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REMOTE WORKING

Tales from the
front line

www.axiz.com

Going solo on your cloud journey can be tricky. By partnering with Axiz
and joining a solid partner program, you can skip ahead and jump into the
action, the right away.
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 sales enquiries, contact MicrosoftCSP@axiz.com
or Axiz HQ on 011 237 7000. Support can be contacted via
email support@axizcloud.com and telephonically at
011 082 2626 or 0800 390009, with after-hours support at
060 992 9971.

editor's note

Worse,
then better
ecently, I've caught myself
saying to people something
along the lines of, 'when this is
all over...'
I've stopped that now.
This isn't going to be over anytime soon.
International air travel probably won't be
possible for at least this year, along with any
gathering of any appreciable size.
But life, and business, goes on. For
some, the shift to remote working has
been less of a wrench than for others,
particularly for multinationals, and others
who had the foresight to seriously plan for
a mobile workforce. As for those who were
unprepared, it appears to have been a bit
of a scramble, but almost everyone now
seems to be up and running. There are also
plenty of mobile solutions out there, and no
shortage of advice.
China's ICT market is going to take a
serious knock, by about 10% in Q1, says IDC.
It also says hardware makers are going to
be hit harder than software houses. It adds,
however, that it expects the full-year impact
to be limited, which is good news, given the
global turmoil.
What can be done?
I like the comment from Paul Ruinaard, the
personable local sales director from Nutanix,
who says we need to 'stick to our knitting'.
"We’re not medical experts, so we need to
follow the markets and the experts and take
calculated business decisions that factor
in the same type of risk indicators as if we
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were dealing with a recession or a natural
disaster. We know supply and demand is
challenged."
He adds that we're only seeing the tip of
the Covid iceberg, and there's little indication
of how this is going to pan out.
"We need to put our heads down, deliver
the solutions our clients need to sweat their
assets, use the cloud, build more softwaredefined solutions, and leverage professional
services via the cloud or remotely to ensure
they keep the lights on.”
It’s also probably going to get worse,
before it gets better.
In this edition, we speak to Craig Freer,
head of cloud at Vox, who says that South
Africa is at the bottom of a long list of
countries waiting for stock. We’re also a
small market, and not a priority one, and
much of China’s production will be headed
for the US.
There’s more bad news from Jo-Anne
Mitchell, Deloitte Africa’s restructuring
services leader. She points out that our
economy was not exactly booming prior to
the pandemic, ‘so if it’s now survival of the
fittest, then this is going to make things even
worse’, especially for those without ready
access to finance. It’s also not clear what the
appetite is going to be for large technology
purchases as businesses large and small
batten down the hatches.
While this state of affairs can’t last forever,
I predict that things are never going to be
quite the same again. There will probably

PUBLISHER
Jovan Regasek

D E S I G N A N D L AYO U T
Zack Hoosen

EDITORIAL DIRECTOR
Ranka Jovanovic

PHOTOGR APHY
Devin Armstrong

MANAGING EDITOR
PRINT DIVISION
Patricia Czakan

COVER IM AGE
Photo by Matthew Henry on Unsplash

EDITOR
Matthew Burbidge
A S S I S TA N T E D I T O R
Simon Foulds
CONTRIBUTING WRITERS
Paul Booth, Tracy Burrows, Kirsten Doyle,
James Francis, Adrian Hinchcliffe, Admire
Moyo and Tamsin Oxford.

PRODUC TION MANAGER
Sindiso Khupe
BUSINESS DEVELOPMENT
DIRECTOR: PRINT
Caryn Berman
(caryn@itweb.co.za)
F E AT U R E S A L E S M A N A G E R
Moréna Gaud

be far fewer global technology conferences;
why fly tens of thousands of people halfway
around the world when you can save
millions, not to mention the effect on the
environment. There’s also going to be plenty
of people who will probably never see the
inside of an office again, as companies reap
the benefits of lower costs and increased
productivity.
The crisis has forced us to evolve, but not
in quite in the way we expected.
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Leveraging Azure to drive
deeper business insights
In modern business, data is the lifeblood of any company, since businesses
today require relevant insights from across their organisation – whether
it’s related to new products, fraud detection, optimal pricing or maximising
customer loyalty.

H

owever, for a business today
to begin making decisions
based on data, explains
Natasha Bezuidenhout, Microsoft Brand
Executive at First Distribution, they
need to consider implementing a data
warehouse or moving a traditionally
hosted environment into the cloud.
The concept of a Data Management
Solution (DMS), she adds, is therefore
becoming critical, with the focus on
data quality, master data management,
data governance and data privacy.
“It is, however, important to
understand that any cloud data
warehouse requires timely and
trusted data to deliver results that
management can depend upon for
critical decisions and interactions. What
is needed is a cloud data management
solution that can manage the
challenges of data volume, complexity,
security, trust and velocity. This will
enable business analysts to focus
less on data preparation and more on
delivering breakthrough insights,” says
Bezuidenhout.
“A cloud data warehouse delivers
agility, standing up in minutes rather
than quarters, and can be scaled up or
down as required. This is something
that Azure as a platform makes
perfectly possible.”
There are different ways in which
Azure can be utilised in achieving
the right cloud data management
solution, she states. These include:
growth, enabling you to begin small and
increase capabilities – as well as data

Tel: +27 (11)540 2640
www.firstdistribution.co.za

Donna Mostert, Huawei Business
Unit Manager, Mustek

Natasha Bezuidenhout,
Microsoft Brand Executive

volumes and sources – at your own
pace and with no business disruption;
and agility, where Azure accommodates
data sources from existing on-premises
systems, multiple clouds, big data,
streaming data and partners.
“Furthermore, Azure offers flexibility,
by helping organisations support
multiple integration patterns in order
to integrate many different data types
with different service level agreement
requirements; connectivity, which is key
in managing any data, supporting any
integration pattern and enabling you to
meet the requirements of your business
counterparts; and trust. The latter is vital
in ensuring that all data is of high quality,
has been mastered to ensure a trusted,
authoritative view and is properly
governed and protected.”
“Finally, it also boosts productivity
– a key talking point today with the
Covid-19 situation – by enabling
both technical and business users
to be productive with a zero-coding
environment that features AI/
ML powered intelligence to boost
productivity. Unlike an on-premise
environment that would essentially
be useless during lockdown, a cloud
approach enables users to work from
anywhere, at any time and from any
device.”
Of course, continues Bezuidenhout,
for this to be effective, the enterprise
needs to have trust in its database.
Modern businesses depend on trusted
data for AI, analytics and data science.
With intelligent and automated
data management, she points out, a
company can take advantage of Azure
Cloud Data Warehouses and Cloud Data
Lakes to gain efficiencies, cost savings
and scale to succeed.
“One thing to remember though
is that the public cloud uses the
shared responsibility model, meaning
that both the user and Microsoft
have a responsibility to ensure their
environment is safe and secure from
security attacks. Therefore, it is
top of mind for First Distribution to
re-iterate the mechanisms that are
currently in place from a Microsoft
perspective, as well as additional
security recommendations, to ensure
our partners and subsequently

A cloud data warehouse
delivers agility, standing up in
minutes rather than quarters,
and can be scaled up or down
as required. This is something
that Azure as a platform
makes perfectly possible.

their customers utilise public cloud
environments that remain segregated
and secure.
“First Distribution’s emphasis is
on enabling the channel through the
technical enablement of partners via
an Azure overview, as well as delving
deeply into areas like network, storage
and backup in Azure. AI, IoT and the
like are also areas where we work
closely in educating our partners
during their Azure journeys, because
ultimately, they need to be able to
provide the same expert advice to
their end-customers.”
She suggests that First Distribution
therefore focuses on remaining up
to-date with the latest technologies
introduced by Microsoft – as well
as recommendations such as Azure
Security Centre or Azure Sentinel,
Microsoft’s cloud-native Security
Information and Event Manager (SIEM) –
to ensure the channel is fully leveraging
all security products and security
recommendations for their customers.
“First Distribution also offers
additional Cloud Management
Platform support, such as CloudHealth
by VMware, to run security and

governance assessments on workloads
utilising Azure as their infrastructure or
platform. Moreover, as an organisation
that operates on a pan-African scale,
with hubs in Mauritius, Kenya, Nigeria,
Ghana, Morocco and SA, we are excited
to witness first-hand how quickly cloud
technology like Azure is being absorbed
in these markets.
“This is because across SA and
the rest of Africa, organisations are
seeing far greater value in utilising the
Microsoft cloud, which encompasses
not only Azure, but also Modern
Workplace and Dynamics365. This
has become particularly notable
following the launch of Microsoft’s
local datacentres, which has cleared
up many data sovereignty concerns.
There can be little doubt that the
future is cloud, as can be seen by its
growing acceptance, even within the
ranks of traditionally wary markets
like financial services and the public
sector. As a clear indication of this,
First Distribution’s year on year Azure
growth in South Africa currently stands
at an incredible 377%, and we are
anticipating even greater growth in the
near future,” she concludes.
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Industry watch

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

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

International deals

• Accenture has signed agreements to acquire Mudano, a strategic
data consultancy to UK financial services firms, and the Workday,
Salesforce and MuleSoft practices from Sierra-Cedar. It has also
acquired AlphaBeta Advisors, a privately held Australian strategy
consultancy that draws on data analytics and econometrics; Context
Information Security, a UK-based cyber defence consultancy; and
VanBerlo, a Dutch product design and innovation agency.
• Arista Networks purchased Big Switch Networks, a softwaredefined networking and cloud-software vendor.
• Atos plans to sell a 13.1% stake in Worldline through a private
placement after the payments company agreed to buy its French rival
Ingenico.
• ANSYS has entered into a definitive agreement to acquire
Lumerical, a developer of photonic design and simulation tools.
• Bain Capital has agreed to purchase a controlling interest in
Engineering, an Italian IT services specialist.
• BMC Software has reached a deal to acquire Compuware, less than
two years after reports surfaced about the possibility of a similar
deal. BMC is owned by global investment firm KKR & Co, while
Compuware is owned by private equity firm Thoma Bravo.
• BT is selling a large chunk of its Latin American operations to CIH
Technology. This sale sees BT’s exit from 16 of the 28 LatAm
countries it currently does business in, which represents about a
quarter of the 60 countries in which BT operates globally.
• Cognizant acquired Code Zero, a provider of cloud-based
‘configure-price-quote’ and billing solutions, and has entered into
exclusive negotiations to acquire the French operations of EITechnologies, a privately held digital technology consulting firm and
leading independent Salesforce specialist.
• Comcast acquired Blueface, an Ireland-based global technology
provider and leader in unified communications solutions; and Xumo,
a free advertising-supported streaming service.
• Dell Technologies will sell its cyber security unit RSA for $2.08
billion to a consortium led by Symphony Technology Group,
Ontario Teachers’ Pension Plan Board and AlpInvest Partners.
• Descartes Systems Group purchased Peoplevox, a provider of
cloud-based e-commerce warehouse management solutions.
• DocuSign has agreed to acquire Seal Software, a contract analytics
and AI technology provider, in a deal valued at $188 million.
• Eaton has agreed to buy Power Distribution, a supplier of missioncritical power distribution, static switching and power monitoring
equipment and services for datacentres and industrial and
commercial customers.
• Elliot Management has taken a $2.5 billion stake in SoftBank.
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• Facebook bought Scape Technologies, the UK-based computer
vision startup; and development studio Sanzaru Games to join the
Oculus gaming group.
• Freshworks purchased AnsweriQ, a provider of machine learning
and artificial intelligence for large enterprises.
• GoDaddy is acquiring Uniregistry's leading domain registrar and
marketplace businesses.
• Google Cloud bought Cornerstone Technology in a deal that will help
customers move workloads to Google Cloud from their mainframes.

Infosys will acquire Simplus, one of the
fastest growing Salesforce Platinum
partners in the US and Australia, in a
$250 million deal.
• The private investment arm of Koch Industries, run by billionaire Charles
Koch, acquired the remaining 30% of Infor, the cloud-software maker.
• Kyocera will acquire all the outstanding shares of AVX that it does
not own. The former currently owns about 72% of the outstanding
shares of AVX common stock and, following completion of this
transaction, AVX will become a wholly-owned subsidiary of Kyocera.
• Nokia has agreed to acquire privately held US-based Elenion
Technologies to boost its optical networking business and broaden
its offering to telecoms operators.
• Salesforce.com has agreed to purchase Vlocity, a developer of
cloud-based CRM apps for specific industries, for $1.33 billion.
• ServiceNow has signed an agreement to acquire Passage AI, a
conversational AI platform company.
• Tech Mahindra has agreed to purchase Zen3 Infosolutions
(America), a provider of AI, machine learning and cloud solutions.
• Twitter is buying Chroma Labs, a startup founded by former Facebook
and Instagram employees for building photo and video-editing features.
• Unisys is selling its federal contracting arm to SAIC for $1.2 billion.
• Verizon has entered into an agreement to acquire enterprise
videoconferencing and event platform BlueJeans Network, in a deal
estimated at approximately $500 million.
• Western Digital has entered into a definitive agreement to sell its
ActiveScale business to Quantum.
• Wipro Digital, the digital business unit of tech services major Wipro,
purchased Rational Interaction, a full-service digital customer
experience company.

• Xerox purchased Arena Group, a provider of office technology,
software and services solutions in the UK, and Digitex Canada, one
of Western Canada’s largest independent solutions providers.

International developments

• Autonomy founder Mike Lynch, who is fighting US charges that he
orchestrated fraud at his software firm, was arrested in London as
authorities pushed forward with his extradition.
• Avast will close its Jumpshot data analytics business.

BlackBerry is highly unlikely to rise from
the ashes after its manufacturer, TCL
Communication, said it will stop selling
BlackBerry-branded mobile devices later
this year.
• Huawei Technologies has filed two patent infringement lawsuits against
Verizon Communications following an apparent failure to agree to
licensing terms for the use of its intellectual property. However, the
Chinese vendor has also been on the receiving end as it and two of its
US subsidiaries have been charged with racketeering conspiracy and
conspiracy to steal trade secrets in a federal indictment unsealed.
• Motorola Solutions has won a $764.6 million jury verdict in a trade
secret theft and copyright infringement case against Chinese rival
Hytera Communications.
• ParkerVision has filed a complaint against Intel for the infringement
of eight of its patents.
• Qualcomm faces a fine of up to $2.4 billion by the EU over claims it
used its dominant position to squeeze out rival suppliers to mobile
phone companies.
• A federal jury has called for VMware to pay $236 million to Densify,
a Canadian software company, for infringing on two of its patents for
virtualisation technology.

Big tech

• Apple has been in for a rough time with courts and regulators around
the world banging at its door. The US Supreme Court refused to hear
Apple's bid to avoid paying about $440 million in damages for using
patent licensing firm VirnetX's internet security technology without
permission in features such as FaceTime video calling. France's
competition watchdog has fined it €1.1 billion, alleging it was guilty of
anti-competitive behaviour towards its distribution and retail network.
It has will also have to pay around $25 to affected iPhone users,
mainly owners of iPhone 6, 7 and SE devices, as part of the $500
million class-action settlement in a case that involved slowing down
older iPhones with a battery software update in 2017. And, a jury
has ordered Apple and Broadcom to pay $1.1 billion to the California
Institute of Technology for infringing WiFi technology patents in what
is thought to be one of the largest patent verdicts ever.
• Elsewhere, the US International Trade Commission will open an
investigation into possible patent violations involving touch-controlled
mobile phones, computers and computer parts by Apple, Amazon
and a slew of other companies, following a complaint filed by
Neodron of Ireland.
• Facebook will pay $550 million to resolve claims it collected user
biometric data without consent, in one of the largest consumer privacy
settlements in US history. EU authorities have sought documents
related to Facebook’s alleged efforts to identify and squash potential
rivals, deepening an EU preliminary probe into the company.
• A Russian court has fined Facebook and Twitter each about
$62 000 for their failure to comply with a Russian data law.
• The FTC, which is concerned that big tech companies are unfairly

engaging in potential anti-competitive behaviour, has ordered
Alphabet's Google unit, Amazon.com, Apple, Facebook and
Microsoft to provide information on mergers that were too small to
report to anti-trust regulators.
• Ireland's Data Protection Commission has launched an inquiry into
Alphabet's Google related to the processing of location data.

Local deals

• CompuKids IT Varsity bought Xander Apps, the home of early
childhood development educational apps.
• Datatec subsidiary Analysys Mason has agreed to acquire Allolio
& Konrad, a German company with an extensive track record in the
telecommunications industry and long-term client relationships with
Europe’s leading telecoms operators.
• Epsidon Technology Holdings, the company behind First
Distribution, has acquired Nology, a specialist value-added
distributor of converged IP solutions across Southern Africa, and
Core Networks, a specialised value-added network and cyber
security distributor.
• GoDaddy acquired South African social content startup Over.
• Web hosting company Host Africa has acquired two more pure
hosting companies, Gweb Hosting and Hob Host.
• Itec Communications has acquired an unnamed IT infrastructure
integrator to create Itec Integrate, a digital solutions provider, which
will target growing demand for integrated communications in the
South African enterprise market.
• Net1 has agreed to sell KSNET, a leading South Korean payment
processor, to Stonebridge Capital and Payletter for approximately
$237 million.
• Salt Recruitment Group (UK) has part-acquired Recruit Digital (SA)
to form Salt South Africa. Salt specialises in digital roles with a
specific focus on creative, marketing, sales and technology.
• Sebata has entered into a sale of shares agreement and a donation
agreement with Inzalo Capital Holdings for 55% of the Software Group
Companies – Sebata Municipal Solutions, R-Data and MICROmega
Accounting and Professional Services – for R501.9 million.
• Tellumat is exiting the telecommunications industry following the sale of
several Tellumat Integrated Solutions lines of business to CK Solutions.
• Woven, a UK-based contact centre and BPO services provider, has
bought SA-based BYC Aqua Solutions, a provider of call centre solutions.
• XContent Business Solutions, a Microsoft Gold partner, bought the
IT Business division of Auric Consulting, a Microsoft Silver partner.

Local developments

• ICASA has published new draft B-BBEE regulations for the ICT
sector, promising a big shake-up for the industry.
• Robotic process automation vendor Blue Prism is formalising its
presence in SA with the opening of a local office in Cape Town. Greg
Newton, Blue Prism’s former sales director for Africa, will serve as
the new SA country manager.

African developments

• Africell Holding, which operates mobile networks in Sierra Leone,
The Gambia, Democratic Republic of the Congo and Uganda,
has announced the completion of a strategic group reorganisation
involving the opening of a new UK head office.
• The Ethiopian government has announced it will postpone the
awarding of two telecoms licences to operators that are interested in
entering the country’s market.
• MTN has committed a R23 billion fresh capital investment in Nigeria
over the next three years to strengthen and expand its network in the
country. MTN Nigeria accounts for a third of the group’s core profit
and the telco has over 60.3 million subscribers in the country.
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Now more than ever before, the world is undergoing rapid
and unprecedented change. For businesses, this means having
to rethink and transform how they operate every day.
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Scan the QR code to explore our range of remote working
solutions and how they can help you ensure business continuity.

Proud level 1 B-BBEE Contributor.

www.bcx.co.za

#BCX

UPFRONT

COLUMN

IRL
BY TRACY

BURROWS

Is this thing
even on?
The rush to remote work has thrown us all into a new etiquette minefield.
efore The Pandemic, video
conferencing was a fairly
simple and well-understood
procedure: everyone dressed
in corporate casual and dialled
in from a work environment, or a close
approximation thereof. But the sudden move
from corporate to home has raised a whole
lot of new business etiquette dilemmas.
The rules of engagement aren’t terribly
clear anymore, particularly for those who’ve
just made the leap from office to home
and are still grappling with the lack of a
boardroom and water cooler.
Now, you have to shoo people and pets
away from your video call background,
with dire warnings about what will happen
to anyone who flushes the loo during your
call. You might spend the entire meeting
sadly noticing the untidy state of your home,
compared to the pristine background of the
person you’re speaking to. Everyone will
assure each other that it’s fine – just fine –
if family unwittingly bursts into a call. But
it’s not really fine, is it? We’ve all seen the
videos of the hard-working professionals
whose kids or half-dressed partners strayed
into important video calls. And the one
where a woman who was new to video
calls took her team video conference live
into the toilet. Does anyone really take them
seriously after that?
There does seem to be a relaxing of the
rules around corporate dress code in this
new normal, though. Apparently, sweatshirts
and wooly jerseys are okay to be seen in
when you’re virtual, and because webcams
are unkind anyway, it’s not as important to
worry about makeup as it was in the old
days – a month ago. Having a personal life,
something that wasn’t generally prominent
in business engagements, is now front and

B

centre when you’re popping up virtually in
someone’s living room, inspecting their décor,
and vice versa.
There’s also the new issue of what to do
if you expected a voice call and didn’t dress
for the meeting (aka still in pyjamas), but the
other party merrily insists on enabling his
video because he likes the personal touch
of face to face engagement? The longer you
leave him talking to a blank screen, the ruder

Should someone tell them, or should we all
pretend we can’t hear a thing?
There are those awkward meetings
without a designated host, in which everyone
starts speaking at once, then everyone
apologises and stops simultaneously to
give everyone else a chance. So you all sit
blinking in silence for a bit. There are the
screen-sharing options in which everyone
in the meeting gets a good insight into what
folders someone has on their
laptop as they gamely search
all their files for the slide they
wanted to show you.
With work from home likely
to be the de facto way of doing
things for some time to come, we
will find ourselves getting many
new and interesting insights
into the people we deal with for
business. Possibly too much.
Ironically, even though we will
see colleagues, partners and
clients less in real life, we might
start connecting with them better
than we did before. Perhaps we will warm
to business associates a little faster once we
discover they too are human, with a cranky
toddler or a lively dog, or exactly the same
sofa we have. Maybe, being isolated and cut
off from each other will bring people closer
together, and be good for business in the
end.
If we can all agree on the rules of
engagement for online conference calls,
that is.

“You might spend the entire
meeting sadly noticing the
untidy state of your home,
compared to the pristine
background of the person
you’re speaking to.”
it looks. Should you quickly brush your hair
and throw on a work shirt before magically
popping to life on his screen, or is it better to
grimly persevere in anonymity?
I’ve sat in calls where people unwittingly
gave everyone a clear view up their nostrils
before frantically turning their camera off,
and where everyone got an unmistakable
shot of someone’s hand covering the webcam
while they scurried around looking for a
better backdrop to be seen in.

Interesting insights

Many people haven’t yet got the hang of their
mute buttons, so everyone in the call gets
interesting insights into other people’s lives
happening in the background as we speak.

TRACY BURROWS is a freelance IT and
corporate writer and a long time contributor to all
of ITWeb's platforms.
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stat attack

Figuring it out

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

What’s up?
The EMEA traditional PC market grew
5.7% in Q4 19 and totalled 20 million
units, calculates IDC.

Overall IT spending in South Africa is
set to reach $26.4 billion this year, up
2.5% on 2019, according to IDC.

Worldwide shipments of 3D scanners
will total more than 635 million units
in 2023, a CAGR of 21.2% over the
2019-2023 forecast period, according
to IDC.

Global server shipments went up
13.4% sequentially in Q4 19, thanks
to rising demand from large US
datacentre companies and China's
server market, says Digitimes
Research.

The Middle East, Turkey and African
smart home devices market – which
includes smart home appliances,
home monitoring/security, lighting,
smart speakers, thermostats and video
entertainment devices – saw strong
growth in Q4 19, with the market
expanding 35.6% year-on-year to reach
5.3 million units, according to IDC.

Global spending on smart city
initiatives will total nearly $124 billion
this year, an increase of 18.9% over
2019, says IDC.

Worldwide IT spending is set to
increase by 5% this year as software
and services investment remains
stable, predicts IDC.

The global NAND flash industry
revenues increased 8.5% sequentially
to $12.55 billion in Q4 19, thanks
mainly to growing demand for
datacentre applications, says
DRAMeXchange.

Large format printer shipments grew on a worldwide
basis in Q4 19, with the EMEA region growing by
14%, according to IDC.

The overall African mobile phone market grew
3.8% year-on-year in Q4 2019, with smartphone
shipments to Africa rising 5.4% to total 24.4 million
units, according to IDC.

What’s down?
Global notebook unit shipments for Q1 20 are estimated to experience a sequential fall of
between 29% to 36%, as a result of severe labour and components shortages and stagnant
logistics arising from the coronavirus outbreak, according to Digitimes Research.
The worldwide tablet market declined 1.5% year-on-year during 2019, as global shipments
fell to 144 million units, says IDC.

Worldwide converged systems market revenue
increased 1.1% year-on-year to $4.2 billion during
Q4 19, says IDC.

What’s else?
Smart device shipments are expected to reach
three billion globally in 2023, says Canalys. These
include smartphones, desktop PCs, notebooks, tablets,
wearable bands, smart speakers and smart personal
audio devices.

The global semiconductor industry posted sales of $412.1 billion in 2019, a decrease
of 12.1% compared to 2018, according to the Semiconductor Industry Association.
Shipments of traditional PCs in EMEA will total 72.2 million in 2020, a 1% year-on-year
decline, estimates IDC.
Worldwide shipments of augmented and virtual reality headsets are forecast to decline
in H1 20 due to supply chain disruptions resulting from the Covid-19 outbreak, predicts IDC.
A decline of 10.5% is expected in Q1, followed by a 24.1% decline in Q2.
Worldwide smartphone shipments decreased 1.1% year-on-year in Q4 19,
according to IDC
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The Middle East and Africa's banking and finance
industry spent $12.68 billion on ICT in 2019,
according to IDC.

Global smartphone shipments are expected to reach
1.278 billion units in 2020, including less than
200 million units of 5G models, considering the impact
of the coronavirus outbreak, predicts Digitimes Research.

UPFRONT

COLUMN

Inside
the channel
BY KIRSTEN

DOYLE

Covid-19 will bankrupt
more of us than it will kill
Whenever a major disaster or tragedy affects the world, we see the best and
the worst of humanity.
his is just the beginning of
the coronavirus. It's wreaking
havoc on markets and
industries across the world,
seeing businesses facing
unprecedented challenges. Those that hope
to survive will have to rethink the way they
do business and put plans in place to mitigate
their risk as much as possible, as well as
prepare for how they will deal with the fallout
from this scourge.
We all fear the economic consequences of
Covid-19. The common maxim today is that
the virus will almost certainly bankrupt more
of us than it will kill. In South Africa, with our
informal settlements, containing the virus is
practically impossible, and of major concern
to everyone.
Over the last few days, tech companies
have closed shops and offices, restricted
their employees from traveling to high-risk
areas and have warned about the possibly
devastating effects on their supply chains.
China is a key supplier to a slew of tech
companies around the world. It manufactures
batteries and solar panels. It’s where iPhones
and LCD televisions are made. A vast portion
of the world’s technology is either made in
China or is entirely dependent on parts made
there. It’s the world’s largest manufacturer
of cellphones, computers, and televisions. Its
exports amount to billions of rands in tech
goods each year.
But supply chains aren’t the only problem.
Mobile World Congress, which was supposed
to happen in Barcelona in February, was
cancelled, which is a pretty big deal, as it is
the de facto connectivity event of the year,
and sees the biggest guys network, share
innovations, and debut all their latest and
greatest products.
Since then, other tech events have been
dropping like flies – Facebook cancelled its F8
Developer Conference and Global Marketing
Summit, Google changed its Google Cloud

T

Next event to an online one, as did Okta with
Oktane, and IBM ended up streaming its
developer's conference. At ITWeb, we have
had to rethink our events, and have postponed
our Security Summit until August, and moved
several events online. Intelligent Event Data
specialists PredictHQ estimate that the
cancellation of major tech events has already
resulted in more than $1 billion in direct
economic losses.

It’s just not the same

While webinars and other alternatives have
helped reduce the fallout from cancelled
conferences for tech companies, live
streaming simply isn’t the same as attending
an event, which are hotbeds of innovation and
idea-sharing. The losses around this aren’t
even quantifiable. And let’s not forget the poor
events companies that have effectively had
most of their business cancelled, and, I can
only imagine, will need to lay off staff or close
their doors.
Of course, cyber crooks are hot on the
heels of the virus, as they are with every major
disaster or catastrophe, spreading malware
and phishing scams. And with organisations
across the board encouraging employees to
work from home, the conditions could not be
more ideal. Many programs that enable remote
working for business continuity pose significant
risks by creating a slew of additional vectors
for unauthorised access to business systems
and data. Businesses need to scrutinise their
existing cyber security controls to see what
needs to be strengthened.
They should insist on two-factor
authentication for accessing business
networks at the very minimum and enforce
the strongest possible encryption on devices
such as cellphones and laptops. Other best
practices should include educating their staff
on phishing scams, as bad actors are coming
up with new ones every day – mails claiming
to be medical or news updates on Covid-19

or even important messages from their
employer – are rife at the moment. Stringent
policies that govern the acceptable use of
business systems and devices, as well as how
they access or transfer any business data,
are critical. It’s too easy to simply forward
company data to one’s personal address, but
this is begging for trouble.
It’s not all doom and gloom, though.
Whenever a major disaster or tragedy affects
the world, we see the best and the worst of
humanity. Many tech companies and software
vendors have offered collaboration tools
for free to whoever needs them. Facebook
announced it is banning ads that guarantee
a cure for the virus, and is doing its best to
link users to authentic sources such as the
World Health Organisation (WHO). It has also
offered to match $20 million in donations and
is giving the WHO free advertising space to
help the organisation get its message out to
as many people as possible. Amazon is doing
its best to limit the number of sellers that
are price-gouging for critical items such as
hand sanitiser, soap and face masks. Apple is
jumping on the bandwagon by removing any
apps that don’t come from governments or
official health organisations. There are others,
and it’s encouraging that the tech sector is
taking measures to stamp out fear-mongering
and ease our worries in this surreal time of
social distancing by ensuring we have access
to legitimate information.
The big question for you is how has the
coronavirus affected our local channel?
It’s early days yet, and the truth is that we
honestly don't know the extent of it. I would
like to delve into this in my next column, and
encourage anyone who wants to share to drop
me a mail on kirsten@itweb.co.za.
Be well and stay safe!
KIRSTEN DOYLE is a consulting editor at ITWeb
with a special interest in cyber security. Follow her
on Twitter on @KirstenDoyle
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Covid-19: Delay,
dust and debt

The impact of the coronavirus has yet to be fully felt as the
supply chain struggles to find stock and customers.

By Tamsin Oxford

oors are closing across
the world, sanitised keys
turning in sanitised locks as
manufacturers shut doors
and customers cut budgets
in the face of Covid-19. The economic and
financial impact of the virus is already being
felt by organisations and individuals. Many
economists believe that the worst is yet
to come. The FTSE, Dow Jones Industrial
Average and Nikkei have seen dramatic drops
since the start of the year, with the first
two seeing the biggest single day declines
since 1987. Investors and governments are
scrambling for solutions, and the supply chain
is staring at dust-covered docks empty of
supplies and a dwindling pool of customers.
And this is just the beginning of what many
believe to be an 18-month crawl back to
normalcy, whatever that may be.
The first country hit by the virus is the
one that most manufacturers, vendors and
suppliers rely on for stock – China. While the
country claims it’s on the road to recovery,
the supply of components has slowed to a
crawl. Some factories have restarted since
the outbreak in the Hubei province, but, as
Craig Freer, head of cloud at Vox, points out,
South Africa is at the bottom of a long list of
countries that are waiting for stock.

D

DOUG
HUNTER,
Syspro Africa
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"We’re not a
priority market."
Craig Freer, Vox

“I don’t believe this is a 30-day problem,
it’s likely one that’s going to last for at least
three months,” he says. “One of the biggest
challenges is that we’re a small market so a
lot of the production from China is going to
Europe and the United States. We’re not a
priority market.”
Resellers are bracing for supply chain
delays on goods moved in and out of China
as a growing number of carriers freeze
operations across the country’s borders.
Factories are struggling to get up to full speed
and transportation networks are limited due to
travel bans and closures.

The new disruption

“Existing shipments should take 23 days
on the sea to get here from Shanghai, but
these are being delayed by slower customs
clearance as new regulations, fewer open
ports and limited resources take effect,”
says Doug Hunter, manager of professional
services, Syspro Africa. “Imports to South
Africa are now difficult to plan or even get
with thousands of containers and hundreds of
shops being delayed.”
Some supplier factories have been
closed. Raw materials are in limited supply.
Stocks are in high demand, but scarce.
Supply chains are losing sales. Customer
and consumer demand is flagging in some
industries while spiking in others in the
face of economic uncertainty. Markets and
economies are volatile and unstable. If
anyone was looking for a definition for the
word ‘disruption’, this is it.
“We don’t know what the impact is going
to be in South Africa,” says Victor Nemukula,
executive director at Shumani Industrial.
“There’s going to be a decline in getting
products on time and this is going to add
to the recession. The longer it takes for
products to come out of China, the less cash
flow there will be and even lower margins.”
For the channel, the hard times coming
down the line are going to be definitive.

ARNOLD
PONELA,
IDC

Reseller revenues are already rapidly declining
alongside a rising struggle to generate sales
and access products. The entire value chain is
rippling with the aftershocks of the viral quake.
In February, Apple revealed that it wouldn’t hit
its prior revenue forecast of $63 billion thanks
to coronavirus, and it was not alone. Since
then, AMD, HP, Lenovo, Logitech, Microsoft,
Nintendo, Nutanix, Nvidia, and Qualcomm have
released revised earnings estimates and these
will likely be revised yet again as stock markets
and economies battle to get off their knees.
“We’re seeing a crisis in the supply chain,”
says Jo-Anne Mitchell, Deloitte Africa’s
restructuring services leader. “South Africa

hasn’t had a booming economy to date so
if it’s now survival of the fittest, then this
is going to make things even worse. Those
companies that don’t have quick and easy
access to finance are going to struggle,
especially because we don’t know how long
this is going to last.”
It’s a race against time between how long
the business can hold out without resupplies
of intermediate goods and how long it takes
for logistics and manufacturing to resume
operations.
“This most likely doesn’t end well for the
South African side of the equation given
the time it’s going to take for the Chinese
Q2 2020 |
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Analysis

»
"We're facing a massive
challenge to try to stay
in business, but we
believe that something
good can come out of
this."
Carike Greffrath, Wanderland Collective

manufacturing and shipping sectors to get
back on the job again. It’s going to take
months and not many small to mediumsized businesses have the necessary capital
cushion to wait that long,” says Eric Olander,
founder of the China Africa Project.
The smell of burning rubber hangs over the
globe as the economies of the US, Europe,
China, and Japan come to a screeching
halt. The damage that Covid-19 will have
on Africa’s economies will be potentially
catastrophic. It’s the same story in every
country that’s lost its largest export market
and, for some, its largest source of imports. It
seems that the upward momentum granted to
Africa at the start of the year has come to an
unexpected and unwelcome halt.

Nobody knows

Arnold Ponela, research analyst, IDC, SubSaharan Africa, adds: “The stock market has
experienced steep declines over the past
month and a possible recession is in sight.
If this happens, many IT markets will suffer
and economies will be impacted by the loss
of revenue with no alternative spending in
its place.”
The situation is bleak, and it is largely
unknown. The factors that influence
economies and markets are being pummelled
by the decisions made by governments and
organisations in the wake of the coronavirus.
Every decision made will pivot on the markets
and the changes in buying, the availability of
stock and the accessibility of products. It’s
definitely bleak, but it’s also not necessarily
impossible to navigate.
“Nobody knows what the knock-on will be
for customer, reseller and market, but the
best thing to do right now is to stay close
to your clients to see how you can support
their business needs,” says Nick Bell, CEO
at Decision Inc. “You need to be adaptable
and find pricing and payment strategies that
clients can consume and you need to take a
longer-term view on supporting customers
through this.”

VICTOR
NEMUKULA,
Shumani Industrial

This is one strategy. Another is to be as
innovative as possible, to find new ways of
disrupting the disruption and leveraging the
opportunities that are emerging from the
disaster. As Nemukula points out, there’s
still a need for services and a demand for
products, it’s just going to be more difficult
to deliver.
“It has forced us to think differently about
our business, to question our supply chain
and to move more into online business than

into retail spaces,” says Carike Greffrath of
the Wanderland Collective. “We're facing a
massive challenge to try to stay in business,
but we believe that something good can come
out of this.”
Marc Ashton, from consulting firm Decusatio,
agrees: “With global supply chains being
constrained, it provides an opportunity for local
manufacturers to build capacity. If incentives
are made to industrial companies, we could see
a boom in local manufacturers.”
Q2 2020 |
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Channel power
The 10-year anniversary of the successful
collaboration between Huawei and Mustek
is in large part due to the development of
a well-functioning and motivated channel.
Ten years ago, David Kan, CEO of Mustek, had begun to look
for ways for the company to take advantage of the changing
enterprise market, which was characterised by an increasing
convergence of various technologies, with a growing emphasis
on security. Mustek’s traditional focus on desktops needed to
be broadened, and the right vendor partner was critical.
Call it luck or serendipity, but it was at that time that Kan was
approached by Huawei Symantec. The latter was a joint venture
between the Chinese vendor and US-based Symantec, formed in
2007, to leverage Symantec’s expertise in security and Huawei’s
R&D to provide end-to-end solutions that spanned the converging
areas of networking, security and storage. Huawei owned 51%
of the joint venture, Symantec 49%. Huawei acquired Symantec’s
share in 2012, and the joint venture became Huawei Enterprise.
“Huawei offered Mustek the opportunity to partner with an
up-and-coming vendor that had its sights set on the same
market segment, and was committed to the R&D necessary to
develop enterprise-grade products,” says Donna Mostert, Huawei
Business Unit Manager at Mustek. “In a sense, both parties were
newcomers in the enterprise market, and it was therefore a joint
journey to where we are now.”
Naturally, a key driver of the partnership’s success was the
quality of the technology itself. Huawei is deeply committed to
R&D, and its R&D spend has always been large. It reached $15.3
billion in 2019, higher than that of Apple, Microsoft, Apple and Intel.
Another important success driver is its channel, notes
Mostert—building channel momentum is critical. She says it
took a lot of hard work and time to convince channel players
to take Huawei on board, but those that did so have reaped
the rewards. By the same token, committing to a channel-only
go-to-market strategy required a lot of investment from both
Huawei and Mustek, but it’s paid off for them.
“This has grown into a R1-billion business,” she says. “That’s a
testament to what has been achieved by us and our channel.”

Building the ecosystem
A channel strategy requires a great deal of investment by both
distributor and vendor, especially when the brand/vendor is

For more information contact:
huaweisales@mustek.co.za or 021 11 237 1000

Donna Mostert, Huawei Business
Unit Manager, Mustek

relatively unknown in that particular market. Mostert says that
both Mustek and Huawei invested in a range of initiatives to
build an expanding ecosystem of channel partners with the right
skills and certifications in place to underpin both the pre-sales
process and provide the all-important post-sales support.
Huawei also supported Mustek by providing technology for
its lab where clients can experiment with new technologies, and
test proofs of concept.
Along the way, says Mostert, both partners had to overcome
language and cultural differences—the Chinese work ethic is
demanding, she laughs. But the results speak for themselves,
not the least of them being the fact that there are now around
500 channel players in the Huawei ecosystem.
“Huawei is a hugely inventive company, and I believe that
the next decade will see even more growth than we achieved
in the first 10 years. Our channel partners should be readying
themselves for a continuous stream of new products as the
brand continues to gain strength in this market,” Mostert
concludes. “It’s been an exhilarating and well-rewarded ride, but
it’s only just begun.”

Stock
watch
Inspiron 5090 G5
Category:	
RRP:
Distributor(s):

TECHNOLOGY

products

PC

R19 999-R29 999 (depending on specifications)
Drive Control Corporation (DCC)

Date of availability

Available

Specifications:
Gen Intel Core i7 processors that offer powerful performance and
responsiveness for optimised gameplay.
Supports the newest NVIDIA GeForce GTX and RTX graphics cards for highpowered gaming and VR-capable performance.
Ships standard with Windows 10, which offers 4K, DirectX 12 and gameplay
streaming.
64GB DDR4 2666 MHz RAM of memory and stays cool – during intense gaming
session – with 45W or 95W CPU cooler, with a maximum system fan speed of
4500 rpm and a flowrate of 45 cubic feet per minute.

USPs:
Features an eye-caching, gamer-inspired design with blue bezel LED lighting and
optional clear window side panel.
Easy to upgrade; by loosening the two thumbscrews on the back of the system,
users can remove the side panel to upgrade the CPU, GPU, memory and hard
drives.
Ships with one-year hardware support and next business day onsite service for
Windows 10 Single Language options and two-year hardware support and next
business day onsite service for Windows 10 Professional machines

Hitachi Virtual Storage Platform
(VSP) 5000 series

Category:Storage
RRP:

Price available on enquiry

Distributor(s):

Hitachi Vantara

Date of availability:Available

Specifications:

Includes the company’s latest enterprise-class storage array; the new Hitachi
Ops Centre management software and updated Hitachi Storage Virtualisation
Operating System
Up to 21 million IOPS
4x faster speed, response times as low as 70 microseconds
Best-in-class 70μs latency
Scales to 69 Petabytes

USPs:

Powered by Hitachi Storage Virtualisation Operating System (SVOS) RF 9, the
VSP 5000 series is the fastest enterprise-class storage platform, capable of
delivering data in real-time.
Resource-intensive application owners will see a dramatic improvement with
response times, as low as 70 microseconds.
The platform’s self-protecting IO Architecture and quadruple redundant fabric
help users get to insights and business outcomes faster.
Ops Centre can accelerate customers toward an autonomous datacentre by
automating up to 70% of tasks and can offer faster, more accurate insights to
diagnose system health and keep data operations running in top condition.
The 100% data availability guarantee for Hitachi Virtual Storage Platform (VSP)
family systems will replace equipment credit if data becomes unavailable,
ensuring operations run smoothly.
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Stock
watch
HP ENVY 17
Category:
RRP:

Desktop PC
Starting at R34 999

Date of availability:
Distributor(s):

June 2020
HP Store, Incredible Connection, Evetech and Takealot

Specifications:

Processor: 10th Generation Intel® Core™ i7-1065G7

Display: 17.3-inch diagonal FHD IPS WLED-backlit multitouch-enabled edge-toedge glass
Memory: 12GB DDR4-3200 SDRAM (1 x 4GB, 1 x 8GB)
Internal storage: 512GB Intel® SSD, 32GB Intel® Optane™ memory
Graphics: NVIDIA® GeForce® MX330 (2GB GDDR5 dedicated)
Sound: Audio by Bang & Olufsen with dual speakers
Battery life: Up to 11 hours (mixed usage), Up to 11 hours and 45 minutes (video
playback), Up to 8 hours and 45 minutes (wireless streaming)

USPs:

10th Generation Intel® Core™ processor

NVIDIA® GeForce® MX330 graphics: Supercharge your PC for work and play
with higher graphics performance for smooth gaming content creation.
Full HD IPS touchscreen with 178° wide-viewing angles.
All-in-One Keyboard:

HUAWEI P40 Pro

Category:Smartphone
RRP:
Distributor(s):

R20 999
SA Operators and Huawei Online store

Date of availability:Mid-May

Specifications:

CPU: HUAWEI Kirin 990 5G 2x Cortex-A76 Based 2.86GHz + 2x Cortex-A76
Based 2.36GHz + 4x Cortex-A55 1.95GHz
Size: 158.2 mm x 72.6 mm x 8.95 mm (H x W x D) Note: The actual product
size may vary depending on the configuration, manufacturing process and
measurement method.
GPU: Mali-G76
Memory: 8 GB RAM + 128GB ROM, 8GB RAM + 256GB ROM, 8GB RAM
+ 512GB ROM
Supports NM Card, up to 256GB (not inbox)
Battery: 4200 mAh (Typical Value)

USPs:

Colours: Deep Sea Blue, Ice White, Black, Blush Gold, Silver Frost

Display: 6.58 inches, Type: OLED, up to 90Hz frame refresh rate, Colour: 16.7
million colours, Resolution: 2 640 x 1 200 pixels. Water- and dust-resitant: IP68
Cellular: 2G/3G/4G/4G+/5G networks, Note: Functions available on the live
network depend on the situations of carrier's network and related services
deployment.
Sensors: Gesture Sensor, Ambient Light &Proximity Sensor, In-Screen
Fingerprint Sensor, Gyroscope, Compass, Gravity Sensor, Infrared Sensor, Hall
Sensor, Colour Temperature Sensor, NFC
Camera capabilities: Rear Camera: Ultra Vision Leica Quad Camera, 50MP Ultra
Vision, Camera, Wide Angle, f/1.9 aperture, with OIS, 40MP SuperSensing Cine
Camera, Ultra-Wide Angle, f/1.8 aperture, 12MP SuperSensing Telephoto Camera,
f/3.4 aperture, with OIS, 3D Depth Sensing Camera, Supports autofocus,
supports AIS (HUAWEI AI Image Stabilization. Front Camera, 32MP Selfie
Camera, f/2.2 aperture, Supports autofocus, Depth Camera,
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Ricoh ProC5300

Category:Printer
RRP:

Price on application

Distributor(s):

Ricoh South Africa

Date of availability:Available

Specifications
65 - 80 pages per minute
Increased duty cycle
10-inch intuitive touchscreen panel
360gsm auto-duplex, carbonless paper support, textured, speciality, synthetic
medias and envelopes

USPs:
Exceptional image quality with Ricoh’s 2 400 x 4 800dpi VCSEL technology
New gloss control to address different image output demands.
Improved front-to-back registration due to a new paper pass control system.
A large array of pre- and post-press capabilities enabling responsive service
delivery supported by peripherals, including an enhanced booklet finisher capable
of 30-sheet booklet production at 80gsm. Versatile end-to-end production is
further aided by its high capacity stacker and efficient fore-edge trimmer.
New software offerings to boost end-to-end workflows

HP Pavilion x360 14
Category:

Notebook PC

RRP:
Distributor(s):

R10 999
HP Store, Incredible Connection, Evetech and Take A lot

Date of availability:

June 2020

Specifications
13 hours of battery life (based on FHD video playback)
4G LTE allows for faster downloads, better reliability, and more secure
connections versus public WiFi.
Offers an oversized precision touchpad, and a rich selection of ports, including
HDMI 2.0, and USB Type-C® for easily transferring data, extending your display,
and charging other devices.
10th Gen Intel® Core™ processors optional Iris™ Plus graphics.
HD or FHD displays with larger screen to body ratios and 3-sided micro-edge
bezels, as well as dual speakers, B&O Audio, and HP Audio Boost.

USPs:
Has an optional WiFi 6 and modern standby, and for a secure logon, an optional
fingerprint reader that gives quick and convenient access.
The device has been updated with a more modern and expressive design, packed
with premium features and performance. This includes larger SSD storage (up
to 1TB), optional seamless 3D metal, improved displays, and, for the first time in
a Pavilion device – optional 4G LTE.
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Evolve
or die:

what pressure are
resellers under?
20
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Resellers and solution providers are often the
smaller fish in the technology pond. With tides
changing from hardware to services, are they
keeping up?
By James Francis

his article started with a
straightforward hypothesis:
every incumbent business
in the technology industry
is changing. For some, the
change is relatively easy. OEMs were
among the first to make the shift, mainly
because they realised how emerging
cloud models were going to hurt their
established businesses. Many distributors
have also started to shift to replace the lost
margins from fewer large hardware deals.
Foremost, customers have been urged to
change and sample the benefits of the new
technology order.
What about resellers in the frontline of the
technology process? While larger solution
providers found their feet around cloud and
service models, the general message to
resellers in the past 18 months has been to
evolve or die, adapt to a new business model
or your business will go extinct.
Silicon Valley-types will glibly call this
pivoting, as if it’s as easy as changing a
tyre. But what is the real situation? How do
resellers view this change and the pressure it
brings to them?
Is such a change difficult and expensive?
Yes to both, says Colin Thornton, MD of
Turrito Networks and founder of Dial a Nerd:
“We have had to change roles significantly
and quickly, but skill changes are slower
and ongoing. It’s no longer possible in either
business, especially for engineers, to be
a specialist in any particular area. WAN
engineers, previously skilled with routing and
MPLS topologies, now need to understand the
myriad SD-WAN options and how they affect

T

security and VoIP quality. LAN engineers who
used to work primarily on Exchange servers
now need to understand the entire Microsoft
365 stack of products and how to configure,
implement and support.”

Pressure to evolve

This is a familiar story across the world.
Resellers have been expanding away from
hardware and what is commonly seen as
commodity products such as software.
Conventional products are still relevant and
make up roughly a third of reseller business.
But much of that momentum is driven by
Windows 10.
In reality, the market has narrowed for
many different products. A smaller group
of resellers and service providers today
is making a profit from selling items such
as printers and personal computers. The
same can be said for hard drives and the
bric-a-brac of the computer world. There's
a renewed interest in B2C sales, particularly
computers, but the focus is on high-end
quality sales, not volume.
Retail outlets are absorbing much of this
business. Appliance retailers have expanded
their reach into technology products, and
online retailers are appealing to niche
audiences. Earlier, it was mentioned that
customers were urged to change. That is
only partially accurate. They were urged at
first, but once the virtues of new technology
became apparent, it turned into a rush. This
shift has been a defining moment for many in
the provider frontlines.
“It was a combination of vendors and
customers as well as the changing sphere of
the technological landscape,” says Prischal
Bahgoo, project and cyber security manager

»
“We have had to change roles significantly
and quickly, but skill changes are slower
and ongoing. It’s no longer possible in either
business, especially for engineers, to be a
specialist in any particular area.”
There is a renewed interest in B2C sales, particularly
computers, but the focus is on high-end quality sales,
not volume. (Woraphong Suphutayothin).

Colin Thornton, MD, Turrito Networks
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at ViC IT. “Our quick adoption to industry
changes – like SaaS, cloud migration and the
ever increasing security risks – has definitely
made us change our focus to ensure we are
more competitive. Increased competition in a
volatile economy was also a key factor.”
Service offerings have come to dominate
the market. The number of resellers in the
global market that don't offer cloud has nearly
halved between 2018 and 2019, from 41% to
26%. Services are now a dominant revenue
generator for resellers in some of the biggest
technology markets – up to 80% in some
cases.
Locally, the trends can also be seen.
Turrito, for example, was once heavily
focused on WAN services. But as those
commoditised, it shifted to LAN services with
consulting and SaaS wings. Dial a Nerd was
still thriving on hardware support and sales
until a few years ago. Yet once that audience
started moving to online retailers, it has
22
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COLIN
T H O R N T O N,
MD of Turrito
Networks

Helping the frontline

The confidence expressed by businesses
such as these is impressive, though perhaps
not unexpected. Running a business requires
a strong constitution and a keen eye for
opportunity. Companies that cry over spilt
milk are only falling behind. The reseller
market has a resilient spirit it doesn’t get
praised for often enough.
Still, a good head on your shoulders will
only take you so far. To win, you need friends.
This returns us to the original hypothesis: are
resellers and solution providers being helped
to evolve or are they in the deep end as
customers and OEMs demand change?
It’s hard to get an accurate sense of this,
although two activities in the market give
some solace. OEMs have been aggressive
about restructuring and promoting partner
programmes. Some distributors are evolving
into fixers that operate between the OEMs
and resellers, particularly to support resellers
with marketing, skills and wooing new
customers. So there are opportunities for
resellers to ease the pressure.
“We do receive support from the vendor
and distribution partners,” says Bahgoo.
“Support ranges from administrative
assistance such as processing rebates to
offering training platforms. Some vendors
openly offer many different platforms to allow

PRISCHAL
B A H G O O,
ViC IT

»

renewed its consulting and support offerings,
and expanded into SaaS.
Almost everyone in the reseller frontline
has felt the need to change, coming from both
the OEMs and customers, says Thornton.
“By putting yourself in the customers’
shoes, you’re able to see why they should be
more demanding and cost-sensitive, and this
isn’t unreasonable. The market is changing,
and everyone in the chain needs to change
with it.”
This has put a lot of pressure on resellers
to evolve, even though many of them are
small businesses. How has this pressure
been received?
“Pressure is inevitable; however, at some
point, the pressure increases tenfold,” Bahgoo
says. “As a small business, we are constantly
trying to balance our deliverables to
customers while pursuing new opportunities.
Prioritisation is key to retain our focus and
ensure that we balance the myriad daily
activities. A colleague once commented that
I need to take a break and rejuvenate. My
response was simple, ‘I am rejuvenated after I
close the next deal’.”

“As a small business, we are constantly trying
to balance our deliverables to customers while
pursuing new opportunities. Prioritisation is key
to retain our focus and ensure that we balance the
myriad daily activities.”
Prischal Bahgoo, ViC IT

us as resellers to grow by means of training,
virtual demonstrations, customer feedback
and knowledge-sharing among other
resellers. Some partners assist with payment
terms, discounts, faster order fulfilment and
lead generation.”
Thornton agrees, adding that some
international vendors have been pushing
SaaS and associated consulting for a long
time and have very mature go-to-market and
education campaigns: “They often have welldesigned portals, which allow us to manage
their products, download marketing and sales
content and apply for rebates.”
The laggards appear to be distributors. While
some have been shifting how they generate
business, many are still not adding value
beyond their core activities such as volume

hardware sales. Ironically, it’s this part of the
channel – and not the resellers – that seems to
struggle the most with catching up. Of course,
on an individual level, many resellers are also
experiencing evolution problems. Still, at a
broad view, they have been very proactive.
The opportunity for distributors is to
step up their support for their partners.
Some suggestions made include faster
turnaround times for quotations, and more
in-depth knowledge of licensing models for
product sets. Resellers also want assistance
for smaller companies for exchange rate
fluctuations in a volatile economy.
“To remain compelling, distributors have
to add value over and above price decreases:
co-marketing, go-to-market strategies,
training and more,” says Thornton.
Q2 2020 |
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PC market hit by sharpest
decline since 2013

BUSINESS

PC sales

IT budgets are shifting away from PCs toward business continuity planning,
say analysts.
By Matthew Burbidge

W

Business continuity

Atwal says production levels recovered in
March, and the availability of CPU, memory
and screens are now largely unhindered.
Kitagawa says Q1’s vendor results
underscore the economic uncertainties that
are tightening spending on PCs, particularly
among SMEs.
She says that this uncertainty, paired with
the end of the Windows 10 upgrade period,
means that businesses are shifting their IT
budgets away from PCs toward business
continuity planning.
“We will start seeing businesses and
consumers alike extending their PC lifecycles

»

ell, that didn’t take long.
Global PC sales have declined
sharply in Q1 compared to
a year ago as the February
lockdown in China begins to
reverberate through supply chains. At the
same time, there’s unprecedented demand
from businesses retooling their operations for
a remote workforce.
Gartner put the decline at 12.3%, saying it
was the sharpest since 2013 when floods in
Thailand hampered hard disk drive production.
IDC has the figure at a 9.8% decline, and
Canalys says it will contract by 8%.
“The single most significant influencing
factor for PC shipment decline was the
coronavirus outbreak, which resulted in
disruptions to both the supply and demand
of PCs,” says Mikako Kitagawa, research
director at Gartner. “Following the first
lockdown in China in late January, there was
lower PC production volume in February that
turned into logistics challenges.
“Once coronavirus-related lockdowns
expanded to other regions, there were new,
sudden pockets of PC demand for remote
workers and online classrooms that PC
manufacturers couldn’t keep up with.”
Kitagawa’s colleague Ranjit Atwal tells
The Margin that production in China had
started to ramp up in March, but was slow,
in part because of social distancing being
enforced in factories.
And with the spread of Covid-19, other
countries also instituted lockdowns, which
slowed the distribution of downstream

components, such as lithium used
in batteries, says Atwal. Lastly, the
fragmentation and availability of transport
slowed the delivery of products.

“We will start seeing
businesses and
consumers alike
extending their PC
lifecycles on a more
permanent basis
as they focus on
preserving cash.”
Mikako Kitagawa, Gartner

Preliminary Worldwide PC Vendor Unit Shipment Estimates for 1Q20 (Thousands of Units)
Company

1Q20
Shipments

1Q20 Market
Share (%)

1Q19
Shipments

1Q19 Market
Share (%)

1Q20-1Q19
Growth (%)

Lenovo

12 613

24.4

13,026

22.1

-3.2

HP Inc.

11 114

21.5

12,648

21.5

-12.1

Dell

10 158

19.7

9,944

16.9

2.2

Apple

3 555

6.9

3,791

6.4

-6.2

Acer Group

2 900

5.6

3,322

5.6

-12.7

ASUS

2 603

5.0

3,526

6.0

Others

8 693

16.8

12,604

21.4

-31.0

Total

51 637

100.0

58 860

100.0

-12.3

Gartner (April 2020)

-26.2

R A N J I T A T W A L , Gartner

on a more permanent basis as they focus on
preserving cash,” says Kitagawa.
Despite the pandemic, Lenovo, HP Inc.
and Dell’s market share remains unchanged
from the previous quarter. Gartner says these
vendors account for 65.6% of PC shipments,
up from just over 60% in Q1 2019.
Lenovo’s shipments declined 3.2%, and
22.6% year-on-year in Asia Pacific. HP
saw a 12.1% decline after three consecutive
quarters of shipment growth. It recorded
double digit shipment declines in all regions,
particularly in desk PCs in Asia Pacific and
Japan. Dell was the only vendor to escape
the downturn, with year-on-year shipment
growth rising 2.2%, except in Asia Pacific. It’s
the company’s ninth consecutive quarter of
shipment growth. Growth was also strong in
the Americas where it has a strong presence.
The US was also the last country to go
into lockdown, and sales were boosted by
work at home demand, says Atwal. He also
expects businesses to follow cost-constraint
strategies for the rest of the year, which will
mean spending less on PCs.
As for the channel, he says work from
home demand will dictate its strategy for the
year ahead, and recommends concentrating
on items that are in high demand.
Asked when he expects full production to
resume in China, he says it’s ‘nearly there’,
and should be up to full speed in April.
Q2 2020 |
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Cyber security

Cashing in on
Covid-19

The pandemic provides the perfect cover for malefactors,
according to Trend Micro.
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By Kirsten Doyle

ad actors are using the
Covid-19 pandemic as cover to
launch a slew of campaigns that
include email spam, business
email compromises, malware
and ransomware, and malicious domains.
As the number of people infected with
coronavirus continues to soar, campaigns
using the disease as a lure are on the rise.
Researchers from Trend Micro are periodically
sourcing samples of malicious campaigns
related to the virus, as well detections from
other researchers.
According to the cyber security vendor, the
use of current events as cover for malicious
attacks is nothing new.
Malicious domains have been purposefully
using Covid-19 as a lure for users. The
domains are normally part of phishing scams
or schemes that deliver malware to users’
systems. As the virus dominates headlines,
Trend Micro’s web reputation services team
notes these domains growing in number and
adapting their tactics to the latest news about
the virus.
Attackers also know that many individuals
around the world are in lockdown, and are
looking for ways to entertain themselves
online, and are unwittingly using fake
streaming sites, or sites offering entertainment
or promotions.
Another domain spotted by Trend Micro
was a fake website that may target UK PayPal
users’ credentials. The site’s URL format
raises a red flag that it’s possibly malicious,
it said, and that the domain probably doesn’t
belong to PayPal. Users are advised to check
suspect sites by comparing them to the official
website or social media account for any news
that they have new domains up and running.
Researchers report two websites promoting
an app – one of which is still active – that
can supposedly protect users from the virus.
The sites claim that their app, called `Corona
Antivirus’, is a result of the work of scientists
from Harvard University. Installing it will infect
the system with BlackNET RAT malware,
which will then add the infected devices
to a botnet. Through this botnet, attackers
can launch DDoS attacks, upload files to the
device, execute scripts, take screenshots,
harvest keystrokes, steal Bitcoin wallets, and
collect browser cookies and passwords.

B

Beware of spam

However, fake sites are far from the only
offender, with Trend Micro saying spam is
the main culprit. It says nearly 70% of all
the threats leveraging Covid-19 are spam
messages.
The security giant has examined email
samples from all over the globe, including
the US, Japan, Russia, and China. Many
of the emails claim to come from official

organisations and contain updates and
recommendations related to the virus. Many
of the emails include malicious links and
attachments.
One such email has the subject line,
`Corona Virus Latest Updates’, and claims to
have been sent from the `Ministry of Health’. It
contains recommendations on how to prevent
infection and has a malware-laden attachment
purportedly containing the latest updates on
the virus.
Other spam emails were related to shipping
transactions, either postponed due to the
spread of the disease or ones that claim to
offer a shipping update. There were also other
samples in Italian and Portuguese, the former
claiming to contain important information
about the virus, while the latter discusses a
supposed vaccine.
Researchers found another email spam
sample targeting China and Italy that
mentioned a cure for the virus in the email
subject line as a lure for downloading the
malicious attachment. Further scrutiny found
the payload sample from the attachment

A Covid-19 ‘map’, created by Johns Hopkins
University, is an interactive dashboard
showing infections and deaths, and was
used to spread information-stealing malware,
as revealed by US reporter Brian Krebs.
Several malefactors on Russian underground
forums took advantage of the map and sold
a digital Covid-19 ‘infection kit’ that deploys
Java-based malware. Victims are encouraged
to open the map and share it.
Ransomware, of course, is never
far behind a new catastrophe. A group
known as MalwareHunterTeam reported
a new variant called CoronaVirus, which
is spread through a fake Wise Cleaner
site, a website that supposedly promotes
system optimisation. Targets unwittingly
download the file WSGSetup.exe from the
fake site. This then acts as a downloader
for two types of malware, the CoronaVirus
ransomware and a password-stealing
trojan named Kpot. This campaign follows
the trend of recent ransomware attacks
that go beyond encrypting data and steal
information as well.
According to Trend Micro, there are
also reports of malicious Android apps
offering safety masks. The malicious
app instead delivers a SMS Trojan
that collects the target’s contact list
and sends SMS messages to spread
itself. So far, the app seems to be in
the early stages of development and
is simply trying to compromise as
many users as possible.
Another new attack has
been found propagating a fake
Covid-19 information app that
purports to come from the World Health
Organisation. The Bleeping Computer website
says the campaign involves hacking routers’
Domain Name System (DNS) settings in
D-Link or Linksys routers to prompt web
browsers to display alerts from the apps.
Users said their browsers automatically
open without prompting, only to display
a message requesting them to click on a
button to download a `Covid-19 Inform App’.
Clicking on the link, however, downloads
and installs the Oski info stealer onto the
device. This malware variant can now steal
browser cookies, browser history, browser
payment information, saved login credentials,
cryptocurrency wallets, and more.
Sophos reports on a scheme that demands
$4 000 in Bitcoin, claiming failure to pay
will infect the victim’s family with Covid-19.
The victims receive emails informing them
the attackers know all their passwords, their
whereabouts, and other personal details.
The email authors threaten to release the
information if the user doesn’t make the
payment within 24 hours. There is no
evidence that the malefactors actually have
access to the data, or if they can actually
follow through with their threats.

Nearly 70% of all the threats
leveraging Covid-19 are spam
messages.

is HawkEye Reborn, a newer variant of the
HawkEye trojan that steals data.

Taking aim at business

Other samples of email spam targeting Italy
have been found, but in these cases, mentions
of the disease were not found in the email
subject line, but in the URL. The subject line
contains the word 'fattura', meaning invoice
in Italian, with the invoice number and date.
These emails have attachments that execute
a PowerShell command that will download
malware that uses Evil Clippy, a tool for
creating malicious MS Office Documents, to
hide its macro.
With business email compromises (BEC),
one such attack mentioning Covid-19
was reported by Agari Cyber Intelligence
Division (ACID). The attack, a continuation of
an earlier BEC campaign, comes from Ancient
Tortoise, a cyber crime group behind multiple
campaigns of this nature in the past. The
bad actors first target accounts receivables
into forwarding reports. Then, while posing
as legitimate companies, they use customer
information in these reports to send emails to
inform customers of a change in banks and
payment methods due to Covid-19.
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The big interview

Time to refocus
In a wide-ranging interview, Gonzalo Usandizaga, the Micro
Focus channel chief, says it’s refocused and rationalised its
business after some years of turbulence. It has a unique mix
of legacy and newer technology, or, as he likes to say, it’s the
‘glue between the old and the new’.
By Matthew Burbidge

I
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do, a clearer mission.”

Turbulence

Last year also brought some headwinds.
It released its H1 results in July, which,
as Usandizaga says, showed growth in
profitability and revenue. It also increased its
cash flow by 50% year-on-year.
And then, in August, it cut its outlook
for full-year revenue to -6% to -8%,
down from -4% to -6%. To say this didn’t
go down well with the markets risks
understatement; shares fell as much as
34% during trading in London.
Usandizaga believes the market
‘overreacted’.
“You couldn’t even call it a profit
warning, because we didn’t release any
warning about our change in EBITDA. It
was just in terms of the outlook for the
year.”
He also takes the long view of the
company’s performance; its stock was $2
in 2008 and revenue was at $140 million;
today, it has revenues of nearly $4 billion,
but its stock price has taken a knock in
recent weeks, like many other firms.
The company now has about 300 products

»

interviewed Gonzalo
Usandizaga earlier this year
on his first visit to South
Africa as global channel chief
at Micro Focus. He was here
to speak to partners and customers, and
was en route to São Paul, and then Madrid
for a quarterly business review before
heading home to Dubai. He was also due
to host the company’s partner conference
in Amsterdam in March, but that was
before the world went mad.
Micro Focus has about 40 000
customers globally, of which roughly half
can be found in EMEA.
Tracing the history of the company, he
says there’s been both organic growth as
well as acquisitions, of which there have
been 17 in the last decade. A significant
one was Attachmate in 2012, worth about
$2.4 billion, but this was dwarfed by the
$8.8 billion spin merger with Hewlett
Packard Enterprise Software in 2016.
Five years before this, HP Software
had bought the British software maker
Autonomy for $11 billion. This, in hindsight,
turned out to be a very bad idea, and
saw HP write-down $8.8 billion related
to the deal a year later. Usandizaga was
employed by HP at the time and was one
of three executives the company appointed
to ‘fix the mess’. In the years since, there
has been an enormous amount of litigation
related to this ill-fated deal, but there was
some sort of conclusion with the HP/
Micro Focus merger as a much diminished
autonomy returned to British control.
Meanwhile, the merger also threw up
some difficulties.
Part of the problem was the fact of

a smaller company acquiring a larger
one; in this case, HP was three or four
times larger. Micro Focus is also a
pure enterprise software vendor, says
Usandizaga, while this probably made
up 5% of the business of HP Software,
which was really more of an infrastructure
hardware company.
This, he says, created a ‘cultural clash’,
and the two businesses also didn’t share a
common internal IT structure.
He admits: “I don’t think we were
up to speed to have a really fluent
integration. That created some problems.
We sometimes had some issues invoicing
customers, and when we had to renew
maintenance contracts, we were late. Our
systems were not working well. That was
a problem for us, and it took about a year
to get it fixed.”
Now, he says, the ‘internal IT stuff’ has
been fixed.
“It’s been two years since the merger. I
look after business in Russia, Central and
Eastern Europe, Israel, the Middle East,
Africa and South Africa, Brazil and Latin
America, and I don’t see any problems. We
have a clearer journey in terms of what we

“If something fails, the
customer is going to call me,
not the partner.”
Gonzalo Usandizaga, Micro Focus

GONZALO
USANDIZAGA,

Micro Focus
(Supplied)
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“Honestly, I think we have too many
products today.”
Gonzalo Usandizaga, Micro Focus

in its portfolio, and he believes it’s time to
take a step back.
“I think we need to do more strategic
analysis on what we want to prioritise.
Honestly, I think we have too many products
today,” he says.
There will need to be some rationalising;
it’s still offering similar solutions from both
Micro Focus and HP.
“We’ve maintained both worlds since the
spin merge. At some point, we need to come
out with a new solution that will take the
best of both legacy solutions and help us
rationalise the portfolio.”

Hybrid future

It has now settled on four focus areas,
into which it’s going to be putting most, if
not all, of its investment. These are hybrid
IT, enterprise DevOps, security, risk and
governance, and predictive analytics.
As for priorities, it will now build analytics
and security capabilities into all its products.
An example of this is its ArcSight cyber
security product and ArcSight Investigate.
Usandizaga says the market is also
changing, such as the rise of DevSecOps.
“Before, there was security and there
was DevOps. Now we see these two getting
closer together. We’re building analytics
into everything we do, and this will help
our customers release applications more
rapidly.”
He also sees hybrid IT as a strategic
growth area, and one in which it’s also
concentrating its R&D efforts.
The company’s view of hybrid IT is
that it’s everything related to how it helps
organisations optimise and manage their IT
infrastructure. This includes monitoring and
automation tools.
The company is also aware that the
majority of its business is done with its
current install base, and so it has an
obligation as a vendor to continue to roll out
new functionality for its products.
30
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Usandizaga says he likes to think of the
company as the ‘glue between the old and
the new’.
While it’s not the kind of company that
uses ‘the most fancy startup technology’, he
says it remains committed to its customers
in helping them modernise all their legacy
applications and technologies.
“We never let a customer down because the
technology is becoming a bit old-fashioned.”
Micro Focus certainly does look after
some elderly technologies, such as its Cobol
business (the technology of which recently
celebrated its 60th birthday), as well as its
Data Protector backup solution, which has
also been around for 40 years.
What is the company telling customers that
are considering cloud adoption?
Usandizaga says it has a strategic
partnership with AWS and Azure, which
guarantees its solutions are supported on
those infrastructures.
With cloud, specifically private cloud, he
says: “I don’t want to say we’re late, but we
were probably a bit behind.”
He says some clouds appear to be more
popular in certain regions: Azure is a major
player in the Middle East because of the
company’s massive investment in datacentres
in Doha and Dubai, while some of the
customers he’s met locally are on AWS.

Demand for encryption

What are customers struggling with?
“One of the main aspects they’re looking
at is how they can deliver applications fast
enough, in an agile way, but in a secure
environment,” he says.
He’s also seeing increased demand for
encryption solutions.
He says businesses have to accept that
sooner or later, criminals will breach their
firewalls and penetrate their networks.
Its ArcSight product will help customers
monitor and eliminate malware, “but the
bad guys are always ahead of us, so you

have to assume that at some point, they
will reach your data, and if they breach it,
the data should become useless to them.”
This is driving the increase in interest
in encryption tools, particularly from its
install base in South Africa.
And while its Cobol solutions are still
an important part of its business, it’s a
declining one.
He’s also been surprised at the maturity
of automation solutions among South
African customers.
“That shocked me. If I look across the
region, there are countries where you see
them more concerned with monitoring
tools or backup or service management
solutions, but automation, in this country,

is well deployed and advanced compared
to other countries.”

Advice for partners

Usandizaga has very clear advice for the
company’s partners.
“Honestly, what I expect from them is
that they get the level of certification and
enablement that our customers expect them
to have to deliver projects to the standards
that we want.”
He says in the emerging markets, 87%
of the company’s business is done through
partners, and that they have all his support. I
sense there’s a ‘but’ coming.
“But, and there is a but, this is not for free.”
He recounts meeting about a dozen

customers, not in South Africa, ‘but in a
different African country’, who told him they
weren’t doing more business with Micro
Focus because the local partners weren’t
skilled enough, and that they believed any
new projects would end in failure.
“My message to them (the partners) is that
there is enough business in our install base.
There are a lot of solutions that we have that
will need to be migrated to new solutions.
There’s going to be a lot of service business
to our partner community. But, you have to
be fully certified in our solutions, otherwise
you risk our reputation as a vendor.
“If something fails, the customer is going
to call me, not the partner. We’re willing to
invest in the partner, but then, you have to

certify your people and you have to deliver
based on what your skills are. Don’t try to
get what you can’t deliver. Stay focussed
on your core business, whatever it is. If
it’s automation, focus on automation, if it’s
security, focus on security, if it’s predictive
analytics, sentiment analysis solutions, then
focus on that. Some partners think they can
do a bit of everything. "No, our customers
are getting smarter.”
Usandizaga says while it’s looking to
expand its partner programme, with more
investment from marketing development
funds, more rebates and more referral fees,
‘partners need to be fully enabled, certified
and guarantee that they will deliver projects
according to our standards’.
Q2 2020 |
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The channel has changed; are
players keeping up?
By Matthew Burbidge

ay McBain, principal analyst,
channel partnerships and
alliances at Forrester, is a
good person to speak to if you
want to understand the market
forces shaping the channel.
In sum, he’s seeing a profound shift in how
buyers acquire products and services, and
how companies are responding to this by
retooling their go-to-market strategies.
He also appears to have done his research,
speaking to almost 500 companies in 2019
alone, and has an encyclopaedic knowledge
of how the industry is changing. He reels
off statistics and survey results down to the
decimal point.
Speaking to The Margin from his home in
southern Florida, he says indirect sales are
growing, but just at a slower rate than direct
sales. This is the first time this has happened
in decades.
He says there are a couple of key
reasons for this, among them the rise of the
hyperscalers.
In 2019, “Microsoft reported 67% growth
of Azure. AWS announced 54% growth of the
AWS platform, Google is in the 50% range,
Salesforce is in the 30% range. And now,

J

»
“I need some really smart people in
the room to start thinking with me
about how to become a survivor
and thrive in this new world.”
Jay McBain

there’s Workday, Marketo…they’re growing
at an order of magnitude faster than the
technology they’re replacing. The shift to
cloud is also a shift to less transactional
resell value.”
Laying out the traditional channel
landscape, he says globally, there are about
600 000 companies such as VARs, resellers,
and managed service providers. There are
also millions of others, as companies in every
industry incorporate technology into their
business models. An example is accounting
firms, of which a least 80% now provide
technical services, as do digital agencies.
“Everyone is flooding into this (tech) world.
In South Africa, there are probably 20 000
channel companies, from one person, all the
way up to the very large.”
These companies, he says, have spent the
last four decades talking to the IT department,
and while this approach may have worked
in the past, it’s now changing. For example,
at present, 65% of cloud decisions happen
outside of the IT department.
The invisible deal
McBain uses the example of a customer
looking to acquire cloud services, from, say,
Oracle, which is just one of a number of
companies with big cloud ambitions.
He says a customer will, on average, speak
to five different people to help them on their
cloud journey, and in two-thirds of cases, will
select a vendor without ever speaking to a
salesperson.
“Oracle may have lost a deal before it ever
knows there is a deal, and that’s different to
the past.”
This will persuade companies of the
importance of this ‘influencer channel’, he
says, which is composed of, among others,
affinity partners, advocates, ambassadors,
digital influencers, and super connectors.
“They need to make sure that Oracle is
part of that early conversation, so that when
it gets time for vendor selection, and when it
gets time to do battle, they’re in the game.
“Companies are spending all their time,
money and effort on this traditional channel,
which doesn’t happen to be the same people
who are getting to those customers early, and
often.”
McBain says in his conversations
with executives from the world’s largest
Q2 2020 |
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JAY MCBAIN,
Forrester.
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“We didn’t understand why they
didn’t rise up the pyramid, and so we
shut them off, we punished them.”
Jay McBain
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technology companies, such as Oracle, SAP,
IBM, Dell, HP, and others, they estimate
that 80% of the channel is still stuck in the
old ways of doing IT-related services and
procurement, and are effectively ignoring
these new opportunities.
He mentions Salesforce, and its
Dreamforce conference, which attracts
171 000 people, as well as 10 million more
dialling in. “It’s this wonderful ecosystem of
partners that are getting rich.”
He says most of those at Dreamforce
wouldn’t be recognised as part of the
traditional channel, or part of the 600 000
companies mentioned earlier.
“These are new channels for technology
that don’t rely on resell. Salesforce is
acquiring 250 000 new partners in the
next four years, and it shut down its resell
programme. How is Oracle going to tap into
these 250 000 partners?”
As for AWS, McBain says it’s doubled the
size of its channel every year, for the last
four years.
“Three years ago, they were 15 000,
they went to 30 000, to 60 000 and right
now, they’re at a 120 000 partners. Next
year, they’ll be at 240 000. By the end of
probably five years, AWS is going to have
one million partners.”
AWS also recognises that while it’s trying
to win the business of the roughly 175 000
ISVs in the market, they crucially also see
them as potential partners, ‘because they’re
going to be in there with the client talking
about AWS, early and often, as they’re
building up their stack’.
Showing their mettle
Are partner programmes, particular the tiered
‘metal’ ones, keeping pace with this change?
McBain says the tiering model is based on
volume, revenue and growth of the reseller
business. While these programmes are still
ubiquitous, he sees them levelling off. Part of
the problem is that some partners will just
not progress up the tiers, despite what the
vendor does.
“Every company has all kinds of partners
that sit at the bottom of the pyramid. They
call these their long-tail partners. And they
don’t know what to do with them. For 40
years, they haven’t known.”
Now, “companies are beginning to figure it
out. They’re just not transactional partners…
that’s not what they do, it’s not in their
business model to resell your stuff.

“They might be implementers, they might
be security firms, they might be compliance
or continuity firms, they could be all kinds
of things, but there are dozens of business
models, and we were trying to jam
everybody into gold/silver/bronze resellers.
We didn’t understand why they didn’t rise
up the pyramid, and so we shut them off,
we punished them…now we understand
this move to an ecosystem and that’s very
important today, especially in the cloud.”
He says the first part of the customer
journey will now be undertaken digitally,
‘before they even speak to somebody’.
This means there’s a channel that won’t be
the ones to collect money from the customer,
but will play an important role in influencing
the customer to buy the product.
It’s also well known that almost every
company in the technology industry is moving
to a subscription model, which means the
individual transaction is less important.
Put another way: “Now you need to re-earn
that customer’s trust every 30 days, forever.”
McBain says there also needs to be
someone accompanying the customer on their
journey with the technology to make sure
they’re not only continuing to use the products,
but increasing its adoption and integration.
“They’re making my product very sticky
with that customer, so that it can never be
taken out.”

Emerging technologies
I ask what uptake he’s seeing of emerging
technologies. Have RPA and IoT, as examples,
come of age, or are we at the beginning of the
wave of adoption?
McBain says he certainly sees growth in
these areas, but some markets, such as the
United States, are further along the journey
than many others. These early adopters,
he says, were now becoming the ‘early
majority’.
He says a recent global research project
run by Accenture asked CEOs and boards
where they thought their company would be
in the near future, and 76% replied that their
business model would be unrecogniseable in
five years.
He says this is a time of transformation, as
can be seen in the massive uptake (he says
RPA grew by 5 614% globally last year) of
new technologies.
“That level of automation and AI is the ticket
to how you deliver digital transformation.”
He says IoT can enable any company, in any
industry, to become a technology company.
A forklift, for example, equipped with an IoT
sensor will be able to supply a wealth of data,
such as the weight of its load, or the distance
it’s travelled.
“There’s a thousand data points per
second, which then gets sent to a builder, a
construction company and an architect. And
guess who the newest partner of AWS is?
It’s this forklift company that is a now a tech
company.”

He says transformation is on the agenda in
boardrooms in most companies, and it’s now
being examined with more urgency.
“Every company in every industry could be
out of business within five years.
“What does blockchain mean to our
industry? What does IoT mean, what does
5G mean, what does AI and automation
mean? We know that 47% of jobs can be
replaced today based on technology that’s
now shipping. What does this all mean? I
need some really smart people in the room to
start thinking with me about how to become a
survivor and thrive in this new world.
“Emerging tech is no longer emerging.
It’s here.”

»

Laggards
So it seems the traditional channel is failing?
“Like I said, 80% of our current channel
– 80% of 20 000 companies in South
Africa – are not leveraging AWS, and don’t
have a piece of that 54% growth year-overyear. They’re struggling. A quarter of them
are losing money, a quarter of them are
breaking even, at best, while all these other
channels are flooding in, making 75% margins
wrapped around AWS, and Salesforce, and
all the others. That’s the critical part of the
transformation we’re going through now.”
He also says that of the 20 000 local firms,
he expects about 40% will close shop in the
next four years.
“Many of them started their companies
in either the ‘80s or ‘90s, coming out of
college or high school, and the average age
is probably 58 years old in that demographic.
Their kids don’t want the business, they
don’t want to fix PCs or run cables or update
printers. They’re into this new world, and
they’re doing these cloud integrations. If you

look at Millenials, and Generation Z behind
them, they’re very much part of these new
channels that aren’t interested in resell and
traditional infrastructure.”

“Emerging tech is no longer emerging. It’s here.”
Jay McBain
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Channel, Covid-19 and the
requisite medicine
Covid-19 is playing havoc with the way resellers do business in the ICT space, not least in the
instability of exchange rates and a stronger dollar, which is probably the most pressing channel
problem that will influence the way companies decide on IT spend.
The second problem facing the channel is the slowdown of flights
causing delays of stock – including mission-critical components – by as
much as two to three months.
There is no question that coronavirus has caused a slowdown in
world trade, and the disruption in global supply chains is already evident. South African companies that have built markets on the back of
a global trade network need to be aware of how vulnerable they are
and the importance of acting swiftly.
These are some of the challenges that Bennie Strydom, BCX managing executive for its Integrated Technology Solution Sales, sees as pivotal to addressing supply chain management and the ability of resellers
to assist their customers.
“We’ve seen statistics that indicate that there are industries that are
going to struggle to recover, and others that look set to surge,” says
Strydom. “However, given that the majority of CIOs recently surveyed
by IDC researchers intend pursuing existing vision and strategy, the ICT
channel needs to be putting contingency plans in place to meet their
demands. Only a meagre 1% of CIOs are stalling or cancelling all current and new initiatives.
“In the working from home (WFH) context, there will be spend on
devices and smartphones, security and teleconferencing and putting
emphasis on the digital employee experience and digital workspaces.
Spend is also still planned on hardware, storage and networking.”
“In sourcing stock, we believe that the purchasing calls distributors
are making now are good in terms of buying in larger volumes. We
also agree with every possible way of de-risking on the exchange rate.
It’s the distributors that are geared to buy, however the prices from
distributors affect how we work within our arenas and pricing will need
to be very carefully managed.”
The silver lining for the channel, he says, is in providing cloud and
virtual platforms, where there is both opportunity and the need to
protect the supply chain. With conferencing applications, he says there
is going to be a big drive to cloud and particularly local cloud because
international clouds are linked to the dollar and are thus expensive.
“We also see the need for security, more than ever. Secure access
to IT services is the top short-term priority for 91% of CIOs, based
upon a recent IDC survey. We see a trend of digital empowerment
– more work stations, data and fibre in the telecommunications side.
There’s been a huge uptake in participation in online meetings, semi-

www.bcx.co.za

Bennie Strydom,
BCX

nars and distance learning which is underlining the value of this new
digital cloud.”
With cloud and social distancing, Strydom believes companies will
be making more investments in AI and machine learning projects to
digitise customer interactions such as virtual assistants and call centres.
He also sees the need for data analytics as companies try to plan and
forecast disrupted supply chains.
Transportation will be a big issue for resellers, stresses Strydom
again, describing the exponential increase in cost per kilo to import – a
cost anticipated to increase more than three-fold in the second quarter.
“The challenge is that everything is currently imported and as the
rand to the dollar fluctuates, this cost is passed on to the consumer.
Add to this the reduction in flights, which delays factory production.
The software industry is different because there is no stock, so this
industry is still healthy.
“Essentially all the factors affecting the supply chain, including the
severe disruption, is, or already has caused, a reduction in demand
and the need has come for the rethinking of technology projects
and how these are going come to fruition in the short- and mediumterm,” he concludes.

Annus
horribilis

IN FOCUS

IT Services

As companies look to contain costs,
it’s the IT services industry that will likely bear the brunt.
By Matthew Burbidge

nalysts are predicting a torrid
2020, and the IT services
sector will be hit particularly
hard.
Analysts Global Data said
in its Tech, Media @ Telecom Trends 2020
report, updated to now include the effect of
Covid-19, that the pandemic will be by far
the most significant threat to the technology
industry this year. It will put ‘incredible
strain’ on the world economy, it said, which
has effectively been halted for three months.

A

Covid will test financial robustness of
companies, many of which will not survive
this initial phase. As for the rest, almost all
organisations will see a significant drop in
revenues.
Meanwhile, desk-based staff members are
largely working from home. This will have
consequences for the IT industry, and some
sectors will perform better than others, it
said, such as collaboration software vendors
and cloud providers. Others, for example in
IT infrastructure, will see massive disruption
to their supply chains. They may fare better
in the future, it said.

»

“All IT services
companies will
have an awful
2020. The bestcase scenario for
services companies
is that the impact
lasts only one or
two quarters.”
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“All IT services companies will have an
awful 2020. The best-case scenario for
services companies is that the impact lasts
only one or two quarters,” it said.
This is partly due to IT services staff not
being to get to clients’ businesses, and must use
remote working tools, just like everyone else.

Digital transformation on hold

The report says that providing technology
services that enable digital transformation
is an important part of the business for
service vendors. It predicts this business will
evaporate in the short term, as companies
look to cut costs and put non-essential
programmes on hold. This state of affairs will
bring ‘short-term pain’ for services companies.
It said the consumer electronics sector will
face similar short- and long-term pain. In the
short term, broken global supply chains will
have a serious effect, and while there may
be strong demand from isolated consumers,
manufacturers will be unable to meet the
demand. On the other hand, as lockdowns
end, it predicts a worldwide recession, and
there will be fewer people willing to spend on
expensive products.
Telecom companies are, however,
reasonably isolated from the crisis. Reliable
connectivity has now become a critical
commodity, it said, as working and schooling
from home becomes ubiquitous.
Cyber security companies will also
likely fare well during the crisis, as the
threat of attacks rises with the less secure
environment of home work.
It said the shift to remote working, may
provide a brief respite, as many companies
may need support. Some industries are seen
to be struggling with remote work, however,
such as the contact centre industry, which,
in general, was not prepared for the mass
rollout of remote work. Agents cannot make
the same number of calls from home, and
communicating with colleagues is seen as a
challenge, it said. At present, it suggests a mix
of office workers and remote work.

For the report, Global Data’s analysts
looked at 600 companies in the technology,
media and telecoms sector.

Looming unemployment

In South Africa, Treasury director general
Dondo Mogajane is on record as saying that
the country’s unemployment rate could reach
40%. The economy could also contract by an
estimated 6.4%.
The IMF predicts the global economy
will contract by 3% this year. Economic
growth in the US is expected to drop by
9.1% and 5.8% in Europe, the Global Data
Coronavirus executive briefing said. It quoted
the Bain consultancy as saying the US could
permanently lose a quarter of businesses,
accounting for 10% of national revenue. It
said other advanced economies were likely
to suffer losses on a similar scale. Economic
growth in Europe is expected to contract by
3.8%, according to the European Statistics
Office. And the economy in China contracted

by 6.8% in the first quarter of the year, said
that country’s National Bureau of Statistics.
Globally, the World Travel and Tourism
Council said it expects job losses of about
100 million in the travel and tourism industry.
The International Labour Organisation (ILO)
said it believes 6.7% of working hours across
the world will no longer exist in the second
quarter of the year, which is equivalent to
about 195 million workers. The ILO also said
that 1.6 billion people in the informal sector
– about half the global workforce – are in
imminent danger.
Regionally, an estimated 30 million
people in the United States have filed
unemployment claims by the last week of
April. The IMF said it expects unemployment
in Spain to reach 20.8% in 2020. About five
million lost their jobs in China in January
and February. In France, 10 million have lost
their jobs, and the Centre for Monitoring
Indian Economy predicts that 14 million will
lose their jobs.

»
“Cyber security companies will also likely fare well during the crisis, as the
threat of attacks rises with the less secure environment of home work.”
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Supply chains

Covid-19
cripples local IT
supply chains
Nearly three quarters of companies are
reporting supply chain disruptions.
By Admire Moyo

I

leading indicator of broader
server and storage system
market performance during
P A U L R U I N A A R D , Nutanix
early 2020,” says Sebastian
Lagana, research manager,
Infrastructure Platforms and Technologies
at IDC.
Samsung, Huawei and Apple. However,
Derrick Chikanga, an IT services
continued disruptions in production will likely
analyst at Africa Analysis, says the virus
create shortages in both consumer goods and
is now affecting the manufacturing and
enterprise technologies.”
Huawei recently said the coronavirus
shipment of IT equipment and components,
particularly from affected regions in Asia,
outbreak would not affect the supply of 5G
Europe and the US.
telecoms equipment to its customers after its
“Some manufacturing plants in these
factories resumed production.
regions have been either shut down or are
Says Paul Ruinaard, regional sales director
operating at minimum capacity. Furthermore,
at Nutanix Sub-Saharan Africa: “Critically, we
need to stick to our knitting. We are IT
professionals that deliver IT goods and
services. We're not medical experts, so
we need to follow the markets and the
experts and take calculated business
decisions that factor in the same
type of risk indicators as if we were
dealing with a recession or a natural
disaster. We know supply and demand
is challenged.
“At the moment, global supply
chains are really stretched as a result
of this pandemic, which is going to
force the local channel to rethink our
global operating models centred on
Paul Ruinaard, Nutanix
remote working.”
However, he believes that from adversity
workers who have been exposed to the
comes opportunity and the local channel may
virus have been quarantined, and this has
see some new technology models emerge.
“Companies that will come to the fore are
affected the overall supply of key components
worldwide,” he says.
those that have already geared themselves
to work remotely and have business
continuity plans in place.
Crippling effect
Nonetheless, the impact of coronavirus
“We don’t know what we don’t know.
To date, we're only seeing the tip of the
on the local IT sector is yet to be fully
felt. “However, should the virus continue
coronavirus iceberg and we have no idea
spreading, especially in key Asian and US
which way it’s going to swing. As an industry,
we need to put our heads down, deliver the
markets, then this could have a crippling
effect on the availability of most goods such
solutions our clients need to sweat their
assets, use the cloud, build more softwareas personal computers, printers, mobile
devices and networking technologies.
defined solutions, and leverage professional
services via the cloud or remotely to ensure
“Much will depend on the level of
they keep the lights on.”
downscaling by manufacturers such as

»

n March, the Institute for
Supply Management (ISM)
revealed the first-round
results of a survey focused
on the effect of Covid-19 on
business and the supply chain.
It says nearly 75% of companies report
supply chain disruptions in some capacity
due to coronavirus-related transportation
restrictions, and more than 80% believe their
organisation will experience some impact
because of Covid-19 disruptions.
Of those, one in six (16%) companies say
they are adjusting revenue targets downward
an average of 5.6%.
“The story the data tells is that companies
are faced with a lengthy recovery to normal
operations in the wake of the virus outbreak,”
says Thomas Derry, chief executive officer
of ISM.
Gartner says as coronavirus continues
to spread around the world, the economic
symptoms are emerging.
It says more than a dozen global firms
have announced they will miss their financial
goals for the upcoming quarter due to the
combined impact of supply chain disruptions
and dampened customer demand.
“The value of digital channels, products
and operations is immediately obvious to
companies everywhere right now,” says
Sandy Shen, senior director analyst, Gartner.
“This is a wake-up call for organisations
that have placed too much focus on daily
operational needs at the expense of investing
in digital business and long-term resilience.
“Businesses that can shift technology
capacity and investments to digital platforms
will mitigate the impact of the outbreak and
keep their companies running smoothly now
and over the long term,” Shen says.
The IDC says the outbreak is a rapidly
evolving situation and one that has significant
human and economic impact.
“Understanding how any production
shutdowns affect the supply chain, and
how that, in turn, flows upstream into the
ODM and OEM environments, will be a

“To date, we’re only seeing
the tip of the coronavirus
iceberg and we have no
idea which way it’s going to
swing.”
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Customers have
memories like elephants
What IT sales teams should be doing amid the Covid-19 pandemic.

MARK
K E AT I N G ,
Sales Guru
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By Tracy Burrows

he Covid-19 pandemic has
shaken business across the
board, with dramatic impacts
on forecasts and sales
projections. So what should IT
sales teams be doing now to keep revenues
coming in and assure future business
growth?
Sales expert and public speaker Mark
Keating, CEO of Sales Guru, says for the IT
sector, relationships with customers are now
more important than ever. This is not the
time to be pushing products customers don’t
need, and it’s definitely not the time to take
advantage of demand by pushing up prices,
he says. “Customers have memories like
elephants. Pushing sales that benefit you –
and not them – will hurt you in the long run.”
Keating says while companies are
focusing on remote work and staying afloat
through the lockdown, the best thing IT
sales teams can do right now is to maintain
good relationships with their customers,
and – if possible – help them through the
current crisis.

T

Find solutions

IT companies should be assessing the
market’s most pressing challenges – such as
connectivity and remote workforce security
– and focusing on solutions they can offer to
address these challenges.
Keating says this is a good opportunity
for companies to add real value to their
customers: “Don’t be the dodgy hand
sanitiser company that marks up prices when
everyone needs the product. If you can, offer
free or reduced pricing on vital business tools
and better payment terms.”

Focus on your pipeline

Both account managers and sales teams
tasked with driving new business should be
focusing on existing contacts now, Keating
says. “You need to be building relationships
and adding real value to your existing
customers and reaching out to those in the
pipeline – those you have already met, and
submitted proposals to, for example.
“This is the first place I’d start, looking to
see what projects it would make sense to
move ahead with immediately,” he says.

»

Mark Keating
“Second, I’d look at which companies are in a
position to buy from us right now, and whether
they need our product. But it’s important to be
real about what products and services people
actually need. Pushing something that is not
mission-critical for customers would harm your
own brand and staff morale.”

Stay in touch

With most office workers now working from
home and monitoring increasingly worrying
news headlines, Keating recommends
reaching out to existing customers, and those
already in the sales pipeline to offer support.
“The starting point is understanding that,
actually, people will appreciate a call from
you,” he says.
“You need to show empathy and concern,
ask the customer how they are doing, mention
that many other customers are looking at
certain solutions and ask if they too could
benefit from them. Salespeople need to be
calling to help the customer, not simply to sell.”
He notes that it’s important for sales to
be disciplined in contacting a set number
of customers each day, and to serve as a
positive voice offering concrete solutions to

»
“Salespeople need to be calling to help the
customer, not simply to sell.”
Mark Keating

“The phone is the most
valuable sales tool now, as it
creates two-way engagement.”
immediate problems. “You must stay positive
and productive. In this time of dramatic
uncertainty, you can either lie down and roll
over, or you can stand up and make more
of a concerted effort to penetrate into your
target market.
“It’s important to remember that even if
customers aren’t in a position to buy from
you right now, you need to make your voice
heard, stay in touch and don’t hibernate.
This too will pass, and showing concern and
support will be valuable for the long-term
relationship,” he notes.

Use the phone

The phone is Keating’s first choice for
communications at the moment. “Pick up
the phone and get hold of people. The phone
is the most valuable sales tool now, as it
creates two-way engagement. Don’t be afraid
to WhatsApp either, or to send an SMS. You
could also email, but if you do, keep it short.”
He says online tools such as LinkedIn
could also be used, but not to push sales.
“If you’re using LinkedIn to try to sell
something immediately, you are doing
yourself a disservice. Rather use it to build
a long-term network.”

Stay focused

In uncertain times, more than ever before,
companies need a clear focus on their value
proposition and strategy. “Companies and
sales leadership must have a clear and
simple sales strategy that can be shared and
implemented immediately by everyone in
the business – now is the time to drive the
best customer service and the best sales
experience,” he says.
Q2 2020 |
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Playing
the long
game
Six years, some tough
lessons and a lot of
strategic refocusing later,
Discover Digital is
coming into its own as
the continent’s partner
in the OTT/VoD arena.

STEPHEN
WAT S O N ,
Discover Digital
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"More and more, we
are being brought
into telcos and
operators to help
them fix a broken
product.”
Stephen Watson, Discover Digital

By Tracy Burrows

W

Rocky start

“Africa is not for sissies, and it has not
been an easy journey,” Watson says. “As a
relatively small company, we had to consider
how best to deploy our resources to support
customers across the continent. And we have

Growing stronger

Discover Digital grew its technology offerings
and broadened its scope to become a onestop shop offering the technology, payment
systems, content and strategic support
needed to offer OTT/VoD services. The
company now has a presence in 17 African

markets, an international office based in
Mauritius, and is looking at expansion into the
Middle East and Europe.
Last year, it bolstered its business with
the sale of a stake to Thebe Investment
Corporation. Thebe took up controlling stakes
of 51% in Discover Digital South Africa and
50.1% in Discover Digital International.
Watson says: “As with any startup, we
were a small player, sometimes bidding
against multibillion-dollar international giants.
As the little guy, it can be intimidating. Thebe
came in through a capital raise and our need
to find a big brother. They have added lot
of structure to the business, but we haven’t
been ‘corporatised’. They encourage our
inherent agility and entrepreneurial spirit,
and support us when we get knocked down.
Thebe has given us the muscle to grow the
business on the continent, and has been good
at helping us strategise.”
Discover Digital’s groundwork and
additional support is starting to pay off,
with Discover Digital International recently
announcing a significant long-term deal with
Bharti Airtel International to supply linear
content, video-on-demand and content
security services to support the rollout of
Airtel TV across the 14 markets in which
Airtel Africa operates. Airtel TV, offering live
TV, music videos, movies, news and sports,
is being rolled out across Nigeria, Congo
Brazzaville, Niger, Gabon, Chad, Madagascar,
Seychelles, Tanzania, Zambia, Uganda, Kenya,
Malawi, Rwanda and DRC.
Discover Digital has also partnered
with Sentech, the signal distributor for the
South African broadcasting sector, on the
deployment of its new platform for OTT over
satellite. The system was built in partnership
with Sentech, Intelsat and Broadpeak.
Discover Digital aims to take its fintech
innovations, developed for its core OTT/VoD
business, to market in future.
“The fintech was built as an enabler for
the media play. It’s exciting for us, especially
for our tech team, as it’s taking us into new
areas, such as blockchain,” Watson says.
He attributes the company’s ability to survive
and thrive in a challenging market to his team’s
dedication and agility. “Without a doubt, our
success rests on the ability to adapt and be
flexible in line with market realities. Playing
in Africa and a complex industry, we have to
be surrounded by expertise and we have a
phenomenal team that is the best at cracking
the code of what works.”

»

hen Discover Digital launched
just over six years ago, the
founders were looking at
replicating a United States
kiosk model for renting out
movies to consumers. At the same time,
faster, cheaper bandwidth started making
internet TV viable, and Discover Digital
quickly realised they should change tack and
focus on this emerging opportunity instead.
“We realised a lot of telcos were looking at
the media space, so the kiosk infrastructure
we were working on would become
redundant,” says MD Stephen Watson. “We
had already licensed a lot of content and our
technical team was building new content
management and payment systems, so we
refocused to become a full-blown service
provider and operator.”
Because Discover Digital built its own
systems, it wasn’t beholden to dollar and
euro-based licensing structures, enabling
it to compete cost-effectively. And with
experience in navigating the content licensing
minefield, the company was ready to help
telcos and operators do the same.
The early years were not easy. Discover
Digital targeted the pan-African market, and
had among its customers some organisations
with a clear and inflexible view of how their
over-the-top (OTT) internet video and video
on demand (VoD) services should go to
market. Tough lessons followed.

to continually review what is working and
what is not.”
As an emerging industry, the OTT/VoD
arena is still finding its feet across Africa, and
many players have come and gone in recent
years. “Content alone can be astronomically
expensive, and then there are the challenges
of implementing the right go-to-market
models, with the right content, for each
market. Billions of rand have been spent by
players that tried to break into the market and
failed. Every major play launched in the South
African market, other than the biggest players
that have an eight- to 10-year break-even
plan, has failed,” says Watson.
He says Discover Digital and its
customers have learnt that audiences can
be unpredictable, and despite extensive
research, some content simply proves
unpopular. “Those who go it alone might get
tied into a three-year licensing contract, only
to find the audiences don’t like it,” he says. “In
some cases, players have offered content that
their board members like, without finding out
what their market actually wants. Then there
is the challenge of the go-to-market model –
how will viewers pay, are they banked, and
how much are they prepared to pay?
“More and more, we are being brought
into telcos and operators to help them fix a
broken product,” he says. “We understand
that clients on the continent are looking
for enablers, to get into the space costeffectively, with all the technology, content,
strategic guidance and marketing support
from a single provider. Within that, they’re
looking at how to leverage aggregation,
collaborate on content licensing, and leverage
synergies with other operators and telcos
that are trying to do the same thing. But if
they are all trying to do this in silos, they own
all the associated costs in silos. This is where
we have become more and more relevant.
“We have learned the costly lessons and
seen what worked and what doesn’t work.
So we are in a great position to provide
very cost-effective solutions to enable
broadcasters and telcos to play in this space
at lower risk and with more agility.”

“More and more, we are being brought into telcos
and operators to help them fix a broken product.”
Stephen Watson, Discover Digital
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Modernisation

Making
distribution digital
Having built a new platform, Axiz is looking at
modernising traditional channel practices, while also
finding new revenue streams.

By Adrian Hinchcliffe
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What is the job of the reseller?

“While ecommerce-type functionality is one
of the aspects of the platform, we decided
not to focus solely on that. We wanted to be a
marketplace platform, and also a technology
platform, a digital platform where we can
inject services and do our own IP,” he says.
Moodley explains that the platform was
built using microservices architecture, so that
it's scalable and agile.
“Our theory was to build as if we had
many portals and aggregate them into a
sophisticated routing engine that we call Ava,
which collaborates between all the different
upstream and downstream tech platforms –
vendors, customers, our own ERP and third
party providers (such as couriers).”
Ava is built on microservices and is really
the brains and glue of the operation, pulling
information from the various subsystems to
then be presented in the front-end.

The platform also uses APIs from those
vendors that currently offer them. For
vendors that don’t yet have suitable APIs, the
system is integrated with Axiz’ ERP to enable
the platform to offer whatever products
reside in the ERP.
Moodley says the well-trodden approach
to distribution still focuses on the product
supply chain. But digital transformation
provides an opportunity to rethink and
refocus.
“Traditional distribution had difficulty
looking at the jobs resellers had to do, other
than through the lens of product supply. So,
we asked, ‘What is the job of the reseller?
And how do we create capability, or use the
capability we have within the organisation to
enable the job the customer needs doing to
be done better?’”
One aspect, says Moodley, is pricelists,
which are still a big part of the distribution
offering to market.
“Because we have digital integration into
the ERP, we've made the pricing live. Now
instead of a reseller customer downloading a
static pricelist, the customer can do real-time
pricing.”
Once logged into the platform, customers
are given specific access to vendors and
products based on their certification
and partnership status. But there’s also
the capability for customers to access a
marketplace, which lists all of the products
Axiz distributes, go-to-market pricing and
stock levels.

»

here’s a lot spoken about
digital transformation. The
overuse of this tech industry
buzz term, the differing stages
of digital maturity and unique
circumstances every company finds itself in,
means that while analysts such as Gartner
may be able to give us a definition, in reality,
it’s open to wide interpretation.
For some companies, digital transformation
is simply adding a website, for others,
it means completely re-engineering the
business and creating new revenue streams.
Andrew Moodley is chief digital officer at
Axiz and has spearheaded the launch of a
platform that he hopes will not just digitally
transform Axiz, but will be the foundation
used across parts of the distribution
company’s parent group Alviva. He even has
plans that the Axiz Digital platform will be
used by customers and competitors alike,
here and abroad.
The story begins a couple of years ago
when Axiz was looking at how to build
a platform to support its Microsoft CSP
offering. “I was working in the Axiz advanced
technologies unit, which housed our software
business – IBM, Red Hat, Oracle, VMware and
so on. We could see Microsoft’s approach
might become more widely spread across the
software space,” he says.
After listening to vendors about their plans
and international players about the Microsoft
CSP platforms on offer, Moodley failed to find
a platform that suited Axiz’ requirements.
“There are probably 200 to 300
players that can give you a Microsoft CSP
provisioning platform. But we carry about
30 software technologies, so how do we do
this for all of them? Or do we, at the southern
tip of Africa, sit and wait in line for a global
software provisioning company to make other
technologies available on a platform?”
The answer Axiz settled on was to build
something itself.

“We used local dev teams, but we were
the architects for the platform, which means
Alviva owns 100% of the IP,” he says.
A consideration had to be made around the
inclusion of other vendors that weren’t ready
to enable the full digital experience. “We also
had to look at what to do with our analogue
technologies – the traditional hardware
business. Cisco and Dell are big vendors,
and we sell physical stock from them. Cisco
is also a vendor in transition to becoming
a software company; how do we deal with
vendors in transition?”

“What we found is that if we moved too fast with
digital, we lost the attention of our own people
and customers.”
Andrew Moodley, Axiz

“Reseller customers can also get a
management screen and a buy screen, so
they can push the buy screen downstream to
their customers,” he says.
Customisation can also be added. “One
customer has over 550 permutations
of services to be injected into a quote.
They currently have two Cisco-certified
internetwork experts that do this. Our digital
services engine absorbs the complexity of the
pricing model.”

Time to change

Going digital doesn’t just happen at the flick
of a switch. While the technology can be
mastered, it requires a period of transition
and change management.
“’Build it and they will come’ doesn't exist
in digital. What we found is that if we moved
too fast with digital, we lost the attention of
our own people and customers.
“When we started on the journey, we
said we would have a digital business and
an analogue one. But we couldn't do the
transition, so we started to modernise the
analogue business, to get better adoption,
such as modernising the pricelist; it was our
mechanism to get people adopting so they
could transact with us other than via fax,
email or telephone call.”
He explains that for many resellers, sat
with a client out in the field, there’s the
traditional method of calling into Axiz and
speaking to their nominated sales agent
or downloading a pricelist. But things are
starting to evolve.

ANDREW
MOODLEY,
Axiz

“We found that customers were coming to
the platform for a price-list, but now the first
stage is a digital catalogue in the marketplace
where resellers can query the price and
check stock digitally. The next evolution will
be a transactional digital catalogue where
customers can see the product, request a
quote or reserve it digitally, and customers
can still call their agent to finalise if they
choose. The full marketplace will be when
customers fulfil the entire transaction on the
digital platform.”
The platform is also finding new
customers for non-traditional distribution
services. A systems integrator has strict
SLAs with an end-customer and was
looking for the ability to do compliance
management and order tracking, SLA
compliance, reporting on rebates and
duties. “If the systems integrator failed, it
incurred penalties. It didn't want to talk to
us to buy stock, but wanted an audit trail
of all transactions that it could dispense
to the customer, which means that the

end-customer can only hold the systems
integrator to the SLAs if it used our platform.
“We're now in discussions with the
systems integrator, which is international, to
take this platform to all the territories where
it provides services to that end-customer.
The systems integrator will use our platform
to provide services to its customer, but not
procuring the product from us in all the
territories, such as South America and Asia,
where we don’t have a presence. The idea
is that we'd be able to provide software, so
we’re moving to selling IP-as-a-Service.
“Our traditional revenues are selling
licences and subscriptions. What the
digital platform is looking to do is help us
change our business model so that we
can aggregate the IP that sits disparately
in our organisation to be able to provide
value to a customer. This is about creating
new revenue streams using the inherent
capability of our organisation, and how to
start reducing friction for our customers in
the world of work.”
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Counting the ways of

remote work

It was apposite that The Margin’s first online roundtable dealt with the travails of
remote working, held the day before South Africa began its lockdown.
Are companies prepared?
By Matthew Burbidge

ow prepared are we to cope
with remote working?
Helen Kruger, MD, Troye
Computer Systems, says South
African companies are lagging
behind international firms substantially.
“In the last week since the announcement,
there’s been a lot of panic. Companies are
doing everything they can to get their staff
working from home. There’s last-minute
buying, and even in retail stores, you can’t
get laptops anymore. We’ve got customers

H

wanting to upscale their environments, be it
on-prem or in the cloud, to get their users
securely connected to their infrastructure.”
Basha Pillay, business unit lead: modern
platforms, Altron Karabina, believes remote
working and mobility have been steadily
growing in South Africa, and there are a
number of organisations that have been
looking into it, possibly, though, for different
reasons. Some businesses had been looking at
it as a cost-saving and productivity measure.
“What Covid-19 has essentially done has
completely changed the game. Outside of the

technology aspects we’re talking about now,
where we’ve seen a lot of organisations found
wanting, is that they don’t have the policies in
place about what remote working means.
“Whose devices are going to be used, and
whose connectivity? How are you going to
manage and measure the output of what people
are doing? It’s accelerated the discussions
around that aspect of it, and I think a lot of
organisations panicked,” he says, adding that
he applauds some of the multinationals and
hyperscalers that have provided their platforms
for free for this period.

roundtable

HELEN
K R U G E R , MD,
Troye Computer
Systems

»
“You think, ‘let me just
logon quickly’, and two
hours later, you realise
you’re still in your
pyjamas and haven’t
brushed your teeth.”
Mervyn George, SAP

Nic Laschinger, chief technology officer,
Euphoria, says it’s a cloud telephony provider,
and businesses that still have on-prem
solutions for telephony have been scrambling
to get their comms up and running.
“The guys who do have cloud-based
telephony are trying to work out ways they
can get their phone systems working even
if they’re sitting at home. Mobile apps, the
browser and softphones, and people taking
phones home, have all been coming into play.”
He says his company’s technology
is primarily web-based, and besides its

telephony, the system the company uses is
web-based, which meant a smooth transition.
“If people aren’t used to working remotely,
and without a framework, they often don’t
know how to (do it).
“The transition for people who are used to
working in an environment where somebody
is looking over their shoulder all the time,
whether they have the technology or not, is a
very steep learning curve.”
Garsen Naidu, country manager, Cisco
South Africa, says while it had certainly
been ready for remote work in terms of the
technology, there was nevertheless a shift in
its nature and setting.
“You don’t necessarily have the social
interaction anymore. And you need to be
cognisant of other people’s offices that may
have dogs barking.” (Kruger’s dog is barking
loudly in the background.)
“At Cisco, we’ve got our WebEx technology,
and we’ve been using that for many years;
we consider most of our workforce to be
mobile workers. We made the transition on
March 17 this year; we took the decision to
work from home.”
And while its transition may have been
seamless, there are other challenges to
consider, such as childcare.
“And also how to manage or lead people
through this remote working period to make

sure they’re productive and keep their morale
up? It’s a very different way of interacting, one
that we’re not accustomed to in our traditional
workplace. I’m experiencing that now, and it’s
something we have to adapt to very quickly.”
Colin Erasmus, Modern Workplace
Business Group lead, Microsoft, says it
also has similar sorts of concerns, and that
the company is now holding virtual coffee
sessions and lunches with staff.
“What does connectivity look like for
employees? Some organisations may not give
connectivity allowances. These are the softer
things that we’re going to have to look at
very carefully. Remote work is one thing, but
remote work under the conditions that we’re
in, is something slightly different.”
He says at Microsoft South Africa, some
employees felt they needed to be in front
of their computers all the time “in case the
team’s ping came through.
“We’ve had to address things like that,
and say ‘people first’, in this instance. We
don’t expect you to be behind your PC 24/7.
Internally, when we started looking at the
Workplace analytics, we’ve seen that people
are working a lot more, extended hours, and
we need to guard against this, we need to be
balanced in this situation.”
Has he seen an upswing in Teams
adoption, particularly since the company
Q2 2020 |
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Go “INCOGNITO”
We are pleased to announce a
private-format CV presentation.
This concept enables job seekers to post their CVs in incognito
mode – to expose their skills, education, work experience and
credentials to the top recruiters in the country, without revealing
their identity.
The recruiters will be able to request contact with a job seeker who
chose incognito mode, and the job seeker will have the choice of
accepting or rejecting the contact request. If the job seeker accepts
the request, the contact details will be sent to the recruiter, and the
recruitment process will continue from there.
In the incognito mode, a job seeker also has the option of
predefining which recruitment agencies get to view his or her
contact details.

Visit
Follow us on:

www.careerweb.co.za

NOW
Tel: (011) 807-3294,
info@careerweb.co.za

has offered free use of the product for six
months?
“We’ve seen a massive uptake in Teams
in South Africa and globally,” he says,
particularly from the education sector.
“We’ve got customers in varying maturity
stages. We’ve seen customers that have
adopted it already, and they’re now looking at
things like security.”
He says working from home extends the
boundaries of the corporate network, and
‘security is something that we need to start
looking at in a big way’.
“There’s been a pickup in phishing attacks
and things like that. We’re going to have to be
very vigilant through this time, and train our
employees.”
He adds that, to his child’s ‘dismay’, his
school was already using Teams.
Traci Maynard, Microsoft executive, Axiz,
says while remote work is great for some,
others can’t work remotely, such as those in
warehouses who have to physically collect
stock and make sure it’s delivered.
“I don’t think distributors are in the same
place as a partner when it comes to remote
working. We have slightly different challenges,
and our partners and vendors have an
expectation that we’re still running a physical
world, which is still to physically get kit to a
certain destination.
“I think remote working is great for a company
that’s mature enough to handle it. We have an
infrastructure that doesn’t necessarily support
remote access. The Alviva Group is between
2 500 and 3 500 people, (and if) all them try
to work remotely, there’ll be infrastructure
challenges. Our first obligation is to sort out our
staff, sort out our vendors, and then make sure
our partners get whatever they need from us.”
Kruger says it’s also important to look at
issues of performance and availability.

INDUSTRY
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COLIN
ERASMUS,
Modern Workplace
Business Group lead,
Microsoft

“Where are those workloads coming from?
Are they in an on-prem datacentre or in the
cloud? How are you going to ensure you have
the performance and the high availability if
your users are remote? They need to know
they’re going to be able to do that work.”
Naidu says it’s seen a two-and-a-half times
increase in WebEx uptake.
“I hear your point about availability, and
I think Microsoft is also having the same
challenge. For something to grow like that in
a matter of weeks, I’ve never seen anything
like that before. But plans are being put in
place for the availability of it. We’ll see the
availability come as the backend scales for
this. The uptake has been unprecedented.”
Erasmus says many customers had asked

the company what its disaster recovery and
business continuity plans entailed.
“They were asking things like whether we
have sufficient staff at our datacentres in
South Africa, because they’re relying on Cisco,
Microsoft or whoever it may be to provide
these services, and they want to know that
there’s enough diesel at the data, for example,
should we have loadshedding.
“We’ve scaled the datacentres up and
we’re on daily calls to make sure we have the
capacity. In the public sector, there are people
saying ‘our line of business applications sit
on our desktop, now we need virtual desktop
infrastructure’. That stuff chews bandwidth.”
Mervyn George, Innovation Strategy lead,
Africa, SAP, says his role in the company

»

NIC
LASCHINGER,
CTO, Euphoria

The worst thing we can
possibly do – when we
come out on the other
end of this crisis – is
go back to a normal
way of working.”
Basha Pillay, Altron Karabina
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Multi-Cloud Data Management

Protecting data | Minimizing downtime | Ensuring compliance | Avoiding lock-in

Data Protection

Data Visibility

Ensure data recoverability for any
workload; enable self-service access
to virtual data copies.

Gain granular understanding
of the entire unstructured
data landscape.

Compliance Readiness

Workload Portability

Prove regulatory compliance,
automate archiving and
respond to eDiscovery matters.

Ensure freedom of data/workload
movement and migration across
locations and platforms.

Business Continuity

Storage Optimisation

Minimize interuptions with
one click failover to any
environment.

Boost performance, scalability and
availability across any storage
while dramatically reducing cost.

io – Veritas Truste
x
e
N
dp
art
ne
rs

w

h

it

th

er

ig h

t M u lti- C l o u d

nexio.co.za | +27 11 808-6000 | info@nexio.co.za

r YOUR digit
al fu
ions fo
t
u
l
o
tur
S
e!
&
y
g
e
t
a
Str

GARSEN
N A I D U , country
manager, Cisco South
Africa

INDUSTRY

roundtable

»
has seen him working from home for the last
six months.
He might visit the office or a potential
customer on one day a week, and another will
involve a workshop, meeting or talk. He works
from home on the remaining three days.
He says he’d heard of the first infections
around March 4, and within a day or two, SAP
had shut its Johannesburg office.
“The fortunate thing about being part
of such a mammoth organisation is that
the transition to working from home was
instantaneous.
“I’m used to do it. My colleagues in the
team are based in Greece, Italy, Spain,
Johannesburg and in the UAE. Chatting over
Skype and Teams and email is just normal.
I’ve had to coach other members of the
organisation in how they engage with their
customers. The South African work culture
is similar to other nations, like France and the
UAE, where there’s a lot of in-person meeting
time that’s expected to build relationships.
That’s a mindset shift that we all undergo.
We’ll start to build closer relationships with
friends and our kids and their friends, and also
with the business relationships we have, even
though there’s less proximity.”
Pillay agrees, saying doing business in
South Africa is a lot about relationship-building.
“Go to any bar on Friday afternoon and
you’ll see some kind of working happening.
That aspect, from change management, is
something we’ll need to get used to.”

“When that device leaves the office, people
don’t want to connect to difficult VPNs and
all kinds of security gateways to get their
business-critical applications.”
Ian Jansen Van Rensburg, VMware

He says with his teams, they’ve deployed
a different kind of BYOD strategy on Friday
afternoons.
“It’s bring-your-own-drink – alcoholic or
non-alcoholic – and you have to have your
camera on so we can have that face-to-face
engagement. As far as possible, it’s not talking
about work.
“Productivity has increased, and I
think everyone’s getting stressed out and
overworked. Balancing work with personal
relationship-building is key as we transition
into this period.”
Ian Jansen van Rensburg, lead technologist,
VMware, says customers want ease of use.
“They want something that’s familiar
to them, and that looks the same as when
they’re sitting in front of their desktop or
laptop at the office.”
“At the office, you’re connected to the
corporate network. When that device leaves
the office, people don’t want to connect
to difficult VPNs and all kinds of security
gateways to get their business-critical
applications. At home, they want to connect to
some kind of internet connection, and they’re
good to go.”

He adds that staff should also have the
choice to bring their own device, as well as
operating system.
George says many SMEs tend to have a
single person running IT.
“They’ve been buying things with a credit
card, and now they’re having to figure out
what business continuity means, and what
roles are critical, onsite roles.
“With a lot of those organisations, the
transition is huge. I saw a post about how a
local organisation was able to get all its call
centre and marketing staff to work from home
within two weeks. And that’s amazing. Prior
to this, they would never have thought this to
be an option. A mature company can do that
within an hour.”
Are there security concerns? What are
customers looking for?
Naidu says the concerns around security
shouldn’t be underestimated. “The threat is
real.
“You’re moving from a trusted environment
in the workplace, into working in public spaces
or working from home. There’s a whole lot of
risks,” he says, mentioning Cisco’s cloud-based
Umbrella product as a potential solution.
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The move to cloud drives
significant growth for SA

Advertorial

Recent research by Gartner has suggested that South Africa will finish the year as
the fourth fastest-growing major IT market in the world, with the country’s broader
IT market anticipated to ultimately grow faster than everyone else, except for India,
Israel and Singapore
Gartner research vice president and analyst John-David Lovelock
explains that the country’s exceptional performance is being
driven in the main by the increasing adoption of cloud computing
by local companies. Their increasing embrace of this technology
is, in turn, being driven by the investments made by international
cloud providers in local data centres.
“The growth in the IT industry in South Africa, which has been
driven by consumer device sales in recent years is now switching
to enterprise, cloud-driven IT spending. In fact, corporate
spending on cloud services and digital transformation is likely to
be the sector’s saving grace in the coming years. People who did
not have cloud before are now piling in, which is why spending in
SA is almost all cloud-based growth,” says Lovelock.
Traci Maynard, Microsoft Executive at Axiz, suggests that the
Microsoft ‘Move to Modern’ approach, which is part of its current
licensing strategy, falls neatly within this growth market, as it is
designed to enable innovative new cloud and business scenarios
that are able to scale.
“This strategy incorporates Cloud Solutions Provider (CSP) as a
key programme to enable partners to move their end-customers
to the cloud with ease. My role at Axiz also incorporates the
marketing of these Microsoft business groups and teams across
our channel in South Africa and Africa,” she adds.
“Axiz is a solution aggregator focused on offering valueadded solutions to its registered partner channel. Its Microsoft
CSP offering via AxizCloud – which is a cloud services
aggregation platform capable of provisioning, managing and
billing sourced from multiple vendors – forms a vital part of the
Axiz business strategy.”
Ultimately, she continues, Gartner’s research seems borne
out by what Axiz is witnessing, as the company is also seeing
the same trends as Gartner coming to the fore. She says that
Axiz’s software business across 36 vendors is also showing
an increasing contribution to the company’s revenue statistics,
year-on-year.
Of course, as a company that operates across significant parts
of Africa, Axiz is faced with growing the market not only in SA, but
across the continent.
According to Cheryl Miller, Africa Manager for Sales at Axiz,
success in Africa can be defined by how well a business crafts
and executes on its strategy, improves its financial management,

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

Traci Maynard Microsoft Executive
- Axiz

succeeds with business development, and how well it conducts
partner enablement and C-level engagement.
“My team consists of 52 employees across Africa and South
Africa, and I travel to eight main countries in order to support all
aspects of the role alongside the team members responsible.
By working closely together as a team, and equally so with our
customers, we have been able to achieve our goals and grow
Axiz business in Africa,” she says.
“There is no doubt that Africa is a challenging environment,
where the job is both really hands-on and not that easy to exactly
define, as demands and requirements change according to
individual country dynamics. Fortunately, Axiz and its team have
the ability to quickly adapt to new situations, along with offerings
like CSP, which enables us to serve our customers across the
continent well,” she concludes.

»
“I don’t think distributors are in the
same place as a partner when it comes
to remote working.”
Traci Maynard, Axiz

Kruger says mobile work will mean, for
example, an enterprise may need to open
ports on its routers.
“So you have a gaping hole, and you need
to protect that hole into your environment. You
need web application firewalls and protection
of Layer 7 against denial of service attacks.
There are so many avenues. You talk about
multi-factor authentication; it’s not a simple
solution that you’re going to get from one
vendor. Who’s good at what these days?”
Pillay says traditional security has changed.
“We’ve moved away from the concept
of protecting the perimeter, and we went
to protecting the device. Now, it’s about
protecting the end-user and protecting their
identity. We talk about zero-trust, but it's also
continuous compliance.”
He says multi-factor authentication is
important, as well as understanding what
location the user is logging in from, such
as ‘how are they able to log into Office 365
from South Africa, and simultaneously from a
location in Russia?’

BASHA
P I L L A Y , business
unit lead: modern
platforms, Altron
Karabina

“As you move all these things to the cloud,
the monitoring and the way in which we
manage security is changing. You can now
have minimal staff managing security.”
George says while it was leveraging a
lot of technology and helping supply chains
figure out how to continue running, it was also
focussed on the wellbeing of its people.
Some of the technologies it’s now providing
at no charge include teaching people to get
prepared to work remotely.
“If your company is big enough to sustain
this period of financial uncertainty, then you
will be looking after your people and trying to
minimise the financial impact as best you can.
But you also want to make sure they’re still
doing well.”
Erasmus suggests tools to keep employees
in touch, such as a FAQ bot.
As the country heads into three weeks of
lockdown, do the roundtable participants have
any advice?
Maynard says that first, everyone needs to
comply with the lockdown rules.

“As South Africans, we typically don’t
always comply. Last week, I was out and saw
people taking their kids to the Spur like it was
the Christmas break. I don’t think it’s hit the
nation yet. The queues were out the door at
shops this morning; there’s panic buying and
people are frantic. I just don’t know as South
Africans if we’re able to be confined in our
homes for 21 days. If we can get this right as
a country and listen to the rules, I think we’ll
be doing ourselves a huge favour. It’ll also
give our organisation an opportunity to see if
people can work remotely. It will be interesting
to see how people take on that responsibility.
There’s a responsibility of employees to take
ownership of this. There’s a lot of webinars
and stuff they can do. I keep hearing myself
say, ‘there’s no time to do admin’. You’ve got
21 days to do admin.”
George has a few points to make a
‘seasoned remote worker’.
“The first one is around expectations, and
acknowledging that the level of productivity
that you have at home will be very different.
You will maybe get 60% productivity, and
that’s because, initially, you’ll find other things
to keep you busy. There’s an art to creating
a structure and discipline where you have
certain periods of time you’re in the zone, and
that’s not including the phone and team calls
you need join. It’s all of the stuff related to the
deliverables you’re trying to churn out. You
also need to be serious about taking time off.”
He says the home worker can start work
as early as 5am or 6am and ‘quite easily
be working until midnight unless you’ve got
Netflix going in the background’.
“It’s easy to forget about the start and end
times, because you don’t have to travel to the
office. You think, ‘let me just logon quickly’,
and two hours later, you realise you’re still in
your pyjamas and haven’t brushed your teeth.
“Make sure you have a structure and
schedule. You’ll work diligently for a period of
time, but also make sure you take a break to
do whatever else you have to do.”
He says it’s also important to find a
comfortable space.
“Working on a couch…you’re going to kill
you neck and back within a week. For me, I
need a headset and some focus music to be
playing if I’m typing or drafting something. You
need to have comfortable chair and table, and
a space where you feel like you can respect
your body.”
Pillay says we’re in a crisis, and a lot of
people are fearful.
“We’ve been forced into using technologies
that in some cases we’re not familiar with. My
advice is to use this crisis as an opportunity.
The worst thing we can possibly do – when
we come out on the other end of this crisis –
is go back to a normal way of working.
“Look at what works, and what doesn’t. Yes,
it’s a unique crisis, but who’s to say in three
weeks we won't have another crisis.”
Q2 2020 |
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New CIO at PACCI

New CTO at Vodacom

New chief officer at Vodacom

The Pan African Chamber of Commerce
(PACCI) has appointed Phumza Dyani as its
chief innovation officer and leader for the
Africa Innovation Centre. The chamber says
Dyani will be part of the digital economy and
digital inclusion committee, which seeks to
bring together innovators and other roleplayers.

Vodacom has named Dejan Kastelic as its
chief technology officer (CTO), replacing the
long-serving Andries Delport, who is set to
join Remgro-controlled Community Investment
Ventures Holdings this year. Kastelic joins
Vodacom from PT Indosat Ooredoo TBK,
part of Ooredoo Group from Qatar. He is also
director of Indosat Singapore and deputy
chairperson of the supervisory board of Posta
Slovenije.

From 1 June, Puso Manthata joins Vodacom
as chief officer for strategy, mergers and
acquisitions. Manthata is a chartered
accountant and brings well over 16 years of
experience in investment banking, having
worked at multinational investment banks
such as Deutsche Bank and Goldman Sachs.
He has worked across several disciplines,
including mergers and acquisitions, disposals,
restructurings, debt capital markets and equity
capital markets.

New chief audit executive at Infobip

e4 appoints new CIO

New channel sales director at Aruba

Infobip, a global cloud communications platform
that enables businesses to build connected
customer experiences at scale, has appointed
Aurora Volarević, former Deutsche Telekom
director as its chief audit executive. Reporting
to the board and future investors, Volarević
joins to strengthen overall governance as
the company prepares for future growth
opportunities. The role will entail putting
in place protocols and practices to ensure
corporate transparency including setting up a
global audit function

Fintech software specialist, e4, has announced
the appointment of Fikile Sibiya as its chief
information officer. This comes as part of e4’s
continuous focus on investing in its internal
infrastructure, while also strengthening its
governance. Sibiya will oversee the vision,
leadership, development and implementation of
IT initiatives for the company.

Aruba, a Hewlett Packard Enterprise company
recently announced the appointment of Sherifa
Hady as the channel sales director for Europe,
Middle East and Africa. Hady was the MD for
HPE in South Africa. Her roles have included
distribution director (CEEMA), channel manager
(English Africa), and managing the retail and
consumer business unit in the Middle East.
According to Morten Illum, EMEA Vice President
at Aruba: “Sherifa’s wealth of experience
working with the channel in EMEA ideally
positions Aruba to help grow market share and
strengthen our channel portfolio.”

| Q2 2020

New COO at NEC XON
Viven Bhowani has joined NEC XON as COO
to oversee the organisation’s transition as
it increasingly digitises services, integrates
solutions to exponentially multiply business
outcomes, and explores growth into broader
markets.
Bhowani was formerly the solutions
director at iOCO, one of Africa’s largest system
integrators.

New business unit lead at Altron
Karabina

New chief officer at Kagiso Media

Microsoft technology partner, Altron Karabina
has appointed Basha Pillay to the position of
business unit lead - Modern Platform. He will
be tasked with helping businesses in their
quest toward becoming digitally transformed.
Pillay has worked in the IT space for over
25 years, having started in development,
before moving on to project and programme
management. He also worked for Dimension
Data, Internet Solutions, and Gijima.

Mark Harris has been appointed as Kagiso
Media's new chief offer for mergers and
acquisitions. He is a former group chief
executive of the company, a position he held
for nine years. Among other key executive
responsibilities, he led the company’s digital
transformation strategy and oversaw the
implementation of a shared services strategy
that reduced costs and improved profitability
across Kagiso Media’s 16 operating companies.
Prior to joining Kagisomedia, He served the

New MD: Altron Arrow

New VP, Central EMEA

New datacentre leader at VMware

Warren Mande is the new MD of Altron Arrow.
He has been with the group for the last 17 years.
Prior to being MD, he was the head of Sales at
Altron Bytes Document Solutions. In this role, he
was responsible for the overall sales strategy,
business development and market growth
for Xerox’s Large Enterprise and Channel
Partner business units, including Managed
Print Services, Intelligent Workplace Services,
Office Technology and Software. Mande holds
a B Com (Commerce), an LLB (Law) and a
Management Advancement Programme from
the University of Witwatersrand (Wits).

Sylvain Cazard has been appointed as vice
president, Central EMEA, VMware. Cazard has
successfully led VMware’s software-defined
datacenter business for the last two years,
following three years as country manager,
France, and several years managing global
accounts. He will now be responsible for
driving business growth, sales and operations
across Germany, Austria, Switzerland, Russia/
CIS countries, Israel and Eastern Europe.

Nick Cross has been appointed as SDDC leader
for Europe, Middle East and Africa (EMEA).
He brings with him more than 20 years of
experience, including roles at Oracle, Dell/
EMC, Pillar Data Systems and Morse, most
recently leading VMware EMEA’s HCI team.
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Relying on
your partner
It’s never been more important to
secure your organisation against
cyber criminals.

R

»

esearch by Accenture and the
Ponemon Institute indicates
most business leaders feel
their cyber security risks are
growing in momentum as the
world becomes increasingly digital. This
has resulted in global spending on solutions
increasing from $34 billion in 2017 to an
expected $42 billion by the end of 2020.
This research shows several things: cyber
attacks are evolving, data is now not the
only target, and core systems, such as
industrial control systems, are also at risk.
The impact is also evolving; data may not be
stolen, but is, instead, destroyed or changed,
spreading distrust.
Identifying a trusted partner that can help
navigate the complexities associated with
cyber security is critical to successfully
safeguard organisational assets. In other
words, spending money on security solutions
is not sufficient on its own to safeguard an
enterprise; strategic expertise is also needed.
As technology has evolved, cyber attacks
have become more sophisticated. Antivirus and a firewall are no longer the only
countermeasures security professionals must
consider if they are to protect company data
and infrastructure. Now, proactive measures
are being taken to identify threats before they

“AI, machine learning
and automation become
allies as companies
shore up defences.”
Rentia Booysen

penetrate the network. AI, machine learning
and automation become allies as companies
shore up defences. But these solutions must be
effectively integrated if the myriad touch points
into the company are to be effectively secured.
An integrated approach includes advanced
threat protection and firewalls, security
management and analytics and other
innovations focused on automating some
of these processes. This means very little,
however, if cyber security is inaccessible to all
users in the organisation; it needs oversight
from a single dashboard. If this is deployed,

the IT department can identify weak points
and better allocate resources.

Partner ecosystem

Cyber security is a specialist field that
requires focus and dedicated resources. Most
companies cannot afford to put these in place
amid other strategic priorities. This is where
relying on an experienced partner ecosystem
becomes critical.
In the South African channel, vendors
rely on partners and resellers to provide
customised solutions with local relevance,
such as PoPIA adherence.
The channel should provide an environment
that meets a range of cyber security needs
across the public cloud, private cloud, hybrid
cloud and on-premise. Solutions must work
across these environments while still giving
companies the ability to scale.
Companies must become more agile in how
they protect their data and systems. Cyber
security is a dynamic process and solutions
must be adaptable to threat actors and their
attack tools.
Relying on a partner extends beyond
the nuts and bolts of a solution and should
demonstrate a detailed understanding of the
business and its strategic objectives. Cyber
security is not a one-size-fits-all strategy.

