paula Gilbert.
Both phone makers made the experience feel really
exclusive as you were only allowed a few minutes – 30
seconds in Samsung’s case – to check out the phone.
This was probably to distract us from the eye-watering
price tags.
Samsung allowed a few journalists into a dark room
to view the Galaxy Fold at the launch of its other new
phone, the Galaxy S10 in early March. You were not
allowed to take pictures; in fact, you had to check your
phone at the door. Then a model in white gloves handed
you the phone and you were allowed to open and close it
a few times before you had to give it back.
In the case of the Mate X, Huawei gave us a bit more
time with the foldable (the only one in South Africa) and
we could even take pictures but we were not allowed to
actually fold or unfold it. We had to hand it to the Huawei
exec who did the important folding task and then handed
it back to us. I’m not sure what that says about their trust
in their new product’s folding longevity.
My impression overall is that the tech is quite
remarkable and when the phones fold out into 'tabletmode' you can’t quite believe that a minute ago the screen
was bent in half.

The two phones
differ however
in how they fold.
The Mate X has a
mechanical hinge
with one flexible panel
that wraps around it and
folds with the screen on the
outside. The Galaxy Fold
opens like a book with the big screen on the inside and
has a second smaller screen on the front when the phone
is closed. Unfortunately, the front display or phone mode'
has enormous bezels at the top and bottom giving it a
very old-school feel of an early smartphone prototype.
When folded, the phones are slightly bigger and thicker
than a regular smartphone but not as big as you would
expect from a device that morphs into a tablet. Also
remember that these are essentially the first prototypes
of this hybrid category and if the history of smartphone
innovation is anything to go on we can expect much
better versions to hit the market in future.
Will I be buying one? Only if I win the lottery, but the
idea of a foldable device will probably appeal to the
super-rich who can finally escape the annoying time it
takes to change from your phone to your tablet to play
Candy Crush or watch a movie.

WORLDWIDE DEVICE SHIPMENTS BY DEVICE TYPE, 2018-2021 (MILLIONS OF UNITS)
Device Type

2018

2019

2020

2021

Traditional PCs (Desk-Based and Notebook)

195,317

189,472

182,823

175,058

Ultramobiles (Premium)

64,471

68,869

74,432

79,871

Total PC Market

259,787

258,341

257,255

254,929

Ultramobiles (Basic and Utility)

149,561

147,963

145,811

143,707

Computing Device Market

409,348

406,304

403,066

398,636

Cellphones

1,811,922

1,802,394

1,824,628

1,798,356

2,221,270

2,208,697

2,227,694

2,196,992

Total Device Market
Source: Gartner
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social selling

LEANING IN
Salespeople are relying on LinkedIn to grow revenue,
close deals and build stronger relationships.

By Monique Verduyn

ocial selling might not be the
silver bullet that finally puts cold
calling out of its misery, but it
does appear to work. According
to ‘Social Selling: A New B2B
Imperative’, a commissioned study conducted
by Forrester Consulting on behalf of Hootsuite
in 2017, which surveyed 265 sales and
marketing technology decision-makers at B2B
companies, companies see social as the place
where customers are, with 36% believing that
social selling will become the ‘default way to
engage with buyers in the future’.
LinkedIn itself reports that 90% of top
salespeople use social selling tools, compared
with 71% overall, and 46% of social sellers hit
their quotas, compared to 38% of other reps
who don’t.

S

Sales has changed

The biggest difference between social selling
and traditional sales is that while the latter
focuses mainly on short-term sales results,
social selling is more about building longlasting relationships.
Today’s buyers have all the power and
can do all their research online long before
reaching out. Social selling through platforms
like LinkedIn makes it that much easier and
quicker to seek out prospects, identify their
challenges and approach them with your
solutions. And because you know upfront that
they are more likely to be interested in your
product or service, it increases the chance of
conversion.

Why LinkedIn works for B2B

LinkedIn stands apart from most other social
media services by focusing more on cultivating
a business environment than other platforms
– it’s not the place to post photos of your new
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puppy or anything unrelated to work. It may
not offer the same easy social interactive
elements as Facebook and Twitter, but for B2B
companies, it offers a way to interact with
customers while also boosting sales leads.
In South Africa, LinkedIn has more than
6.7 million members, and 270 000 member
companies, making it the go-to network for
companies when it comes to B2B sales, and
providing users with a way to prospect for
leads that is far-reaching.
With 45% of people on LinkedIn in upper
management, it’s an ideal platform for B2B
sales as salespeople can connect directly with
them via InMail, and because there is a lot of
information in people’s profiles, it’s easier to
create more personal relationships and build
rapport. It also allows you to see who has
viewed your profile, so you can see who’s
interested, and the recommendation feature
helps to build credibility for those who ask
happy customers to write recommendations.

Optimising the sales approach

LinkedIn Sales Navigator, a paid feature of
LinkedIn, is intended to streamline the social
selling process, including finding, contacting
and keeping in touch with prospects, leads and
customers. Sales Navigator uses algorithms
to find the prospects best aligned with what
you have to offer. It generates reports that
make analysis and fine-tuning easier, and
it integrates CRM programmes such as
Salesforce, Oracle Sales Cloud, HubSpot, and
Microsoft Dynamics so users can access most
of the data on Sales Navigator directly from
their CRM programme. LinkedIn reports on its
site that Sales Navigator users see 5% higher
win rates and 35% larger deal sizes, with 34%
of their opportunities sourced through the tool,
and 61% of revenue influenced by it.
Vinay Hiralall, the GM for demand
generation at Tarsus On Demand, says his

team uses Sales Navigator to engage with
prospective channel partners, establish trust
through mutual connections, and understand
their businesses better. He says they’ve been
using it for 18 months.
“Sales Navigator is a great tool to ensure
that your message is reaching the right
audience,” Hiralall says. “It has created a
new medium through which we can engage
with customers and partners. We have
shortened the time taken to engage with
prospects because the tool provides us with
buyer personas that meet our target market.
Dynamic list generation ensures that our reach
is much further than what we used to achieve
by traditional means. A major challenge for
sales teams is having up-to-date information
in your databases and LinkedIn solves this by
ensuring that you have the most current view.”
Hiralall says his team uses the information
to target prospective buyers when they are
ready to buy. “Finding qualified buyers is
a tricky practice that we have refined over
time. We’ve embedded a unique qualification
process that provides us with insight on what
the right customer profile looks like and then
feeding that into our acquisition criteria.”

‘You have to talk about it,
everywhere’

To get qualified buyers to find you, he says,
you have to make sure that your offerings
solve the problems your target market faces
and then you have to talk about it, everywhere,
including social media.
“We have a strong digital presence that
works to promote our unique offerings and
the value that we add to business. LinkedIn
has significantly increased the number of
opportunities we have to sell to the channel in
the time we have been using it.”
Henk Olivier, the MD of channel business
at Ozone Information Technology Distribution,
uses LinkedIn to reach IT resellers throughout

»
“It’s pricey, but it’s
proving to be worth
the investment.”
Henk Olivier, Ozone Information
Technology Distribution

the country. “We have been using LinkedIn
Premium Business for the purpose of lead
generation and social selling for just under a
year. It’s pricey, but it’s proving to be worth
the investment. We have gained a better
understanding of channel buyers, many of
whom are buying products to add onto their
own solutions portfolio, and we engage with
them more personally now.”
Search functions allow his sales team to
seek out IT companies that focus on SMEs.
“When we contact them to set up meetings,
we are able to offer them complementary
solutions that they can resell to generate
additional revenue, so it becomes much
easier to set up meetings. This is good for our
business because some products have a long
sales cycle so maintaining momentum is key.”
Olivier stresses that it’s important to have a
sales and CRM tool in place to track prospects,
even if you are using LinkedIn, especially from
a sales management point of view. But where
LinkedIn really pays off for his team is that the
data on people and companies is generally
accurate and up-to-date.
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Song of the salesman
What does it take to be a great salesperson?

By Matthew Burbidge

t used to be much easier to sell
technology. Customers perhaps
weren’t as able to properly
articulate their business
problem, and were thus overly
reliant on the salesperson to
explain what the product could actually do.
And like much of the sales of yesteryear,
many deals were sealed on the golf course,
or, later, over cigars and whiskey in the bar.
Now, customers have access to more
digital channels and can also tap the views
of increasingly digitally literate boards and
CEOs. These boards, along with the CFO, will
also have more say in any IT purchases. IT
is now pervasive across many organisations,
and the management of IT is now a shared
responsibility across departments and the
C-suite.
The role of the account manager has also
grown as customers demand more services
and support. This squeezes the time available
for sales, and as Gartner reported, only about
a third of sales leaders are regularly meeting
their cross-selling and growth targets. It’s
also these salespeople who are more likely
suggesting ways in which a client’s business
can be improved and optimised through
software.
Still, some of the rules of selling haven’t
changed, according to Bev Scott, a director at
Growth Business Consulting. Scott has been
selling IT for decades, and now consults and
trains at the software company Micro Focus
and distributor Axiz, among others.
Scott says while lots of software products
do similar things (what, exactly, is the
difference between product A and B, for
example?), part of the challenge is being able

I
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to articulate the extra value that software will
deliver to a particular business.
And, ‘things change quickly in software’.
“We’re incentivised on a quarterly basis. If
it takes you two years to sell something, by
the time you implement it, it’s defunct.”

Changing face of sales

Cloud, too, has shortened the sales cycle, and
changed the way in which the IT industry
commercially engages with customers. In
the past, a customer would buy a perpetual
licence, and if they stopped paying, it just
meant they wouldn’t get any more software
updates. The cloud model is subscriptionbased, which also incentivises customers to
implement the software as quickly as possible
to realise their return on investment.
What does it take to be a great technology
salesperson?
Scott says building relationships with
clients is very important.
“If someone’s had a bad relationship with
one of the big vendors, they’re typically not
going to purchase from them, unless they
have to. Even if the products work nicely,
somebody could have irritated them because
they were shirty, or didn’t deliver.”
Scott says when she’s training staff at a
company, she gathers everyone ‘who touches
the customer’ in the same room.
Sales, she says, do not begin and end with
the salesperson.
“Everyone (in the company) is in sales,
whether you’re the receptionist, the person
who delivers the support, or the one who
phones the customer for money.”
She says if a potential client walks into a
business, and the receptionist isn’t polite, this
will affect their impression of the company.
Everyone needs to understand that their

performance can help or hinder a sale.
Salespeople, says Scott, are the ones who
get the danger pay, ‘because if they don’t
make the sale, they get shafted’.

Selling it out loud

A good salesperson needs to be able to
articulate what it is they’re trying to sell, as
well as its value proposition. He or she has
two roles. The first is to understand what the
client’s company needs, and then making sure
you can deliver a technical solution.
And while the salesperson does need a
basic understanding of the product, it doesn’t
have to be too deep or technical.
As Scott says, she’s been in IT sales for 30
years, but she still can’t tune her TV.
What’s more important is being able to
realise what the software can do for a client’s
business problem.
“When you’re sitting across from the
customer, what questions should you ask
them? What kind of information do they need
to give you, so you can take that information
and relay it back to your organisation?
“And then, the next time you visit, you’ll
bring the IT experts with you and show them
what you have to offer them.”

Easy sell

Scott says there’s a perception that sales
is ‘easy’. She says a lot of IT sales used to
happen on the golf course, or over dinner or
lunch. Things have changed, however, some
of which can be attributed to the Y2K event.
While IT professionals had been proactive
in managing the perceived problem, nothing
– or almost nothing – occurred as the clocks
ticked over to January 1, 2000.
“And when nothing happened, people
thought, ‘Typical IT people. They asked us for

money, and then nothing happened'.”
She says this, as well as the dot.com
crash, meant that the non-IT executives then
became more involved in decisions around
technology purchases, meaning the end of
writing a cheque over lunch.
So what does it take to close a deal?
“Hard work and long hours. You need to
understand what you’re trying to achieve.
“I spend a lot of my own time plotting and
trying to figure out that if I sell this piece of
software here, what the next sell, and the one
after that?

Building the foundation
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“What’s the foundation to make me relevant
so I can start having the conversation
with the business? If you don’t do that,
you’re never going to embed yourself in an
organisation.”
She says you’ve got to ask a lot of
questions, but not just related to technology,
because once the technical part of the
conversation is over, what else are you going
to talk about?
“How is Brexit going to affect South
Africa? How does PoPI and GDPR work? And
what about state capture?” she suggests.
Listening is also important, something
which she thinks is hard for many
salespeople to do ‘because most of them are
extroverts’.
It’s also important to get to know the
clients.
“If they’re a rugby fan, you can ask ‘How
were the Bulls? Or the Lions?” as you build a
relationship.
Scott remembers closing a ‘fairly sizeable’
deal with a financial organisation, and during
the conversations she had with one of the key
influencers, he mentioned, in passing, what
kind of whiskey he enjoyed.
After the deal was done, she dropped off a
bottle of 18-year-old Jameson’s at his office.
He was amazed that she’d remembered,
and told her ‘I mentioned it to you (only)
once’.
What else?
Sales is a methodology and a process. “Too
many people make a sale, and then just sit
back. As you keep selling, it becomes easier,
because now you’re ‘pulling the pipeline’ and
you’re closing.
“If you’re sitting in the office, you’re not
doing business.”
And, of course, it goes without saying
you’ve got to be thick-skinned.

“Everyone is in sales, whether you’re
the receptionist, the person who delivers
the support, or the one who phones the
customer for money.”
Bev Scott, Growth Business Consulting

INDUSTRY

in profile

By Tracy Burrows

hen Ideco launched in 2003,
it brought to market an
innovative technology-based
solution to address a longstanding problem. Years of
growth, an Alt-X listing and delisting and a
change of ownership later, the company is
going back to its roots as an innovator.
Ideco has made a name for itself as
more than a distributor of the market’s
top biometrics-based technologies. It also
integrates these solutions into innovative
new products and ecosystems designed to
address real-world challenges.
Among these are the portable Biometric
Identity Management System (BIMS),
which is now going into its second round
of manufacture. This briefcase-sized unit,
designed for use in the field, incorporates
fingerprint, facial, iris, palm vein, voice and
signature recognition, as well as a smart
card reader, barcode scanner and printer,
and multiple connectivity options. Along with
BIMS, Ideco launched a world-first BioGate
Identity Switch and an Identity 4.0 integration
platform, aiming to lay the foundation for
a disruptive new model for authentication,
identity management and payment systems.
Vhonani Mufamadi, who co-founded Ideco
along with Albie Geldenhuys with a view to
using biometrics to address crime, said at the
BIMS ecosystem launch in 2016 that while
Ideco had been introducing leading-edge
biometrics to the South African market for
the past 18 years, `BIMS was the apex of the
whole process’.

W

MARIUS
COETZEE,
Ideco

In Ideco we trust
Biometrics firm Ideco is focusing on identity
innovation and new biometrics use cases,
while its growing channel drives business
around the world.
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Building the channel

But Ideco has not stopped there. The
company is now evaluating identity on a
cellphone and looking into applying blockchain
technologies and AI deep learning within
the identity and trust environment, as well
as making identity solutions even more
mobile, seamless and less intrusive. The
company envisages a future in which every
process – from travel and payment through
to government service delivery – is flawlessly
and conveniently enabled by advanced
biometric-based identity and authentication
systems.
“Our approach to taking best of breed – but
existing – technologies, and applying new
thinking to how they can be deployed, raises
eyebrows,” says Ideco MD Marius Coetzee.
“But this is the culture of the organisation.

CHARITY SENOA, AN IDECO
WORKSHOP TECHNICIAN,
says the company has created
a working environment in which
individuals, and teams, are given
an opportunity to contribute
towards the success of the
venture. “It’s stimulating and
motivating,” she says.

“People are so conditioned by processes and systems
that very few are taught to think out of the box.”
Marius Coetzee, Ideco

»

Everyone within the company is focused on
driving innovation to business, and everyone
has an opportunity to add value to our
innovations.”
With a team of 28 based at its offices
in Centurion, Ideco is focusing on what it
believes it does best – technology innovation
and high-level technical support, and working
with a network of hand-picked partners to
support the business’ growth. “We don’t
have the resources to drive sales and endcustomer relationships, so we take an almost
back-to-basics approach in supporting our
channel through information and marketing
support, pre-sales support and serving
as a technical partner. Our bottom line is
innovation,” Coetzee says.
Ideco is not just a ‘box in, box out’
distributor, but actively tries to enable channel
partners across the whole value cycle, he
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says. “We help identify opportunities, bring
identity innovation into new areas, and bring
trust into operations.”
With 23 channel partners active in South
Africa, Ideco is now extending its channel
network into Africa and Eastern Europe.
“Africa is a huge, but complex market, and we
are working on expanding our reach there.
We are also active in Russia and looking to
expand in Eastern Europe,” he says.

Driving innovation

Creating a culture of innovation is something
most companies aspire to and many fail at,
but Ideco’s innovations and patents show that
the company must be doing something right.
Coetzee himself is a technophile fascinated by
the potential applications of new technologies,
and is credited with introducing ISDN to South
Africa in the 1990s, during his years at Telkom.

He thinks innovation starts with
organisational culture: “My personal
philosophy is that people are so conditioned
by processes and systems that very few are
taught to think out of the box. Presenting
them with something ‘out of the box’ normally
stimulates creative thinking, and when
everyone is encouraged to contribute, more
innovation follows.”
Ideco encourages staff to evaluate
products and contribute ideas, often leading
to more user-friendly and feature-rich
solutions. “In my opinion, this teamwork
differentiates us from many other distributors,
and it extends beyond our own staff. We
also join our partners in discussions, go with
them to highly strategic meetings with their
customers and work in a trusted partner
capacity to identify new use cases and
solutions.”

BUSINESS

the pitch

Hard sell down on the farm

Farmers can be tough customers, demanding a solid business case
and guaranteed service and support before they make an investment.
Successfully selling into this market requires innovative approaches to sales.
By Tracy Burrows

CT is making agriculture
more efficient and costeffective, improving yields
and reducing risk through
myriad interventions – from
IoT systems to measure soil moisture and
automatically trigger irrigation systems,
through to RFID tagging to reduce livestock
theft, and big data analytics to forecast dairy

I

36

| Q2 2019

production based on weather patterns.
Across Africa, simple mobile apps are
improving outcomes for farmers by linking
them with expert information, the latest
market prices and new buyers.

The big cost hurdle

But South African farmers face a catch-22
situation: challenged by drought, increased
risk and rising costs of production, most do
not have the resources to invest in the very

technologies that could improve their margins
and make farming less of a gamble.
Eric Stoch, a North West farmer,
consultant, Royal Ndebele Business Council
chairperson and professional associate at
the African Centre for Disaster Studies,
engages with many farmers and rural
communities. He believes SA’s farmers
are well informed about the technologies
available to improve agriculture, but
they simply can’t afford it. “I use satellite

»
“You can’t just show up from the city and
expect to find a farmer willing to talk to you
and buy your system.”
Eric Stoch, farmer

imagery for impact assessments, and my
neighbour uses computerised heating and
cooling systems for his chicken farm. These
technologies do make running a farm more
efficient and save on labour costs, but most
mid-sized and smaller farmers simply can’t
afford advanced agricultural IT solutions,”
Stoch says. “The little guy, the guy who
really needs the assistance, can’t afford it,
but they are very aware that the technology
is available.”
Nokia has been working in the South
African agriculture space for some time,
using sensors and digital solutions to
manage performance, information and
optimisation. Thomas Fuerst leads Nokia
marketing for the Worldwide IoT Network
Grid (WING) product group, and says: “While
research shows that technology can add
tremendous value to South African farmers,
the uptake has not quite been what it should
be, particularly among subsistence and
small-scale farmers. This is likely due to the
perceived costs associated with technology.”

Innovating sales models

Convincing farmers to invest their limited
resources in new technologies is not an easy
task, particularly for technology vendors not
well versed with the culture and challenges
of the farming community, says Stoch. He
believes vendors and resellers have to prove
without a doubt that their solutions work
effectively, after which word of mouth sells
the product. “I was once approached by
a feed salesman who offered me bags of
feed I could pay for only if I was happy with
it. I tested it scientifically, against controls,
and found it to be better quality and more
resilient than what I had been using. Now
many farmers have followed suit, based on
my feed quality. The same would apply to
IT systems – you can’t just show up from
the city and expect to find a farmer willing
to talk to you and buy your system. But if
you offer an incentive for a farmer to run
a proof of concept, and it’s a success, the
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Fuerst says this is why Nokia has
developed a smart Agriculture-as-aService solution running on Nokia’s IoT
network, which allows operators to roll out
IoT services much quicker and scale their
network much faster without investing
huge amounts of Capex. Nokia works with
the operator to roll out sensors that detect
moisture, temperature, wind speed, and
pests and deploy them across their whole
network, providing this data to the farmers
as a service.

Backing it up with service

Beyond actually selling into agriculture,
sustained success in this market depends
on solid after-sales service and support,
says Stoch. His neighbour’s chicken houses,
for example, are heated and cooled using
an automated system: “If the system should
go down in a cold snap, he can’t wait a few
days for a technician to arrive. Thousands of
chickens could die,” he says.
Trust goes a long way in the farming
community, and successful brands work
hard to establish and maintain this trust.
Despite the fact that farmers are tough
customers who watch their spend carefully,
there is significant room for growth into the
sector.
THOMAS
FUERST,
Nokia

system will virtually sell itself. In the farming
community, word of mouth works better
than most other advertising.”
Fuerst adds: “If you look at developing
economies, you don’t always have the large
commercial farms that you find in developed
countries. You have lots of smaller farmers
who are working a small plot of land and
operate in almost subsistence mode. That
means they have a limited budget available
to spend on rolling out technology solutions,
even if those will make their farms run more
efficiently and save them costs. They require
a solution that is packaged as an affordable
‘as-a-service’ package that will enable them
to gather data to drive more intelligent
decisions. This is where IoT comes into
play.” Machina Research has forecast that
agriculture will be one of the fastest growing
IoT sectors, with 22% annual revenue
growth through 2024.

Rich potential

Says Fuerst: “Agriculture is a sector with
enormous potential and need for digital
technologies. The world population is
projected to be 9.1 billion by 2050, which
will require a 70% increase in overall
food production according to the Food
and Agriculture Organisation of the UN. In
parallel, agricultural land is becoming less
obtainable due to urbanisation, which means
that farmers need to optimise the space that
they have. This all means that technology
resellers and salespeople need to look for
solutions that are globally applicable and can
benefit the most people.
"Addressing these issues resides not in
trying to find and develop new agricultural
lands, but in transforming current farms
into more 'intelligent' ones for sustainable
agriculture. A successful smart agriculture
programme can be achieved through
collaboration between the various
stakeholders – technology providers,
device manufacturers, platform providers,
governmental entities, non-governmental
organisations, agricultural cooperatives,
agricultural companies, and farmers.”

ADVERTORIAL

THE ROAD TO DIGITAL
TRANSFORMATION
Huawei believes that the digital platform is the foundation of a digital world, and at its recent Eco Connect
event, the company outlined its vision and solutions that will help to craft this digital platform.
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uawei’s annual Eco Connect
event was held recently at the
Sandton Convention Centre,
with the enterprise describing
what it considers to be the ‘road to
digital transformation’ - namely that it
is Huawei’s aim to bring digital to every
person, home and organisation, in order
to create a fully connected, intelligent
world.
According to Alex Du Min, MD of Huawei
Enterprise SA, the organisation’s strategy
for 2019 is focused on true collaboration
with partners and customers, with a view
to developing innovative industry-specific
solutions. These, he adds, will enable
flexible, open, and secure platforms to
drive enterprise digital transformation.
“It should be noted that Huawei is
currently the only end-to-end 5G provider,
as not only do we have a 5G network, but
we have also just launched a twin world
first, in that we have a new 5G-ready
phone available, and what is more it is a
foldable one!”
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Although surveys suggest that
more than 40% of CEOs claim their
organisations are ‘digital first’ or ‘digital
to the core’, and more than 60% have
agreed to increase IT investment this
year, Min says that it is clear that the
digital transformation journey still has a
long way to go.
“Huawei’s own digital transformation
journey has been ongoing for a number of
years already, and has reached the point
where it is integral to driving our business
growth. A good example of digitisation
in action is how the global business has
seen its revenue grow from $60 billion
to over $100 billion, yet our employee
numbers barely changed, increasing from
175 000 to 180 000. Furthermore, we have
reduced the roll out time of applications
from several months to just a few weeks,
and our inventory cycle time from seven
days to just over one day,” he says.
Ranjit Rajan, associate VP for research
for the Industrial Development Corporation
(IDC) Middle East, Turkey and Africa, told
delegates that the digital economy has

now reached a tipping point, with some
60% of global GDP growth now driven by
digitally enhanced offerings, operations
and relationships.
“We have seen the emergence of the
third platform, along with innovation
accelerators – everything from blockchain
and IoT to robotics and 3D printing – that,
when used in various combinations, are
reshaping the ICT industry and enabling
digital transformation,” he explains.
“Digital transformation itself is
something of an abused phrase, and one
which is really all about becoming a digital
native. These are organisations that are
able to innovate far faster, driven by a
customer-centric and fully empowered
workforce. Digital natives willingly
embrace risk and continuously adapt
their businesses in ways that fuel more
revenue opportunities, innovation and
customer-centricity.”
Muhammed Seedat, a director at Huawei
Technologies explained to delegates
that Huawei believes that cloud is the
foundation that will power and propel

“Today, we speak of ‘digital to the core’,
because digital innovation is no longer
just for the ground-breakers, like Uber.
Now, every organisation, including those
in the public sector, has the potential to be
similarly innovative.”
Edwin Diender, Huawei Enterprise Business Group

the Fourth Industrial Revolution (4IR), so
the company has built its own vision and
strategy around the cloud, based on the
simple premise of becoming one of the top
five cloud providers globally.
“Leveraging our 30 years of B2B
experience and our growing knowledge
of digital transformation, we have
created solutions for both enterprise

and government, and have developed
an intelligent cloud that utilises artificial
intelligence capabilities built into the
platform,” he says.
Edwin Diender, VP for government and
public sector at the Huawei Enterprise
Business Group, pointed out that statistics
show there are more people alive today
than have lived throughout history.

huaweisales@mustek.co.za | +27 11 237 1000
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“The question we need to ask ourselves
then is what does this mean for cities,
and for services like waste management,
electricity provision, voting and more?
The answer lies in viewing digitalisation
as the core component to solve these
challenges.”
“Today, we speak of ‘digital to the core’,
because digital innovation is no longer
just for the ground-breakers, like Uber.
Now, every organisation, including those
in the public sector, has the potential
to be similarly innovative. For example,
look how delivery companies use digital
technologies to enable customers to track
the progress of a parcel – what is to stop
government entities like the post office
doing the same?”
“Ultimately, Huawei’s focus is on
empowering digital transformation in
the public space via smart cities, smart

campuses and smart airports. We are
continuously working with our partners
to build a better tomorrow,” says Diender.
The last word goes to Huawei SA
MD Min, who suggests that the digital
platform is a cloud based offering with
orchestration of new ICT, applications
and functions and data convergence,
which enables services synergy and
agile innovation.
“The digital platform truly is the
foundation on which to build a digital
world, alongside ubiquitous connectivity
and pervasive intelligence. With all
three of these in place – and Huawei is
well on its way to achieving this – we
can all begin to derive the incredible
benefits offered by the digital world,” he
concludes.
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Partner day

By Matthew Burbidge

t’s heading for two years since
Micro Focus completed its
merger with HPE’s software
business, and, it appears,
things are finally settling down.
It’s completed a $400 million share buy-back
programme, sold off open source business
SUSE for $2.5 billion, and has a refocused
management team. The market seems to like
this, and its stock, at the time of writing, is
hovering around the $23 mark. Locally, it’s
grown its licence revenue by 39% year-onyear, as well as increasing the percentage
of revenue that goes through its partners
to about 80% of the company’s total local
revenue.
But, as Remco van Dijk, the channel
director for Northern Europe and Africa, puts
it: “It’s been a bumpy ride, and absorbing the
HPE business presented unseen difficulties.”
Still, that’s all behind it now, says Van Dijk,
and the 'pragmatic' leadership of Stephen
Murdoch has provided a clear-eyed view
of the company for customers, analysts,
partners, and employees.
It also has a new global partner
programme, as well as a new partner portal.
It recently gathered its partners at an event
in Johannesburg, to share some of these
announcements.

I

Join the party

GARY DE
MENEZES,
Micro Focus

Coming into focus
Micro Focus launches a new partner
programme and portal.
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Country manager Gary de Menezes told
partners that those who’d worked closely
with the company had seen the benefits,
and invited those on the outskirts, to
‘join the party; there’s enough space for
everybody’.
Micro Focus has such a broad portfolio
that it doesn’t have a lot of channel overlap,
and there were a host of speciality areas,
he said, adding that a number of customers
weren’t even aware that they were using
Micro Focus products.
How does it go about selling all these
diverse products, is a question not lost on De
Menezes, who countered with: “How do we
tell our customers who we are?”
Part of this involves some self-introspection,
the result of which is a new go-to-market
strategy, launched in November last year. The
company is now focussed on these areas:
enterprise DevOps, hybrid IT management,
security, and predictive analytics.
The company has a mix of old and new
products, and is thus able to pursue a unique
approach. Firstly, Micro Focus, which is
a 40-year-old company, maintains that it
never sunsets a product, nor will it ever rip
and replace a system. It also integrates new
technologies into legacy systems, as well as
modernising applications.
De Menezes said legacy systems are
still at the core of the business for of all

PARTNER PROGRAMME
Micro Focus’ partner programme
is built on a single platform
with consistent membership
requirements across three tiers:
authorised, gold and platinum.
The portal provides access to
marketing resources and training
materials. Mike O’Neill, the
president of worldwide indirect
sales, said he expected more
than 10 000 partners to log in
monthly.

“The CIO was king, and then we hit a
recession, and the IT budget halved.”
Gary de Menezes, Micro Focus

»

its customers, but these same customers
now have new expectations borne from the
increased ease that consumers now expect.

King of the IT budget

De Menezes said in the early 2000s, the
owner of a company’s technology budget was
the CIO.
“The CIO was king, and then we hit a
recession, and the IT budget halved,” he said.
Business lines then began to be
responsible for their own budgets, which, he
said, created a new set of problems, such as
a lack of corporate governance and guidance.
“We’re in an environment where there has
to be synchronisation between the CISO, CIO
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and CEO. The power has been spread among
multiple people who now need to work
together.”
Van Dijk remembers, at least two decades
ago, someone telling him, ‘that the mainframe
business was dying’.
“It’s not dying. Our COBOL business is one
of the biggest growth portfolios we have. The
whole of the internet is based on it, banks,
aircraft, everything.
“The analysts are now realising you
shouldn’t rip and replace. What’s already
there, and working, needs to be modernised
and made better. We understand the
old world, and we also know how to
modernise it.”

Benefits now include:
• Enhanced deal registration
which helps protect partnersourced deals.
• Improved SaaS offerings
ensure rebates are paid out
earlier, up to three years in
advance.
• The upgraded market
development funds programme
streamlines the provisioning of
marketing funds for gold and
platinum partners.
• Quicker deal registration,
quotes and orders.

INDUSTRY

roundtable

Hyperscale is here
With the big vendors dead set on removing obstacles to obstruction,
how is the channel adapting to selling hyperscale cloud?

E L A I N E WA N G ,
Rectron
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By Adam Oxford | Photography Paul McGavin

e know why people have
put off cloud infrastructure
adoption in the past. The
reasons to refrain include
latency, reliability, data
governance and sovereignty. But with
the launch of domestic datacentres for
Microsoft Azure and Huawei, and Amazon’s
announcement that it will follow suite early
next year, most of these objections no
longer apply. What does remain a challenge,
however, is getting hyperscale cloud to
market.
With this in mind, The Margin put together
a roundtable of industry experts to discuss
the blocks and opportunities for partners
in the ecosystems of the future. What does
hyperscale mean to the channel in South
Africa?
“The first thing partners want to know
is if they will be getting a better price
now that datacentres are hosted locally,”
said Traci Maynard, Microsoft executive
at Axiz. “It’s an interesting question and
conversation about who needs to play what
role. And it depends on what they want, as
not all services are available locally.”
“There’s a lot of excitement about the
local datacentres,” said cloud and software
solutions director at Rectron, Elaine Wang.
“The Microsoft announcement marks the
start of the real public cloud journey in
South Africa. Pricing is always going to be
a challenge, but it depends on the partners.
There are partners who don’t know what
they’re doing so they will always sell on price.
But then we have the really amazing partners
who do understand that the cost of the

W

ASIF ALI,
Microsoft

service is only part of what they offer.”
“The excitement is definitely there in the
partner community,” agreed Microsoft’s
national technology officer Asif Ali.
“This opens new realms of opportunity
for partners to get a bigger part of a
customer’s business that they didn’t have
before. If they didn’t traditionally have the
hardware business, for example, now they
can offer (software) all in one. The potential
to increase the bottom line is a lot greater.
There will always be demand for price, but
contrary to belief, there is a premium to
provide services locally. If you look at the
scale we have in Europe, we don’t have
that here.”

ANDREW
C R U I S E , Routed
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Connectivity, too, is more cost-effective
elsewhere, Ali added, but partners have
to look at the total benefit to see the real
advantages.

Working on the pitch

Andrew Cruise, CEO of local cloud
provider Routed, said there’s an element
of overhype in the arrival of multinationals’
datacentres, but the news is opening up
conversations.
“IT is still just dipping its toes in the
water; there’s still not much happening,”
Cruise said. “Some people have been
waiting for Azure and AWS, but they’re
relatively small. Enterprise IT is still very
conservative overall.”
Robert Marston, global head of
product at Seacom, said that most of the
organisations that had increased their
level of interest in hyperscale cloud were
the ones that had already begun adopting
similar services. They were interested in
details around local SLAs and availability.
“The cloud journey is still mystical to
many,” Marston said. “That’s one of the big
gaps for the channel here and in places like
Kenya. How is that journey enabled? How
do you migrate workloads and data?”
Sven Blom, the head of sales at Teraco,
agreed that many service providers are
still struggling with concepts around
cloud and, as a result, are focussing on
commercialising services and licence
sales, which won’t result in the margins
they need. We need more case studies, he
said, to help integrators understand the
opportunities that exist.
Nevertheless, Blom said he’s seen
dramatic growth in public and hybrid cloud

ADVERTORIAL

NOT JUST A
DATA CENTRE
SVEN BLOM,
Head of Sales at
Teraco

Because they are vendor-neutral, Teraco’s data centres provide the interconnection hub
where real-world business meets the cloud.

"

In the world that’s taking shape
right now, everything depends
on being able to access the
cloud as quickly and effectively
as possible,” says Sven Blom,
Head of Sales at Teraco. “We believe
the data centre is ideally placed to fulfil
that role because it can provide the
physical infrastructure that houses all
the stakeholders in the digital ecosystem:
cloud providers, service providers and, of
course, clients.”
Blom says the key to enabling this
new conception of the datacentre’s
role is the idea of vendor neutrality. In
this model, the data centre provides
the infrastructure to all players within
the emerging digital ecosystem; it does
not attempt to be a player itself as, for
example, a telco-owned data centre
would do. Because the vendor-neutral
data centre allows all players to operate
freely, it can genuinely act as what Blom
calls `the digital edge’, that place where
the virtual meets the real. In the digital
world, the critical point is how rapidly
and simply, without any unnecessary
network hops, a company can connect
to the cloud—the vendor-neutral

datacentre provides the perfect onramp
into the cloud’s digital ecosystem
because the players are all located in
close physical proximity, on one campus.
The power of this concept is best
understood through an example.
Company A is a logistics company with
a head office in Johannesburg and
branch offices at four locations around
the country. In traditional style, it has an
on-premise data centre with a wide-area
network serving its branches. However,
if it wants to move some of its operations
into the cloud, the best option would be to
move that portion of the system into the
vendor-neutral data centre. This would
give it access to all the capacity it might
ever need—more importantly, it would be
ideally placed right on the digital edge
provided by the data centre.

Living on the edge
“We are not a telco, so we’re not in the
business of charging for connectivity per
gigabyte, which can get very expensive,”
Blom says. “We simply provide a fibre
connection from Company A to Provider
X at a minimal cost. That same scenario
would be repeated ad infinitum, in each

www.teraco.com | 011 573 2800 | sven@teraco.co.za

case connecting Company A directly
to the desired member of the digital
ecosystem.
“In this way, the data centre becomes
not only the place where Company A’s
servers are colocated and expertly
managed, but also the platform from
which it onramps directly into the cloud
with a choice of secure cross-connects
to AWS Direct Connect, Google Cloud
Platform, or Microsoft Azure Express
Route. This changes the costing model
dramatically, but, as important as that is,
the real value is that it makes it easy for
Company A to design and implement its
digital transformation programme as it
pleases—because the data centre is not
a player, there is no pressure to follow a
certain trajectory. All the capacity that
could be needed is here—and so are the
other members of the digital ecosystem,
as and when required.
“Since we began in 2009, we have
enabled 14 500 cross-connections
and they are growing at a rate of 20%
annually,” Blom concludes. “It’s all about
the ability to make cross-connections
rapidly and easily, and that’s best
achieved here, at the digital edge.”
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deployments within Teraco’s network.
“We’re now at 13 500 cross-connects
within the datacentre,” he said, “and that
will continue to grow.”
Microsoft’s Ali added that while part of
the business case for regional hyperscale
datacentres is to address customers such
as government or banks, which need data
sovereignty and low latency processing,
integrators shouldn’t see `lift and shift’
for existing applications as the main
opportunity.
“You have to look at optimising models
and where partners can play the biggest
role,” he said. “The value proposition
for partners is around innovation,
infrastructure as a service and making sure
customers get the full benefits.”
All businesses are under pressure to
innovate, said Ian Jansen van Rensburg,
lead technologist for VMware in SubSaharan Africa.
“Even farmers, who will need to produce
a lot more food from a little less land in
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the future,” he said. “Cloud is the main way
to assist all these companies. It’s the new
hardware: customers aren’t thinking about
hardware anymore, they’re in a software
defined world. They want to be able to spin
workloads up and down easily.”
Linda Morris, director at Smart
Technology Centre, said that her
customers were in tune with this.
“Convergence of infrastructure is
becoming a big talking point, and traditional
IT is becoming archaic,” Morris said. “They
want to be able to download a business, not
just spin up a server.”

Who makes hyperscale work?

Inevitably, the conversation turned
to skills, and particularly current and
expected shortages. Microsoft’s Ali
referenced an IDC report released last year
(commissioned by Microsoft) that suggests
cloud revenues will double by 2022,
resulting in the creation of around 122 000
new jobs in the field.

“We need to create these skills,” he said.
“Without those skills, you can't have
adoption,” echoed Seacom’s Marston.
The challenge is compounded, he added,
because while hyperscale vendors might
invest in training for their particular
platforms, end-customers also need advice
on how to differentiate between Azure,
AWS or a local provider. Are resellers
developing those cross-functional skills
so that they can deliver best value to their
customers?
Axiz’ Maynard said that while distributors
were putting effort into building in-house
teams to help with sales, partners couldn’t
become complacent.
“There’s just not a lot of margin, and
you can’t expect the distributors to skill up
and still make 15%,” she said. “As much
as we are investing, there’s a point where
we have to hand over to the partner; we
can’t do the implementation for you. Do we
represent many vendors? Sure. Will we
fulfil sales training and technical training?
We absolutely will. But there’s an obligation
on behalf of the partner to understand
that.”
“What we try to recommend is that in
the absence of a specific skillset within a
partner, that the partner should partner,”
added Rectron’s Wang, who also agreed
that there’s too much expectation on
distributors at the moment, and that some
service providers are still struggling to
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define their business model. “We will
happily put partners in touch with each
other.”
Smart Technology’s Morris agreed,
and said that it was vital for her to invest
in skills and own her own customers.
“Part of the success has to be getting the
engagement right.”
It’s an ongoing challenge, said

Mimecast’s Mikey Molfessis, cyber
security expert, but harder still for
customers.
“We have a lot of training materials
online,” Molfessis said, “but often, there’s
just a single resource looking after, say,
Sharepoint within an organisation. It’s
very hard for them to stay on top of new
developments (outside their field). It’s
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also a question of where are we targeting
information. Often it’s at the C-suite level,
which can’t take it back to their engineers.”
That’s not always a bad thing, added
Routed’s Andrew Cruise. “What's being
ignored is the self-interest of people
providing advice and influence to the
board.”
When it comes to issues of outsourcing
IT to the cloud, `there's a lot of worry about
what it will do to their jobs’, Crusie said.
Board sponsorship is also vital if a
hyperscale project is going to succeed.
Smart Technology Centre’s Morris pointed
out that high level conversations are
vital for change management and digital
transformation.
“We have to humanise the cloud
conversation,” she said, “It can’t get lost in
translation.”
That also extends to the dynamic
between the channel and end customers,
which could ultimately be where the real
value lies.
“People buy from people,” said VMware’s
Van Rensburg. “They have relationships
with people. The WEF says the Fourth
Industrial Revolution is the integration of
physical, digital and human domains. The
only one that is constant is the human.”
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Partner day

Partner up
The Microsoft
ecosystem is an
increasingly complex
one. How are you
making sense of it?
By Matthew Burbidge

IN ASSOCIATION WITH
AXIZ, DELL TECHNOLOGIES
AND MICROSOFT
t last count, Windows was
running on over 87% of the
world’s personal computers,
and of this, over 40% are
now running Windows 10.
The increasingly elderly
Windows 7, meanwhile, is on
the decline, and is now running on about
36% of all PCs, and 41% of those running
Windows, according to analytics company Net
Applications.
There are also more Microsoft products
being shipped, and it’s an increasingly
complex ecosystem in which resellers find
themselves.
With this in mind, Nick Keene, the business
group lead for the modern workplace at
Microsoft in South Africa, recently pointed out
some signposts for channel partners at an
event in Johannesburg hosted by this magazine,
distributor Axiz, and Dell Technologies.
Coincidentally, the local Azure datacentres
went live on the very day the event was held
in early March.
The company will be staggering the
release of its cloud services, with Office 365,
Microsoft’s cloud-based productivity solution,
expected to be available by the third quarter
of 2019, followed by Dynamics 365, its
intelligent business applications, in the fourth
quarter.

A
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Keene said if a company’s policy dictated
that its data needed to be kept inside South
Africa’s borders, Microsoft was committed
to keeping it within the country. Its Teams
communication product, however, will still
be provisioned from the EU, although he said
there was a business case for bringing it to
South Africa.
He added that when Office 365 goes live
in the country, it will introduce a ‘move’
programme to shift the customer’s data to
South Africa. This move programme will
have to be initiated by the customer, after
which Microsoft schedules the move. This
offer is only valid for six months, after which
customers will have to pay for the transfer.

Upgrade path

Keene said if a customer wants to buy new
laptops for their staff, and decides to buy
Dell machines, these ship with Windows 10
Professional, which provides an opportunity
for the partner to suggest they upgrade to the
Enterprise edition.

This enhances the customer’s experience
of the operating system, and also offers
better security features.
If, however, a customer has some
machines running on bare metal, or has
Linux installed, and now wants to switch to
Windows, the only option is to sell them the
base OEM Windows Professional licence.
Some hardware retailers are also selling
machines with Home editions, perhaps in
an attempt to keep the price down. These
Home editions cannot be used for running a
business, and the only way to upgrade from
Windows 10 Home to Enterprise is to sell
them a Professional edition, after which they
can be upgraded to Enterprise.
He said he knows of a number of
customers using Window 10 Home in their
businesses, and asked the partners to
point out that they were ‘technically noncompliant’.
Keene suggested to his audience that
they need to address the question of digital
transformation in their customers’ business,

»
“The first day of the month,
you want to wake up
knowing how much
money is coming into
your bank account.”
Nick Keene, Microsoft

DION VISAGIE,
Dell Technologies

NICK KEENE,
Microsoft
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»

End of support

“It’s preferable that a customer switch to a
subscription model, which allows a partner
to build their annuity revenue stream.”
Nick Keene, Microsoft

which, properly executed, should realise
efficiencies and generate more value.
He said a customer may have a business
problem and the challenge for partners is
to suggest technology to streamline the
business’ processes.
This could be as simple as turning on
OneDrive for Business, for example.
Keene reminded partners that Microsoft
would be ending support for Windows 7 in
February 2020, and for large customers
– say, between 300 and 500 people – it’s
probably too late to complete a migration by
then.
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“We’ve been warning them,” he said.
Older operating systems, too, pose a
risk, he added, mentioning the case of a
large healthcare organisation in the UK
that had been using Windows XP, and had
subsequently fallen prey to WannaCry
ransomware.
It’s preferable that a customer switch to a
subscription model, which allows a partner
to build their annuity revenue stream.
“The first day of the month, you want
to wake up knowing how much money is
coming into your bank account.”
Keene suggested that partners familiarise
themselves with the Office 365 value
proposition, which includes the Teams
application.
Teams is now the company’s unified
communications strategy, and consolidated
email, SharePoint, and Skype for Business.
The eventual aim, he said, was to reduce the
amount of email, and this could be achieved
by ‘getting people to live in Teams’.

More security

Keene said that in the past, Microsoft was
seen as a productivity vendor, and was less

»

“The challenge is finding business cases for these technologies, after
which the partner can begin to charge a business consultancy fee,
rather than just a migration fee”
Nick Keene, Microsoft

associated with being a security vendor.
With increasing threats, the company is now
starting to pay more attention to security
with measures such as threat protection and
analytics, and its products are also shipping
with ‘layers of security’.
The company was working to ensure
Microsoft 365 (which includes Office,
Windows 10, and the Enterprise Mobility and
Security products) dovetailed with PoPI’s
requirements, and that this has also been
carried out for GDPR.
The company is also collecting metrics
from the telemetry of many millions of
operating systems in the world, some of
which is visible at microsoft.com/sir as part
of its security intelligence report.
Keene warned that while there was still
a lot of money to be made by migrating a
customer’s exchange environment into Office
365, it’s a declining business, worldwide. If
this was a significant share of a partner’s
business, ‘your world is going to become
smaller’.
Part of the problem, said Keene, is keeping
up with technology that is being added
to Microsoft 365 all the time, such as the
automation tool Flow, or MyAnalytics.
The challenge is finding business cases for
these technologies, after which the partner
can begin to charge a business consultancy
fee, rather than just a migration fee.
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Azure

Cloud HyperScale

Any data

Any speed

Any format

Hosted in the cloud so you never run out of space
Look no further - Partner with Rectron to uncover the infinite
possibilities of Microsoft Azure.
Get a simplified, streamlined approach and reap the
rewards that awaits your business.

Why Partner with Rectron

Month to month billing
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Own your end to end
relationship with your
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Focus on growing your
profitability through
your SLA business
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the RCT-Cloud team

Add your own margin on
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Movers and shakers
Keeping you up to date with recent industry appointments.
Compiled by Simon Foulds

2

Epson’s new channel marketing
specialist

New MD at Dial-a-Nerd

Oliviera joins Altron Karabina

SAS appoints Country Manager

Rachellé Frames has joined Epson South Africa
as its channel marketing specialist, where
she will be responsible for establishing and
executing sales and marketing strategies for
the brand, catering specifically to the local
market.
In addition, Frames will plan and execute
events for the B2B and B2C markets as well as
promotions and incentives with Epson’s partner
organisations.

Nicole Oliviera has been appointed as the
Software Services Business Unit Lead at
Altron Karabina where she will be responsible
for the Microsoft cloud solution provider,
licensing solution provider and software asset
management business. With more than 14
years’ experience in the IT industry and a
specialist in software services,
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Aaron Thornton, who brings over 18 years
of experience in managed services and IT
Support, takes over the reins of MD of Dial-aNerd, returning the business to its SOHO and
Consumer market focus. He was involved in
growing the Dial-a-Nerd business from 2000
onwards, and has held various operational and
leadership roles within the company and more
recently within Turrito Networks.

Analytics software leader SAS selected Akesh
Lalla for the role of Country Manager for South
Africa, reporting directly to SAS Vice President
for Africa, Desan Naidoo. Lalla most recently
served as SAP SuccessFactors Director for
Africa.
“With over 20 years of experience in IT
and the technology industry, Lalla is bringing
strong leadership qualities, along with excellent
strategy execution and planning skills, to his
new role at SAS,” said Naidoo."

New SAP regional director for
Southern Africa

SAP Africa has appointed Cameron
Beveridge as Regional Director for Southern
Africa. Beveridge, a seasoned professional
with a 25-year pedigree in technology, had
until recently led one of SAP Africa’s largest
business units, with responsibility for SAP
cloud and related solutions.
Beveridge is an engineer, but quickly
found his calling in the technology sector.
He holds an MBA from Bond University in
Australia.

Strategic account manager of
Security Solutions

Westcon-Comstor has appointed Nico Beukes
as Strategic Account Manager of Security
Solutions, joining the company after a
productive time at Intel Corporation SA as their
Business Development Manager and Solution
Architect.
Originally from a hardware solutions
environment, Beukes is focussing on the
software defined environment.
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Five ways
resellers can
enhance their
profit margins

closing
thoughts

Most value-added resellers (VARs) know that it’s getting tougher to run a
profitable business based on product sales alone. The competition is more
fierce than ever, clients are shifting towards the cloud for a growing range of
their business needs, and corporate budgets are under enormous pressure.
By Mark Campbell, general manager,
Tarsus Distribution

o remain profitable, VARs need
to keep a close eye on their
margins, squeeze inefficiencies
out of their businesses, and find
new ways to add value to their
clients. Here are a few effective
strategies we have seen some of our channel
partners use to improve their margins and
grow their businesses:

T

1. Start with an internal review of the
business
As a reseller, you cannot control the currency
exchange rate, component shortages that
cause price spikes, clients’ IT budgets or
import duties. But you do have some control
over your operations and cost base. For
example, you can review suppliers to make
sure your partners are cost-competitive.
You can also evaluate whether you are
making optimum use of your employees’ time,
as well as automate business processes such
as catalogue management and quoting. You
might find that you’re spending an inordinate
amount of time on manual data capture, for
instance, when you could be capturing data on
a smartphone app.
2. Seek opportunities to diversify
Many resellers started out by selling a
particular vendor’s products, focusing on a
class of product (such as accounting software
or point of sale), or addressing the needs of a
single vertical industry. Diversification often
offers opportunities to improve your margins,
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particularly if you can add consulting and other
services to your product mix.
Diversification may require you to build new
skills and infrastructure, a potentially expensive
exercise. However, it’s also possible to branch
into new markets through partnerships with
distributors, vendors or other resellers. You
can also look at which new markets you can
effectively enter using the assets, skills and
clients you already have.

to the client over the duration of a two- to
three-year-contract.
4. Find ways to add value to justify a
premium price
Adding value to your customer experience
can often be a more effective strategy than
trying to outcompete the market on price.
If you can provide great advice to your
customers about the software or hardware
they should buy, they might turn
to you because they know they’ll
get the right solution for their
business.
Rapid turnaround times on
repairs and support can also
differentiate your business in a
world of mediocre service. Free
and fast delivery can also give
you a bit of an edge. Some customers will
pay more for a notebook if they know it will
be delivered within 24 hours and that you
can provide onsite support on the same day if
something goes wrong.

“Once you have the client’s
attention, you should maximise
their spend without significantly
increasing your cost of sales.”
Diversification can be an effective way to
build up your scale—so that you can push
higher volumes, even if margins remain low—
or to move up the value stack—for example,
instead of simply selling a software licence
for a security tool, you could partner with
a law firm to provide compliance consulting.
3. Understanding the once-off and
ongoing costs of each deal you sign
When signing a deal with a client, the cost
pricing of the products you are selling and the
billable hours of your team are easy enough
to estimate. But it’s also important to keep a
close eye on factors such as manufacturer
rebates and the cost of support, logistics,
staff training, infrastructure such as support
centres, and sales in a deal. This is especially
true where you may need to provide support

5. Increase your average order value
One of the best ways to improve profitability
is to focus on improving your average order
value. You can achieve this goal by cross- and
upselling to your customer, ensuring that you
can offer a range of products and services
that complement your core offering. This can
also be effectively done by quoting or justifying
appropriate options to the solution, software,
accessories or service upgrades. Once
you have the client’s attention, you should
maximise their spend without significantly
increasing your cost of sales.

