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Small,
but mighty

SMEs help to build the nation
inside:

Changing face of procurement

|

Making tech come to us

|

Aligning for mutual benefit

Cisco Services

We’ve Got You Covered
Together we can offer your customers a collaborative
service with all the support they need.

+27 11 848 9000 | WWW.COMSTOR.COM

EIGHT REASONS

RECURRING

TO SELL CISCO SERVICES

Attaching Cisco© Services gives you more than immediate high margins - it extends
the scope and reach of your product-led engagements to give your clients greater
business value. Closer relationships improve customer satisfaction while boosting
your profitability through new revenue streams.

Services-led engagements
provide a platform for a
recurring revenue model.

25 YEARS

70%

COMPLETE
SOLUTION

PARTNER PROFITS
A typical service gross margin
for a successful partner of Cisco
Services is 18 to 25 percent.

GREATER

The Cisco Services infrastructure
means you can add to your
portfolio mix without making
an additional investment
in developing and operating
your own support system.

COMPETITIVE
12 FOLD DEAL

ADVANTAGE

Services-led and supported
engagements extend beyond
the scope and reach of
product-only engagements.

Selling Cisco Services increases
your competitive advantage by
differentiating your business,
increasing margins and
reinforcing your role as a trusted
adviser with your customers.

SIZE LIFT

REVENUE

+27 11 848 9000 | WWW.COMSTOR.COM

LONG CLIENT

RELATIONSHIPS

Customers who purchase services
are more loyal, which correlates
directly with increased services
and product sales.

EXPERIENCE
Easy to Sell, Backed by Cisco
Brand With 25 years of industry
experience, more than 50 million
installed devices, and countless
customer interactions to draw
best practices from, Cisco is clearly
recognised as a market leader.

MOST FRIENDLY

Cisco Is Channel Partner Friendly.
Cisco has a collaborative sales
and services delivery model in
which partners play an
important role in all accounts,
selling and delivering products
and services.

REDEFINE

BUSINESS

PARTNER

STORAGE AND DATA

PROTECTION

ENTERPRISE CLASS PERFORMANCE AT
AN ENTRY-LEVEL PRICE

SIMPLE. EFFICIENT. PROTECTED

ONCE, ENTERPRISE STORAGE AND DATA
PROTECTION WAS OUT OF YOUR REACH.
Introducing EMC’s new entry-level products that will REDEFINE storage and protection. EMC is making enterprise class storage capabilities available at affordable prices
for both primary and protection storage for a wide variety of workloads.

VNXe3200

DD2200

These two products can be used together or separately – but they are both Simple, Efﬁcient, and Protected:

SIMPLE:

Designed to integrate directly into your application and virtualisation environment. Both
have great VMware and Microsoft integration, and the DD2200 also has great integration
with Oracle and SAP native tools.

EFFICIENT:

Stores and protects data while lowering your total costs in terms of R/IOPS and R/GB.
The VNXe provides autotiering, thin provisioning, and ﬁle dedupe, while the Data Domain
offers industry leading deduplication that reduces data protection storage requirements
by 10 to 30x.

PROTECTED:

The VNXe3200 and Data Domain system deliver industry-leading application protection
and data integrity - deployed separately or together.

For any questions please contact Winston on 011 237 7000 or at
Winston.Spagnoletti@axizworkgroup.com or visit us for more information on www.axizworkgroup.com
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SMEs power the
channel

H

ave you, as an experienced driver, ever been
stuck behind a learner driver and got increasingly
impatient at their slow speed or relative
ineptitude? It’s likely that, at some point, either your
conscience or a saintly passenger offered calming
words along the lines of, ‘Even you had to learn to drive
once’. It’s a rite of passage we’ve all been through.
Similarly, almost every large business has had to go
through the issues and challenges faced as an SME
(small to medium enterprise). Some businesses will
always remain small and be successful, others will
grow to become large and successful, and some will
get acquired by larger enterprises. Unfortunately, the
statistics show that many SMEs will not make it past
their first two years in existence.
However, as our cover suggests, SMEs are a
powerful economic force. Individually, they may be
small in size, but collectively, they are mighty and an
integral contributor to the formal business landscape
and national economy. That contribution has been
identified by government as a growth engine in its
plans for the creation of six million jobs by 2019. A
new ministry focused on small business development
has been formed to help smooth the way. In this issue
of The Margin, we focus on the new ministry and its
potential impact on SMEs, particularly those in the
channel. We also look at the challenges SMEs, and their
entrepreneurial founders, face.
While much of the media attention often gets directed
to the top-tier systems integrators or service providers,
I believe that a lot of the work and energy within the
channel is undertaken by SMEs. The challenges faced
by them are also common to SMEs in other sectors –
cashflow, skills shortages, restrictive labour regulation,
the list goes on. There’s also the principle that ‘like attracts
like’ and SME businesses are better served by similarsized companies as they’re probably more appropriately
set up and priced to meet the SME demands.

SMEs certainly offer a valuable sales opportunity for
those in the channel and in this issue, we also look at
selling to small enterprises in our regular feature The
Pitch.
Among our other features, there’s a piece on
partner programmes, identifying their purpose, what
constitutes a good one and how to get the best out of the
partnership. We also have an interview-driven piece with
local Gartner analyst George Ambler on the new era
of digitalisation and its implications for the changing IT
landscape for vendors and procurement.
I hope you find the content in this issue interesting
and useful.
Happy reading

Adrian Hinchcliffe
Editor
Adrian@itweb.co.za
PS. You can also find us on Twitter (@The_Margin_ZA)
and Facebook (facebook.com/TheMarginZA). Find us,
follow us, like us, be part of the conversation.
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DO YOU FULLY UNDERSTAND
GREY IMPORTS?
Do you really understand and
know how to identify a grey
product? Next time you walk
down the aisle of your local
retailer or your favourite
computer store pick up a
product and take a look at
the packaging. While on first
sight it might look exactly
like your favourite vendor’s
goods, and in fact it is, it
could well have been acquired
from another unregistered,
or what we call a parallelsource.
Grey products are not just remanufactured
products made cheaper; these are for the
most part counterfeit goods, whereas grey
products are also termed parallel-imports.
Buyers and retailers often bring in these
imports as they are sourced at a lower cost
to “assist” the cash strapped consumer.
How much assistance is really offered up
by such a product, unless it is perishable,
is debateable.

A devastating effect
The grey debate is one that has ravaged the
ICT industry locally for years, starting decades
ago with the illegal and sometimes stealth
import of the first personal computers. This

division, through support of the Cisco
Certified Refurbishment Equipment (CCRE)
programme, is addressing the grey debate
head on.

Paul Conradie
CEO at Westcon SA

then escalated to networking equipment,
modems and then even software.
Some would argue that it was the
introduction of grey products in South
Africa that really shook out the local channel
all those decades ago, levelling the playing
fields, and highlighting the benefit of smaller
resellers. But the truth is that grey is bad
for the industry no matter how you spin
it. Grey means that money is leaving the
country and lining the coffers of parties who
are not interested in reinvesting any of that
capital back into the country.

Tackling it head on
The challenge is a very real one across
the African continent, which is still largely
seen as a dumping ground for companies
trying to offload surplus and excess
stock. It is with this that our Comstor

At Comstor we have identified that the
primary reason people still opt for grey
over original is pricing. The goods are
automatically cheaper, which means they
are automatically more attractive. But what
they lack is the benefits consumers of first
line imports from official distributors and
resellers receive, such as the value add of
support and even backup stock. But this
means nothing to some companies feeling
the financial pinch of a shrinking economy
that still tend to look to grey imports as a
saving.

A business alternative
But as previously mentioned we are tackling
this head on with an alternative, which is
exactly what the CCRE programme speaks to.
How? Through the use of both new and old
Cisco equipment in your business. According
to Cisco its CCRE programme is specifically
designed to help partners to drive new
business opportunities and enable customers
who are on a limited budget, to still make use
of official Cisco products that are supported
by an official distribution channel (Comstor).
The main benefit to the customer taking
advantage of products secured through the
CCRE programme to support their legacy
network, is that there is no compromise
on either quality or support, as it is backed
up by the entire channel including support
and services from vendor, the reseller and
Comstor as your distributor.

MESSAGE FROM THE PUBLISHING PARTNER

“

Because Comstor is part of the Westcon Group, customers
have immediate access to our services division, and can take
advantage of the SMARTnet services we provide for for all
products acquired through the programme.

“

What’s more is that the CCRE is becoming
so popular that it now boasts a catalogue of
over 2,800 different models and end-of-life
certified remanufactured Cisco products.
The products have also undergone a
rigorous refurbishment process, have been
upgraded, tested and inspected to ensure
that they meet the most stringent Cisco
quality controls.

Another key benefit of the Comstor CCRE
offering, is that because Comstor is part
of the Westcon Group, customers have
immediate access to our services division,
and can take advantage of the SMARTnet
services we provide for all products
acquired through the programme.

Benefiting from new models

In recent times I have been asked but
why remanufactured? Why support a
programme that obviously has fewer
margins in it? And while on this why is
Comstor supporting CCRE?

The real benefits of taking advantage of
programmes such as the CCRE one is
that even if a product is refurbished it is
not inferior as it has been Cisco certified.
This means that you can rest assured that
they are not out dated, nor have they been
acquired through illegal or nefarious means.
All of the CCRE products also ship with an
official software license, meaning you don’t
suddenly need to purchase this separately.
This is probably one of the single most
problematic and costly issues of buying grey
– the sudden realisation that it is one thing
to own the equipment, but entirely another
to suddenly have to buy an official licence for
this product over an above the purchase
cost just to get it functioning!
However with the CCRE we are not
overlooking the fact that the real (perceived)
hook of purchasing grey is cost. It is with
this that the products available through
Comstor from the CCRE cost between 25%
to 75% of the original list price.

A business opportunity

At Comstor we believe that those partners
taking advantage of Cisco certified
refurbished products are instantly afforded
the opportunity to sell more, protect their
profit margins, help their customers better
budget, open up opportunities in the SME
space, while at the same time ensuring that
customers are kept happy and that they are
able to close deals faster.
It is a model that opens up a series of
opportunities for all businesses and is a
real win-win for the customer who doesn’t
want to diversify the products they use.
The only challenge here is that stocks are
limited and you need to qualify in order to
take advantage of the programme. Cisco
does not sell CCRE directly, no matter what
level or tier partner you are so you have to
source through Comstor.

Be legal
So next time you want to buy a product
where the price is just unbelievable be
sure to double-check the packaging. The
Consumer Protection Act (CPA) requires
grey goods to be clearly marked as such
with a sticker or sign that stipulates that the
resellers are not the authorised distributors
of the product, that they don’t provide
after-sales service and that the licensed
distributors of the product in South Africa
are not compelled to honour any warranties
on the goods.
While grey goods at one time saturated
our own channel, it all changed in 2011
when the new Consumer Protection Act
(CPA), which came into play on 1 April, had
to bear the aforementioned label. Retailers
and resellers who are found not doing so,
or selling these under the guise of being
certified products, face penalties of a R1
million fine or 10% of turnover, whichever
is the greater.
So while customers are going to try and find
cheaper alternatives, we at Comstor want to
ensure that you are legal, your customers are
legal and that all Cisco equipment in SA can
be serviced and looked after – which is why in
our minds buying CCRE simply makes sense.

+27 11 848 9000 | WWW.WESTCON.CO.ZA
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Booth’s bulletpoint bulletin
BCX shareholders to vote on
Telkom deal
The Telkom/Business
Connexion (BCX) deal is back
on track following the tragic
and sudden death of BCX
CEO Benjamin Mophatlane
in June. Our condolences to
all who knew him - a man
who will be missed. His twin
brother, Isaac Mophatlane,
has since been appointed as
the new CEO of the company.
At the time of
Mophatlane’s death, the
two businesses had been
in negotiations following
the telecommunications
Sipho Maseko, Telkom
operator’s decision to table
a R2.7bn offer to buy the IT
services company. Discussions were immediately put on hold but are
now back on track.
BCX has called a general meeting for 11 August at which its
shareholders will vote on Telkom’s R2.67 billion offer for the company.
Telkom’s bid, the second time the telco has made such a move, was
initiated in May. Eight years ago, it offered to buy BCX in a deal that
was quashed by the Competition Tribunal.
This time, however, both companies are more optimistic the bid
will be allowed to go ahead, because the ICT landscape has changed.
Telcos buying IT companies has become a global trend (see our
analysis story on page 16 for more).
Telkom CEO Sipho Maseko has said the deal will give the company
scale to expand into IT services and help reinforce its core connectivity
business. “Telkom believes this combination will create a leading ICT
company in SA, with unrivalled capabilities throughout the country.”
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African developments
• Business Connexion made a 30 percent investment in
AppZone, a Nigerian IT solutions provider focused on the
financial services sector.
• Microsoft wants to double up in Africa. The software
giant’s new GM for Middle East and Africa, Mteto Nyati,
has been tasked with creating a regional structure over the
next year.
• Phoenix Distribution has won the distribution rights to
Buffalo Technology’s products in sub-Saharan Africa.
• SAP Africa’s strategy, outlined by head of the database
and mobility portfolio Manoj Bhoola, is to drive sales in the
database technology and mobility areas across the African
continent. The company is also set to target companies from
east and west Africa as it maps expansion plans for its network.
• Seacom teams up with CDNetworks to deploy its
content clusters and caching nodes on its IP network
footprint in Tanzania.
• Trend Micro will open an office in Nigeria and a presence in
Kenya in 2015.

International developments
• Cisco will invest $1 billion over the next two years to enter
the cloud services market.
• Apple accepts ‘approved’ virtual currencies. The Mac parent
is also estimated to unveil iPhone 6 in August, one month
earlier than expected.
• BlackBerry is in a deal with EnStream to provide a secure
platform for transactions between banks and consumers.
• Carlos Slim will divide his América Móvil empire in Mexico in
order to avoid the group being subject to difficult new rules.
Meanwhile Slim’s real estate firm, Inmobiliaria Carso, bought
AT&T’s stake (8.27 percent) in America Movil. The deal was
worth $6 billion.

Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

Vendor deals

International developments

• Apple bought Spotsetter, a social maps app.
• Accenture acquired PureApps, a UK-based enterprise performance
management provider.
• Analog Devices bought Hittite Microwave, a chipmaker for eight
markets, including cars, cellular and the military, for $2.45 billion.
• Autodesk purchased Bitsquid, the creator of the Bitsquid game
engine. The 3D design software company also acquired Shotgun
Software, a developer of cloud-based solutions for the film, TV and
games industry.
• British Telecoms and De Beers signed a R395m networking
technologies deal.
• Canon acquired Denmark-based Milestone Systems, a provider of
open platform video management software.
• Cinven, a UK buyout group, bought the telecommunications fibre
network of the Spanish utility, Gas Natural Fenosa, for €510 million.
• Cisco purchased Tail-f Systems, a Swedish networking software
maker, for $175 million.
• Dropbox bought Droptalk, a startup that provides a tool that allows
users to share links privately with friends.
• eBay purchased the machine translation capabilities owned by
AppTek.
• EPAM acquired GGA Software, a scientific informatics services
provider.
• EY bought 8th Man Consulting, an African-oriented Oracle
performance management firm.
• Facebook purchased mobile data plan firm Pryte.
• Gartner bought Senexx, a cloud-based questions and answers
platform that identifies and manages expertise within organisations.
• Google acquired three startups: Alpental Technologies; Dropcam
($555 million); and mDialog. The search giant also purchased
Songza, a music-streaming service, and satellite company Skybox
Imaging for $500 million.
• IndigoCube and DragonFire partner, giving IndigoCube first-hand
access to IP and thought leadership relating to testing on Agile
projects.
• Intel invested in New Zealand-based Performance Lab, a sports
technology developer.
• Microsoft bought SyntaxTree, the France-based company behind
UnityVS.
• Nokia acquired Medio Systems for its navigation unit, HERE. The
Finnish telecoms firm also purchased SAC Wireless, an installer of
wireless network equipment.
• Numericable acquired Virgin Mobile France, a mobile virtual network
operator.
• Opera acquired AdColony, a mobile video advertisement platform, for
$350 million.
• Oracle bought Micros Systems for $5.3 billion.
• Progress Software acquired Modulus, a PaaS provider that uses
Node.js and MongoDB technologies.
• SanDisk bought Fusion-io in a move designed to boost the former’s
flash storage business.
• Twitter bought Namo Media, a mobile ads specialist; SnappyTV,
a video startup; and TapCommerce, which specialises in targeting
consumers after they have downloaded an app to keep them
coming back.
• Vodafone acquired Cobra Automotive Technologies, a global provider
of connected car services, for £115 million.

• IBM and Genesys are to develop a learning system that will improve
customer experience.
• Google will shut down its early social networking service, Orkut.
• Samsung, Intel and Dell teamed up to develop standard ways for
household gadgets to talk to each other.
• Samsung, Philips and Infineon face EU fines for fixing prices of
mobile SIM card chips.
• SAP and VMware combine SAP HANA with VMware vSphere5.5, a
foundational component of VMware vCloud Suite.
• SoftBank ventures into personal robots to address labour shortages.
• Vodafone has sold its Fiji stake.

Local developments
• Business Connexion’s public cloud offering, three years in the
making, has been launched and provides white-label cloud solutions
for resellers to offer to smaller businesses.
• Connection Telecom acquired FatBudgie, a cloud PBX provider.
• HTC re-enters South African market.
• Jasco bought Telesto Communications, a provider of Avaya contact
centre solutions, for R9.85 million.
• Logitech introduced video-conferencing solution offerings to tap into
the opportunities offered by unified communications.
• Morvest Business Group disposed of its shareholding in R&S
Consulting to newly established Zukubu, for figure of R142 million.
• Nomosphere, part of the Nomotech Group and a French carrier WiFi
specialist, has opened an office in Johannesburg, its first subsidiary
office outside of France.
• Pinnacle spent R29m on 2.1 million shares of its own stock, reducing
the number of shares in issue by 1.24 percent.
• Purco SA’s e-procurement master agreement with e-solutions
provider mymarket.com is set to go live.

Local deals
• Adapt IT has formed a strategic partnership with Motio.
• AccTech has signed an ISV agreement with Microsoft to provide
solutions for the Microsoft channel.
• African Risk Mitigation has signed a distribution agreement with
Quarri Technologies to distribute its security solutions. It has also
signed a distribution agreement with AccessData.
• AxizWorkgroup and EMC joined forces on EMC’s entry-level
programme focused on its VNX family of hybrid storage solutions.
• Bytes was appointed BAE’s official distributor.
• Dimension Data and SMEasy partnered to offer value-added services
to its SME cloud customers.
• Internet Solutions acquired ContinuitySA.
• MTN invested in Afrihost, a major local hosting and ISP player.
• Samsung and Vodacom entered an agreement under which Vodacom
will offer a single point of contact for Samsung’s KNOX licences and
Samsung enterprise services.
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Aki’s eye
The ‘Greek geek’ speaks about tech stories that
have caught his attention.
Aki Anastasiou, host of the tech Show Technobyte on
Talk Radio 702, is a trafficologist, technologist and
The Margin’s columnist. Follow @AkiAnastasiou.
The Associated Press (AP)
has started using high
tech analytics, software
and computing power to
automatically produce content
on financial stories – basically
robots are now writing some
of its business news. Coined
Automation Technology,
the system uses financial
data from Zacks Investment
Research, but the real magic
happens from the software
created by Automated
Insights. AP has designed the
journalistic framework and
style sheet for writing and the
software simply draws the
data, runs an algorithm, and
in seconds, a story of between
150 and 300 words is written,
ready to be published. This
means that AP will now be
able to publish around 4 400
stories for companies each
quarter as opposed to the
previous 300. Lou Ferrara, AP’s
managing editor, believes that
rather than make journalists
redundant, it will allow them
to focus on what the numbers
actually mean and conduct
more investigative journalism.

Despite the fact that the
world’s gaze was firmly fixed
on Brazil, the world’s largest
tech robbery took place
around midnight on 6 July
in São Paolo. Approximately
20 heavily armed men raided
Samsung’s factory and made
away with over $35 million
worth of smartphones, laptops
and tablets.

BP’s Statistical Review of World Energy
2014 has shown significant growth in the
photovoltaic industry. Generation of power
from the sun via solar panels reached a new
world record of nearly 140 gigawatts (GW)
in 2013. In total, 37.6 GW of energy was
generated from solar during 2013, which
represents an increase of 36.8 percent from
2012. Capacity has almost doubled in the
past two years. Europe leads this growth
but the Asia Pacific region, driven by China
and Japan, will soon surpass Europe’s solar
growth based on the current rollout of solar
panels. In terms of individual nations, the
global leader is Germany, generating 35.9
GW of power, with China in second place
(18.3 GW). Interestingly, during the month
of June, 50 percent of Germany’s electricity
was generated by solar energy, according
to the Fraunhofer ISE research institute.
Germany averages around 1 800 hours of
sunshine a year, while South Africa gets
around 2 500 hours of usable sun to power
solar. Some room for improvement closer to
home then. Check out our feature on channel
opportunities for solar power on page 54.

The City of Chicago, together with the
University of Chicago, is trialling a
prototype urban network of sensors that
will provide some interesting insights
into the city’s current conditions. The
embedded nodes, which are equipped
with sophisticated sensors, will be placed
on light poles, and will measure humidity,
light, sound, motion, infrared, and other
data related to air quality. The data will be
uploaded to a portal every 30 seconds and
will be used as part of Chicago’s predictive
analytics model in order to forecast future
scenarios and how these could impact the
city. The great thing about this project is that
it’s open source, so developers can create
apps and technologies around the big data
that is collected.

A busy New York restaurant posted a plea to
diners asking them to be more considerate after
discovering how technology is ruining the dining
experience. The restaurant picked up complaints
on social networks and review sites that its service
was slow and the wait for a table too long.
Consultants were brought in to study what was
going wrong. Its findings proved that, compared to
a decade previously, the restaurant had the same
systems (if not better), same menus, same kitchen
and standards as in 2004. The consultancy firm
discovered some old CCTV footage from 2004
and compared the footage to the same period in
2014, analysing 45 transactions.
In 2004, customers arrived, were seated
and it took an average eight minutes for them
to decide what to order. The waiter would then
arrive, take the order and six minutes later, the
food arrived. In 2004, out of the 45 customers,
two sent their food back because it was cold.
When the patrons finished their meals they
asked for the bill and paid swiftly. Back in 2004
the average dining experience took 65 minutes.
A decade later: customers arrive and, once
seated, the smartphones come out. According
to the footage, seven out of the 45 customers
wasted five minutes of the waiter’s time as they
wanted help connecting to the restaurant’s WiFi.
When the waiter returns to take the order, the
patrons asked for more time. Observation – some
patrons are still on their phones. Orders are
placed 21 minutes later.
The food arrives six minutes later (as in
2004). Once served, 26 out of 45 diners spent
an average of three minutes taking photos
of the food, while 14 out of 45 take pictures
of each other with the food in front of them,
adding on average another four minutes before
they start eating. At this point, nine out of 45
customers send their food back to be reheated.
Furthermore, 27 out of 45 customers asked their
waiter to take one or more group photos, wasting
a further five minutes and affecting the service
levels on other tables. After eating, the phones
come out again, adding another 20 minutes to
the total time.
So in 2014, the average dining time was 115
minutes. Phones and technology have added an
extra 50 minutes. Surely it’s time for us to relook
restaurant etiquette.
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Tullett’s tech talk
Jon Tullett has been covering IT for two decades. He is
ITWeb’s senior news analysis editor.

Integrate this!

I

ntegrated systems are on the rise: Gartner
expects ten percent of datacentre spend to be
on vendor-specific stacks next year, bringing in
$14.7 billion globally. That’s a lot of money, but
how much will you get? Possibly less than before,
unless you’re one of the select few on the fast
track with a big vendor. Gartner’s recently released
integrated systems Magic Quadrant highlights a
small number of clear front-runners, but all the
usual suspects are showing heavy commitment to
bringing integrated systems to market.
Integrated systems, or converged systems, or
engineered systems, or whatever synonym your
vendor of choice uses to describe the same thing,
are pre-configured systems, often designed for
quite narrowly defined workloads like SAP Hana.
These are the datacentre equivalents of appliance
computing, often little more than a branded
wrapper around third-party components – storage,
networking, and compute – from other suppliers.
The attractions for the customer are fairly
simple: prices are often lower than if you sourced
components yourself, and they’re guaranteed
to work together. The latter often sounds odd
to outsiders: why don’t these products work
as advertised by, er, the very same vendors
selling the certified stacks? The reality is that
complex environments with complicated
interlocking hardware, firmware, and software
tend to experience complicated problems
which can manifest as outright failure but more
insidiously as erratic performance degradation or
seemingly random data errors. A certified stack
means, in theory, that a single vendor will take
responsibility for the entire ecosystem – over
time, expect the market to shake out who can
deliver on that promise and who can’t.
The attraction for the vendor is glaringly
obvious: it’s a silo. These are systems requiring
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multi-year commitment from the customer:
once you have a workload tuned for its specific
environment, migrating it to a different silo can
be painful and risky. Integrated systems may be
built from commodity components, but the secret
sauce lies in the optimisation and certification,
and often in proprietary management software
to keep it all ticking along smoothly. Even stacks
built for general-purpose computing are tuned
to maximise ‘stickiness’, and that is manifesting
very clearly in cloud strategies – the exit strategy
for apps that outgrow their silo is usually to
migrate into the proprietary cloud provided by
the same vendor.
Most of these integrated systems are built
from standard parts – the same ones that you
are probably selling individually to the same
customers. That’s ironic because the whole idea
of commodity hardware was that customers
could do exactly the opposite – source parts
from multiple suppliers and hook them together
with a minimum of fuss. The steady evolution
of open standards communities like OpenStack
was the logical conclusion, intended to ensure
compatibility and interoperability. But it isn’t
working out that way, and that’s at least partly
due to the vendors realising that commodity
hardware makes for terrible margins. Call it an
integrated system, and you have a lovely highmargin silo that walls out competitors and walls
IN the customer.

Bigger pie, fewer slices
But the rise of integrated systems raises
challenges for the channel. Some of it is
by design: if you’re not in the inner circle of
certified providers selling converged stacks,
then you’re going to have a tough time taking
on the combined leverage of, for example,

Cisco, EMC and VMware. That’s entirely by
design: these converged systems are designed
to maximise the barriers to entry for outsider
players – all part of increasing the stickiness of
the solution with the customer.
Some of it will trickle down – high-end
appliance computing is also giving rise to prebuilt
systems for smaller customers, but these are
the low-margin boxes the vendors don’t care
about anyway. The big money, with the high-end
hardware and the consulting and the integration
and the low-term commitment, where’s that?
That’s ring-fenced, and the fence is getting
higher. Of course, at a certain point this has
always been the case. Professional services are
designed to keep customers locked in, and this is
almost a natural evolution of that.

No user-serviceable parts
Beyond the initial engagement, the future
opportunities are ring-fenced as well. Due
to the tuning and compatibility testing, most
integrated stacks are intended to follow a
carefully constrained upgrade path, from the
original supplier. If you’re a channel player on
the wrong side of the fence, this means that
not only have the initial opportunities shrunk,
but the ongoing upgrade cycle is also denied
to you.
That stickiness, however, is very much in
customers’ minds. The number-one concern
I encounter, talking to CIOs about technology
sourcing, is of becoming trapped in a vendor
silo. The benefits are real, but the risks can’t be
ignored either, and special-purpose computing
won’t suit everyone. But the way high-end
computing is bought and sold is changing
rapidly, and if that’s your business, you’ll need
to change with it.

Max it out.
JetDriveTM 500 | 520 | 720
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Greener grass
South Africa’s major telcos have
started their inevitable march into
IT services – with billions in M&A
activity already in 2014. The Margin
looks at how this trend will develop,
its impact on the channel, and
where else telcos will start turning
their attention.
by DJ Glazier
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aves of consolidation and convergence
are playing out across the ICT market,
as the orbiting planets of telecoms and
IT services start colliding in dramatic fashion.
The star-dust fallout is yet to settle – and there
is very likely going to be more M&A activity
in the sector in the coming months and years.
What is beyond doubt: everything in the local
technology environment is going to change.
The recent announcement that Telkom would
buy Business Connexion for R2.7bn is, in fact,
a replay of the telco’s 2006 attempt. This time
it seems likely that the antitrust authorities will
not veto the deal. Since that first attempt, the
market has seen Sekunjalo taking 30 percent of

BT South Africa for R27m, Japanese telco NTT
buying Dimension Data for R24.4bn, Deutsche
Telekom-backed T-Systems buying Intervate,
and Vodacom announcing it will acquire Neotel
for R7bn.
The local IT channel is certainly not immune
to these powerful forces.
Director at BMI-TechKnowledge, Brian
Neilson, says that the structural market
changes are combined with the advent of
‘software-defined everything’ (networks,
storage, and datacentres), to increasingly blur
geographic boundaries.
“Resources will shift dynamically to wherever
they’re needed,” he tells The Margin. “This

“The channel has to
change. If they need to
be dragged kicking and
screaming into a new
model, then so be it.”
Lise Hagen, IDC South Africa

makes it difficult to imagine solid boundaries for
channel partnerships.”
Research manager at IDC South Africa, Lise
Hagen, describes the recent consolidation and
convergence in the ICT sector as a hallmark of a
maturing market. South Africa is a very mature
IT market, in comparison to the rest of Africa and
the Middle East, she adds.
Hagen agrees that convergence, and
particularly the trend towards cloud-based IT
delivery, is changing the channel.
“The channel, as it is today, is fighting
for its existence,” she says, adding that the
channel structures will be forced to adapt
and evolve, as new web-based and cloud-

based IT companies look to establish direct
relationships with customers.
“The channel has to change. If it needs
to be dragged kicking and screaming into a
new model, then so be it.” Ultimately, Hagen
predicts a ‘polarisation’ effect, where some IT
vendors look at direct models, and others look
to leverage the scale, resources and skills of
the channel.

Start it, grow it, sell it
But telcos are not just looking at enterprise IT
services as ways to enter new markets and
transform their revenue streams. Vodacom is
widely reported to be in talks to partner with

streaming music service Spotify, and MTN
recently took a majority stake in ISP Afrihost.
Hagen sees massive opportunities for ICT
entrepreneurs to follow in the footsteps of
the likes of Afrihost’s founders. Local tech
entrepreneurs have the opportunity to establish
niche services, scale outwards, and become
attractive prospects for large telcos.
There are three main qualities that Hagen
believes potential acquirers would consider:
companies that have a strategic list of clients,
strong empowerment credentials, or a niche
offering (be it a specialised vertical focus, or a
specialised technology offering).
Neilson says that M&A activity in the telco
space is driven by two primary goals, “either
to use consolidation to achieve volume in
commodity categories, or to expand into high
growth areas in which they have no experience
or position in the market.”
He sees potential telco buy-outs in a number
of areas – including local ISP enablement
platform players, last mile fibre builders,
wireless ISPs, and those in mobile-focused
applications such as smart metering and
security, for instance.
World Wide Worx’s Arthur Goldstuck believes
there are lots of ‘under the radar’ local tech
startups that are being considered by the major
telcos. “The big players know who the ‘up and
coming’ players are,” he says.
He agrees the environment is ripe for nimble
newcomers to enter niche spaces and become
attractive prospects for acquisition. “BCX started
out as a small systems integrator, and grew
largely organically – while also absorbing a few
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other businesses – to reach the point that it’s at
today,” he reminds us.

New directions
The future of the telecoms industry is a hotlydebated topic around the world. In South
Africa, as voice and data margins decline,
telcos are looking to new, high-growth areas.
Enterprise IT services seem to be just one of
the potential directions.
Goldstuck believes that the concepts of tripleplay and IPTV will re-emerge in a more realistic
way, within the next few years, as high-speed
mobile (LTE) and fixed-line (FTTH) connections
become more pervasive.
“Telkom flirted for a while with the broadcast
licence; but once we have more extensive fibre
connections, we will see a revisit of that,” he says.
In the shorter term, the next steps for
telcos may well be in the areas of health
and education. “Those are the areas with the
greatest need, in line with the developmental
priorities of the country,” he argues, adding that
we will see a maturing of these sectors as they
move out of the ‘CSI’ category.

Hagen concurs that telecoms players
will start broadening their reach, noting that
the merging of lines between telecoms and
‘adjacent’ industries is a very interesting
dynamic. “For example, Naspers has stated its
video-on-demand intentions.” It seems the interrelationships between content providers and
infrastructure players will become very complex.
Another area that has rated highly on the
‘hype-curve’ for some time, but which we
should see filtering into the real world very
soon, is machine-to-machine communications,
and the so-called ‘Internet of Things’.
“What’s crucial is how these innovations
are made relevant to African markets – the
costs, the benefits, the connectivity challenges,
and so on. There are promising examples in
areas such as connected moisture sensors that
allow farmers to remotely monitor agricultural
production, for instance,” says Hagen.
Clearly, the local telecoms landscape has
the potential to morph in some very interesting
directions. The acquisitions of IT companies
is just one layer. As the rate of innovation
continues to increase, look out for bold moves

in areas as diverse as broadcasting and content,
connected devices, verticals like m-health and
m-education, smart meters, and security.

Ripe for acquisition?
So with Business Connexion being
snapped up by Telkom, who are the next
channel companies tidying up the shop
windows?
Brian Neilson: EOH and Gijima…
Acquisition targets in IT services are
generally larger companies, especially
if the acquirer is a global player, says
Neilson. It has to be large enough to
make an impact.
Lise Hagen: Gijima has started to turn
around its fortunes and possess a number
of attractive assets for global telcos
looking to gain a foothold in the local IT
market.
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Figuring it out
The Margin takes a quick look at some of the latest industry forecasts, statistics and predictions.
Compiled by Paul Booth and Adrian Hinchcliffe

The ‘Internet of things’
solutions market is likely
to grow from $1.9 trillion
in 2013 to $7.1 trillion in
2020, predicts IDC.

Mobile
subscriptions
will exceed the world's
population next year,
although the strongest
growth will be in

connecting machines
and appliances to
the internet,
according to Ericsson.

According to Cisco,
videos may make up
84 percent of internet
traffic by 2018.

Gartner says that by 2016, 25 percent of
the top global banks will have launched
a banking app store for customers.

The surging demand for
tablets in SA sees the CAGR
for 2014 through 2018 at a
13.5 percent level, with
being shipped in that year,
says IDC.

Cyber crime costs
the global economy
about $445 billion
every year, says
CSIS.

IDC says that worldwide
smart connected devices
are forecast to grow 15.6
percent this year, reaching
close to 1.8

The security appliance
market grew eight percent
in Q1 to reach
$2.1 billion,
according to IDC.

3.1 million units

Internet usage is expected to

exceed three billion users

by early next year, predicts The Internet
Society.

billion

devices and growing to
2.4 billion units
by 2018.

It is estimated that

81 percent of
software installed on
Nigerian PCs is pirated,

according to a study by
Business Software Alliance.

Annual digital payment
transactions will hit

$4.7
trillion

by 2019, according to
Juniper Research.
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Jacques van Wyk, Ricoh
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Selling SoHo

– a long-term investment
by Tracy Burrows
photography Mike Turner

Small Office/Home Office (SoHo) is a
huge and relatively untapped market
for resellers, say industry players.
The challenge with selling to SoHos
is that they are hard to find, their
behaviour is often much like that of
consumers, and their extreme price
sensitivity means this market is not a
quick win, profit-wise.

S

oHos – those businesses comprising
anything from one to ten employees
– are an important solution to the
unemployment challenge as tough economic
times drive people to take on self-employment.
Last year, the Absa SME index found that
around ten percent of South Africa’s workforce,
or around 1.2 million people, was self-employed
– the highest level since 2009. But, exposed
without the cash reserves of larger businesses,
this sector is highly vulnerable to market
changes, and the number of SoHos has been
dropping. Says Bruce Bradford, Rectron Group
business unit manager, printer category: “The
SoHo market is currently going through a tough
time. According to the Absa SME Index April
2014, the number of self-employed has been
in a decline for four quarters now. This clearly
reflects the difficult economic conditions faced
by this vulnerable market segment. The SoHo

“Selling to the SoHo requires a different approach
to corporate sales – this market is often pricesensitive and typically responds well to a more
personal approach.”
Anamika Budree, WD South Africa

market is exposed at the moment, and because
of that it’s very responsive to both positive
and negative changes in the overall economy.
Although this market has retracted, it does have
great potential for rapid growth given the right
market conditions.”

In the blink of an eye
Because SoHos are so precariously balanced on
market changes, they might exist one day and
disappear the next. They are also widely varied
in their scope of work and, therefore, very diverse
in terms of their IT solutions’ needs. “SoHos
might include everything from an accountant
working from home to a plumber or locksmith,”
says Bradford. “There is no ‘one size fits all’
when it comes to the SoHo market, as it is not
a homogenous market and requirements vary
greatly from one business to the next.
“However, certain trends have emerged within
the market, such as cloud technology. Zero
capital outlay and convenience are big demand
generators for this technology, and it is reflected
in the increasing demand for cloud-enabled
multi-function printers in this sector. In my
experience, when it comes to office equipment,
the SoHo market takes advantage of the

convergence of technology to maximise return
on hardware investment.”
Anamika Budree, sales manager, branded
products, at WD South Africa, says: “The SoHo
market represents a significant opportunity
for the channel, particularly since vendors are
increasing their offerings tailored specifically
for this market. However, selling to the SoHo
requires a different approach to corporate sales –
this market is often price-sensitive and typically
responds well to a more personal approach.
Adding value and building loyalty through
relationships is therefore critical in leveraging the
opportunities in the SoHo market.”
Because of their price sensitivity, SoHos tend
to lean towards multi-functional ICT products,
say vendors. But since SoHos operate across
so many verticals, there is no single appropriate
SoHo solution. Those who spend most of their
time on the road and delivering services at
customer sites will naturally be inclined to look
to mobile technologies and cloud solutions,
while office-based businesses may seek bundled
laptops, printers, software and services.
“Matching the right solution to the needs of
the customer is key in catering successfully to
the SoHo market,” says Budree. “Exploiting
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Top tips
for selling
SoHo
• Box-dropping alone will not generate
significant profits – long-term
services and support partnerships are
the way to SoHo revenues.
• The SoHo market is highly varied:
solutions must meet the unique
needs of each business.
• SoHos are highly likely to buy from
mass/consumer retailers, where
price, product variety and recourse is
apparent. Support and services are a
compelling lever to turn SoHos from
consumer-style shopping to buying
from the traditional IT channel.
• Ideally, an IT reseller/service
provider partnership with a SoHo
supports the business’s growth to a
point where it becomes an SME or
mid-sized enterprise, at which point
the reseller’s efforts start delivering
real revenues.

these businesses by offering them the most
expensive or most feature-packed solution when
they do not need it will not create opportunities.
It’s far more profitable in the long term to
develop a relationship as a trusted advisor, which
increases the likelihood that your loyal customer
will recommend you to others, creating the
breadth of customer base required. In addition,
offering services such as ‘try and buy’ solutions
can help customers make those higher-end
purchasing decisions, by reassuring them that
the solution will work for them and give them the
required benefits.”

Well packaged
“Creating bundled packages is another way
of tapping this market – printers, notebooks,
external hard drives, software and so on can
be bundled together to create an attractive
offering. If customers see that purchasing each
solution separately will cost them more, they
will recognise the value in such packages.
In addition, products and services can be
bundled together to create even more value.
For example, a SoHo may require a server, but
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does not necessarily have the knowledge or
skill to support and maintain it. Calling out an IT
company every time they need assistance can
get very costly,” she says. “Bundling the server
with a service and maintenance contract can
help to add value and cater to the needs of the
SoHo segment effectively. It also provides the
reseller with annuity revenue,” she says.
Jacques van Wyk, executive GM of direct and
indirect channel operations at Ricoh SA, says in
his area – imaging devices – he sees a tendency
for SoHos to seek out multifunctional devices
with a good warranty in place.
“Resellers targeting this market need a bit of a
differentiation, and the ability to engage and upsell
the customer to services and support, because
product alone will not bring in much business.
So you might initially sell a SoHo a printer for
reception, then extend your engagement to
backend services and support. SoHo business is
one of the biggest ICT growth opportunities across
the continent, and we believe it is important to
bring to market suitable technologies, as well as
partnering with them in growing their business,”
Van Wyk says. He adds that SoHos are moving

strongly toward pay-per-use models, prompting
vendors, including Ricoh, to expand their IT
services and pay-per-use offerings accordingly.
Bradford adds that the days of ‘box dropping’
are ending: “To survive, resellers need to deliver
added value, such as managed services. This is
obviously easier for those with in-house IT skills.
Those who have been pure resellers may have to
invest in skills and certification.”
Seeking SoHo business should be seen
as a long-term investment, adds Bradford.
“The average SoHo that cleans pools or offers
accounting services doesn’t really advertise in
mainstream media, so it is harder to find them
than corporate customers. This is not lowhanging fruit, they generally place small orders
and are careful about their investments. Dealing
with SoHos is very much about relationships. But
hopefully, once you have a good relationship,
the SoHo will become an SME and you’ll grow
with them. If the economy turns around, the
SoHo market will respond fast, and this is where
real growth will come from. Selling to SoHos is
a long-term investment, but it’s a market worth
tapping into.”

HP supplies now available
at Tarsus Technologies
The merger of ACT and Tarsus Technologies
has led to new purchase opportunities.
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Lindiwe Zulu, Department of Small Business Development (photo supplied)
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Small but mighty SMEs help build the nation
A new ministry and a commitment to the future of South Africa may potentially revolutionise the growth of the SME
within the ICT channel.
by Tamsin Oxford
photography Various

T

he cabinet reshuffle announced in May
following the ANC’s 2014 election victory
saw much ICT sector criticism levelled
at president Jacob Zuma’s plans to fiddle with
the Department of Communications’ focus
areas and create an additional Department of
Telecommunications and Postal Services. While
most eyes were firmly fixed there, the creation
of another new ministry, which could have
significant impact on the ICT sector, and channel
in particular, was somewhat overlooked.
Headed up by Lindiwe Zulu and her deputy
Elizabeth Thabethe, the goal of the freshly-minted
Department for Small Business Development is to
support the growth and development of the small
business sector, which plays a pivotal role in the
economic development of the country.
The ICT channel is peppered with the bones
of failed SMEs (small to medium enterprises),
pushed out by red tape, larger enterprises and
a shaky economy. The goal of this ministry
is to help ease the SME’s travels through
government red tape on the regulatory and
compliance fronts, although Zulu is quick to
point out this doesn’t mean they will be free
from compliance altogether, alongside common
challenges that face the small business.
“It means dedicated and focused support
for small business is now available and that

“This is something
that the National
Development Plan
makes very clear for
small business; we have
to cut that red tape.”
Geordin Hill-Lewis, Democratic Alliance

the common challenges that confront small
businesses will be addressed in a co-ordinated
way,” Lindiwe Zulu, minister for Small Business
Development tells The Margin. “Examples of
these challenges include the legal and regulatory
environment, lack of access to markets and
procurement, lack of access to finance and credit,
low skill levels, lack of access to information and
a shortage of effective supportive institutions.”
Currently the SME market faces rigorous
tax compliance requirements, extensive
paperwork and complex administrative issues
and costs. In July 2013, the minister for the

Department of Trade and Industry, Rob Davies,
launched the Red Tape Reduction Guidelines
publication that highlighted the most common
types of red tape alongside guidelines for the
municipalities that were designed to address
these issues.
There is also the Red Tape Reduction Unit
that offers support to the small business in
staggering through the layers of bureaucracy
and has a 90 percent resolution rate. Steps are
being taken, but is this new ministry really going
to be the godsend that the industry needs?

Level the playing field
“When the announcement was made that we
were going to get a new ministry, it didn’t make
sense to me, but I’m happy to wait and see
and be supportive,” says Herman Mashaba,
chairman of the Free Market Foundation, and
executive chairman of Lephatsi Investments.
A recently vocal and high-profile opponent to
government’s plans to allow for the creation of
bargaining councils and setting of a minimum
wage, Mashaba continues: “I hope it (the new
ministry) works and I’m watching developments
closely, but we really need something to deal
with what has been instrumental in destroying
small business in this country – the draconian
labour legislation.”

Q3 2014 | The Margin 25

Vusi Thembekwayo, dual-chairman of Motiv8
Advisory and Motiv8 Capital, says: “A more
coherent legislative framework would be ideal as
the one governing large, established businesses
is essentially the same as the one governing the
small startup. The cost of compliance with tax,
employee or labour-related matters, as well as
a host of other such functions, places a burden
on the entrepreneur to concern themselves with
issues that are purely administrative and nonvalue-adding.”

Not so rosy

Vusi Thembekwayo, Motiv8 Capital (Photo by Karolina Komendera)

The DA’s shadow minister of Trade and Industry,
Geordin Hill-Lewis, isn’t optimistic about the
small business ministry making things easier for
the SME within the channel in South Africa. He
believes it’s going to add more red tape because
it’s a new department and invariably needs to
come up with new rules and regulations that will
only serve to add burdens to those already faced
by SMEs.
“By the looks of things, the department
will take over some of the functions from the
Department of Trade and Industry (the dti),”
he says. “So while it’s true that they don’t
function particularly well at present, hopefully
the new ministry will be able to spend more
time focusing on those and offer better service
and support to the SME. However, on the
negative side, it’s quite clear the creation of
the ministry has not yet been met with a real,
meaningful commitment to make the running
of an SME easier in South Africa. For example,
no commitment has been given to cutting the
swathes of red tape that strangle entrepreneurs.
And this is something that the National
Development Plan makes very clear for small
business; we have to cut that red tape.”
Mashaba agrees: “Every government
department believes that its purpose in life is to
constantly increase regulation of all activities
over which it has authority, including the laws
and regulations affecting SMEs.”
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State and impact of the SME on the economy
The National Development Plan heralds the role of the SME to lead the way in the South African economy, with 2030 being the year in which 90 percent
of the jobs created are in small and growing organisations.
“Small business is absolutely critical and is the only solution for solving unemployment and low growth in the South African economy,” says DA
shadow minister of trade and industry, Geordin Hill-Lewis. “Research from OECD (Organisation for Economic Co-operation and Development) countries
shows that small businesses employ the vast majority of workers in the economy. And, if you look at new employees entering the economy, an even
higher percentage find jobs in small business first. We have always said that if you want five million new jobs, you need a million new small businesses.”
However, the statistics and surveys are not showing an SME market that’s filled with confidence about the future. The Nedbank Small Business Index
for the first quarter of 2014 shows a significant dip in overall business confidence with a drop in headcount growth and current financial situation. The SME
constitutes around 60 percent of total employment in the country but the failure rate is around 76 percent in the first two years. Trade and Industry minister
Rob Davies announced last year that five out of seven (71 percent) small businesses fail within the first year in South Africa compared with one out of two
(50 percent) on the global average.
“We need a radical commitment to making it easier for entrepreneurs in South Africa to conduct business,” says Hill-Lewis. “Small businesses within the
channel are critical and play a fundamental role in repairing employment in South Africa.”
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“A more coherent
legislative
framework would
be ideal as the
one governing
large, established
businesses is
essentially the
same as the one
governing the
small startup.”
Vusi Thembekwayo, Motiv8 Capital

That said it’s all too easy to assume the worst
when, in truth, the ministry is too new to judge.
Zulu has been clear in her goal to implement
a co-ordinated and practical policy that will
enable small businesses to thrive and grow into
profitable enterprises and should be granted the
time to prove that it will achieve these goals.
Zulu adds: “There will be enhanced support
for small and informal business development as
well as co-operatives through entrepreneurship
and commercialisation, business incubation and
franchising, localisation, technology transfer
and innovation.”
According to Zulu, “The department aims
to support small business and co-operative
development with an emphasis on programmes
to advance entrepreneurship among women
and youth so as to effectively contribute to
job creation and economic growth.” She lists
some of the mechanisms to do so as: access to
finance, business skills development, market
access, easing regulatory environments,
advancing localisation and leveraging from
public procurement. The structure of the ministry
is still being developed so there is no final
answer on how big it will be or who will be in
the ranks.
“We will opt for a lean and mean structure
that will have the capacity and capability to
deliver on our mandate,” says Zulu. “We will
appoint people with the necessary skills to
implement the objectives of the ministry and we

Herman Mashaba, Lephatsi Investments (Photo by Mzu Nhlabati)

Geordin Hill-Lewis, Democratic Alliance (Photo by Sean Wilson)

will require men and women who are skilled in
various areas of our work.”

Can it really offer value?
Mashaba remains unconvinced: “We’ve had
ministries before, so what’s new with this one?
The SME has sat under the dti for the past five
years, since 2009, and one deputy minister was
tasked to look after small business, then they
admitted that the role was a waste of taxpayer’s
money. I’m not confident.”

The ministry certainly has to battle legacy
preconceptions and issues in order to prove its
value to the SME. For example, will it step in to
ensure that the SME is paid on time by the large
enterprise or government – a huge factor when
it comes to the success or failure of a business?
Will it resolve legislation and untangle the red
tape? The jury is out, but Zulu is saying the right
words and outlining the right issues, so perhaps
there is hope for the SME seeking to succeed
within the volatile channel.
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Vox Pops:

Where should the new
small business development
minister focus attention?
SMEs play a vital role in the future of South Africa’s economic journey. In recognition of this, president
Jacob Zuma announced that as part of his new administration, a small business development ministry
will be established, under the guidance of minister Lindiwe Zulu. While the establishment of this ministry
clearly recognises the fact that there are an estimated two million SMEs operating in the country, the
simple fact remains that the majority of these are merely surviving. If this is to change, then, much more
support needs to be provided by the new ministry.
Bearing this in mind, The Margin asked several industry players the following question: “If you could
spend five minutes with the new minister for small business development, what single issue would you
recommend she concentrates on to encourage SME development in the ICT channel?”
by Rodney Weidemann
Photography Mike Turner and Rich Townsend

Desmond Nair, head of eco-systems and channels at SAP Africa,
says that it’s a known fact that SMEs are the largest contributors
to GDP in South Africa, contributing in excess of 50 percent to the
country’s GDP.
“However, the majority of the contribution is in the manufacturing
sector, while development in the ICT sector still remains pretty
low. So the question arises as to why the development of the ICT
industry for SMEs remains low. In my role as head of the partner
business, the two things that come across as being key factors for
large business not supporting the smaller ICT businesses are skills
and financial strength.
“Bearing this in mind, I would like to ask the honourable minister
whether it is part of government’s aims to put in place any skills
development plans for SMEs looking to participate in the growing
ICT industry. In addition, I would like to know if government has any
plans to ensure – either via a mandate or incentive scheme – that
big business provides increased support to SMEs operating in the
ICT industry.”

Desmond Nair
SAP Africa
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Debbie Whittaker, owner of Coolcumba Communications, the marketing
and communications agency for the SME Survey, says she is happy to see
that government has finally taken note of the importance of the SME sector,
by providing it with its own, focused ministry.
“For me, probably the most interesting question I would have for her
would be why doesn’t she consider utilising government resources to host
networking events for SMEs every quarter? With the allocation of the right
resources, these seminars could be provided free of charge – something
that is always vital when SMEs’ tight budgets are taken into consideration
– and guest speakers could be brought in to educate SMEs on what
resources are available to them, while the networking portion would help to
encourage inter-SME business in South Africa.”

Debbie Whittaker

Coolcumba Communications

According to Tracey Newman, SMB lead at Microsoft SA, there are
undoubtedly a number of issues the new minister could focus on to
improve the lot of the SME in South Africa today.
“Perhaps the most important issue I would raise with the minister
would be to encourage her to consider reviewing the existing legislation
and the many niggling rules that can make life difficult for a startup and
that many SMEs find inhibitive.
“I would also like to discuss with her how to go about establishing
more business-friendly policies and laws, ones that can better support
SMEs and thus help to drive employment and economic enablement.”

Tracey Newman
Microsoft SA

Tallies Taljaard

Blue-Pencil Management Architects

Tallies Taljaard, MD of Blue-Pencil Management Architects, a company
that assists SMEs with strategy and business model development, agrees
that the legislative issues can certainly be reworked in favour of small
businesses, but he believes in being even more specific.
“I would suggest the minister look at the current tax structures. While I
have no problem with SMEs having to register to pay VAT, what is to stop
government from ensuring this only needs to be paid once the invoice has
been settled and the SME has actually received payment for the services it
has rendered? In addition, I would suggest she puts some pressure on the
financial services sector, which currently seems to penalise entrepreneurs
for taking risks, by refusing to provide them with finance to purchase
vehicles or premises. Entrepreneurship is not a stigma, but a career choice
that is vital for the wellbeing of the nation, and the banks should do all
they can to assist people to launch SMEs – this is definitely something
government could help to change.”
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A small fortune
Is access to funding really the
biggest challenge faced by SMEs
in South Africa or are they just not
doing their homework?
by Chana Boucher

W

ith the establishment of a ministry
focused solely on SMEs and R6.5 billion
being allocated by government from
the national budget for their support, could it
mean smooth seas lie ahead for South Africa’s
entrepreneurs? Not quite, say the experts.
“While there is no shortage of money per se,
there is a great unwillingness by the commercial
sector to risk financing small businesses.
Government too is tightening up its criteria
and trying to stop the haemorrhage of money
going into unproven and unrealistic ‘schemes’
that have little chance of succeeding,” says
Catherine Wijnberg, small business specialist for
Fetola – an enterprise development programme
supported by Old Mutual.
Globally, research has shown that SMEs
regard access to finance as the biggest hindrance
to starting or growing a business. But it seems
the blame should not only lie with funders.
Gerrie van Biljon, executive director at Business

Partners – an SME-focused specialist risk finance
company – says the reasons for SMEs failing to
secure finance are vast but include a lack of own
contribution, inadequate collateral, poor financial
track record, inability to prove serviceability of
debt, and credit worthiness.
For established businesses, says Tom Stilwell
of Mercantile Bank, access to finance is not
an issue. “Owners have a number of avenues
available to them, including government
institutions (such as the IDC and the NEF)
to more traditional options via financial
institutions,” he says.
According to Stilwell, for startup businesses
the picture is a little different. “At present, there
are a number of government agencies that
are providing this essential funding to small
startup businesses, but with that being said,
there still tends to be a lack of knowledge on
the ground of where and how to access these
funds. Additionally, the lack of understanding of
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what is required to secure funding – e.g. having
a prepared business plan with robust market
research – is vital to securing investment from a
financial institution.”

Not an easy sell
Van Biljon notes that investment into SMEs is
regarded by financiers as a high risk, which is
why most rather focus on larger businesses. He
adds: “It’s expected that government and those
that believe in the role of SMEs need to act as
financiers for these businesses.
“The long-term result of successful investment
has far-reaching consequences. It offers
opportunities to those with entrepreneurial
dreams and fulfils the economic development
role,” says Van Biljon.
He says the evaluation and approval
process of government institutions, such as
SEFA and the IDC, does require some patience
from the applicant, but that the terms and
conditions are often favourable making the
process worth the effort.
A recent survey into South Africa’s SMEs
found that more than half (53 percent) of small
businesses that participated were satisfied with
the quality of government’s support services for
SMEs. This number has increased significantly
over the years. Lead researcher on the SME
survey Arthur Goldstuck says: “Ten years ago,
the proportion of SMEs expressing satisfaction
with these programmes was a mere 12 percent.
By 2007, it had increased to 34 percent.”
While sentiment is increasingly positive,
SMEs struggling to securing funding from the
government look at other options. Wijnberg says
one area of potential is enterprise development
funds, such as those managed by Cadiz, Anglo
American and Edge Growth. She adds: “Impact
investors, tech-hubs and SME accelerators,
venture capitalists and crowd funding all offer
potential funding sources for good ideas and
dynamic business visionaries, but the days of
putting out your hand and getting a couple of
million seem to be over.”

‘I am the business’
According to Stilwell, personal loans and access
bonds issued in the entrepreneur’s personal
capacity are often used. “(This is) not what they
were intended for but they are seen as an easier
way to secure funds. This in many cases gets
SMEs in more financial trouble as the lending
agreement is not structured in the same way as
a business loan and could see the SME financing
short-term assets with long-term funding,” he
says. Rental finance is another option available
to smaller businesses. “Seen as an attractive and
viable option, rental finance is able to meet the
business’ cash flow and balance sheet needs,”
says Stilwell.
As for banks, Van Biljon says the financing
criteria are often onerous. “The banks are
normally strict in terms of the collateral
requirements and startup businesses are not a

Gerrie van Biljon, Business Partners

top priority.” This is backed up by Stilwell, who
says Mercantile Bank’s focus is on growing more
established entrepreneurs and business owners
who have demonstrated a proven track record of
operating in their chosen industry.
Stilwell says: “For our more established
business and commercial banking clients at
Mercantile Bank, the options consist of more
traditional offerings such as lending products
including sales agreements, overdrafts, terms
loans and commercial property finance.”

More than money
Wijnberg says the challenges faced locally are
not peculiar to South Africa, as in most countries
startups struggle the most of all businesses.
“Starting lean and mean, and relying on friends,
family and fools for early capital is still the most
frequent source of funds,” she says.
Those who secure funding from a private
financier also benefit from the business support
offered, something Wijnberg believes the poor
success rates prove is lacking from governmentfunded schemes.
Van Biljon says: “There is a need out there
to support existing businesses, those that either
obtained finance or used internal funding. Unlike
a large business with a full infrastructure, small
business owners are out to fulfil the role of all
disciplines in a business. It is uncommon to
find a perfectly balanced entrepreneur that is
competent in all the required skills. It is therefore
important to offer SMEs support.”

The experts agree that initiatives such as
the Small Business Development Ministry, tax
breaks for SMEs, the Technology Innovation
Agency and the various incentive schemes
offered by the IDC and the dti are moves in the
right direction, but there is still a long way to go.
“What’s lacking is to offer an effective
mechanism of financing to ensure delivery
is timeous and this is done on a sustainable
basis,” says Van Biljon. He adds that training
support for aspirant entrepreneurs should also
be a focus point.
On the ground, Wijnberg says there is a need
for more access points to the finance system
rather than one dti call centre in Pretoria.
She says the perception is that the centre is
manned by people who have little knowledge
of business so lack the experience to recognise
a good business opportunity. Further, she
says opportunities need to be better marketed
so that SMEs know where to go to access
government funding as many don’t know what
is available and whether or not they qualify.
She also believes there is a shortage of small to
mid-range loans because many are too large for
emerging business.
“The culture of entrepreneurship should
be promoted to ensure more participants
and more support for SMEs. All role players,
which includes government, large businesses,
the commerce chambers and other support
organisations, should be committed to promoting
entrepreneurship,” Van Biljon concludes.

“Starting lean and mean, and relying on friends,
family and fools for early capital is still the most
frequent source of funds.”
Catherine Wijnberg, Fetola
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Words of wisdom
What are the main challenges
that SMEs face and how can
they be successful? The Margin
investigates.
by Alison Job
photography Mzu Nhlabati

S

MEs currently employ 61 percent of the
country’s workforce. The government
has identified small to medium-sized
enterprises as key in tackling the unemployment
crisis. Which is all well and good, but is the
government nurturing an environment that will
allow small businesses to thrive? Because if it
isn’t, then the National Development Plan, which
envisages that about 90 percent of jobs will be
created in small and expanding companies by
2030, is nothing but a pipe dream.
The harsh reality is that South Africa’s
stringent policy framework and legislation is
making it increasingly difficult for SMEs to grow,
despite being identified as key engines for job
creation by the government. This, coupled with
a skills shortage – a problem particularly acute
in the channel – is hampering the ability of small
firms to create jobs.
Counting the cost of red tape for business in
South Africa, a 2013 survey by the Small Business
Project (SBP), notes that SMEs spent ‘eight
working days per month’ dealing with bureaucracy.
This time is spent dealing with frequent changes
in the regulatory environment, lack of access to
information and SARS’ inefficiencies.
More than two-thirds of the respondents (over
70 percent) noted it had become harder to run
a business in South Africa in 2013, according
to the latest SBP SME Growth Index, than the
previous year. That is in spite of rising sales.
The challenges are mainly to be found in the
domestic environment, rather than global
conditions. Business owners identified the top
barriers to growth as:
• Lack of skills (15 percent)
• Burdensome regulations (12 percent)
• Lack of finance (ten percent)
• The cost of labour (ten percent).

What has government done?

Greg Mason

Business and executive coach Greg Mason
clarifies: “Government is certainly acknowledging
the important role of small business in the
growth of the economy and job creation. Earlier
this year, government announced a R6.5 billion
boost in support of SMEs in the budget speech,
and also accepted recommendations of the SME
report by the Davis Tax Committee to ease SMEs’
compliance burden.
“More recently, president Jacob Zuma
created a new department of Small Business
Development, led by Lindiwe Zulu. So,
government is making all the right noises, and we
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can only hope that these measures will create
the focus on small business that will lead to
more policies, tax structures and programmes to
support small business enterprises,” says Mason.
“The key to all of this is to do away with the red
tape and cost of compliance that is associated
with taking advantage of the relief structures.”

Challenges faced by startups
Starting a small business can be perilous,
and Mason says most SMEs face the same
challenges when starting out. Over and
above the legislative barriers, these can also
include competition in the market, access to
funding and knowing how to properly manage
the all-important cashflow. Mason adds:
“Misunderstanding the market – not knowing
where or how to position their products and
services in the market, or even positioning
their offerings in the wrong segment and
therefore leading to pricing of products or
services incorrectly – is a common issue
among startups.”
Another challenge identified by Mason
is SMEs not knowing the key drivers of the
business (for example, understanding how
effectiveness of sales executives or performance
of operational delivery) and managing the key
performance indicators. He says: “Businesses
need to know what works and what doesn’t
work, but this can prove challenging for startups
as they don’t have track records established yet
through testing and measuring.”
Finally, small business owners often make
the mistake of trying to do it all on their own
instead of asking for help – or even hiring
people to assist. It’s just not possible for
one person to be all things and eventually
something important will slip through the gaps.

Define your USP
So what can an SME do to circumvent some
of these challenges? Mason proposes a variety
of approaches that the small business owner
can adopt. He says: “Merely offering a broad
solution won’t cut it – rather look at defining
your unique selling proposition (USP) and
really honing in on the value you offer to your
customers or target market.
“If you can’t differentiate yourself, you’re
wasting your time. Competing in today’s
dynamic business environment with no USP will
only open you up to bullying by competitors,
frantic scavenging of business and an inability to
meet the target market’s specific needs.
“It’s also key to understand the share of wallet
that’s available for your products and services.”
Mason recommends that small business
owners upskill themselves on how to run a
business before even contemplating starting
out on their own. “Many business owners have
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It’s just not possible for one person to be all things
and eventually something important will slip
through the gaps.
never done a course on finances, managing staff
or even preparing a business plan.”

Where’s the plan?
When it comes to finding that all-important
funding, it’s essential to put together a proper
business plan and approach multiple funders.
“Banks aren’t the only funding solution,”
says Mason. “Look at possible partnerships
and/or shareholders in the business to bring
in financing and cashflow. Ten percent of a
successful business is better than 100 percent of
a struggling business.”
He advises small business owners ensure
they have the time to focus on the money-

making activities of the business by considering
bringing in a partner or shareholder to do some
of the administrative functions. These activities
can also be outsourced.
It’s also important that SMEs test and
measure everything they’re doing so they create
benchmarks early on in the business. Mason
says: “Review your business results and key
drivers every month to see how the business
is doing. Track your breakeven, average rand
sale, conversion rate and margins to make sure
they’re consistent.”
Mason suggests that business owners leverage
online tools to help them speed up and simplify
their lives and even reduce their costs.

Gavin Meiring, Branson Centre of Entrepreneurship
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In it together
A small business requires skills and networks to grow. Where can entrepreneurs go to find what they need?
by James Francis
photography Mike Turner

G

rowing a new business is not simply a
matter of hard work and long hours – many
startups complain about the numerous
forces that work against a young enterprise.
Entrepreneurs interviewed for the 2011 Young
Upstarts report pointed to funding, red tape and
mentorship as areas where they need more help.
Other problems include networking, legislation
and acquiring business skills. So if someone
wants to start a business or take their company to
the next level, what is available to them?

Starting From Scratch
Nedbank has been hosting its Small Business
Seminars for ten years, giving a platform for
aspiring entrepreneurs to not only meet likeminded people, but also glean advice from experts.
“Nedbank has been working at how we can
support the small business sector for some time
now,” says Mark Rose, head of New Business
Developments at Nedbank. “During this time
the differences between a startup or early
stage versus a small established business have
become very clear. They are two very different
audiences and the business seminars have been
useful for people thinking of starting a small
business or are in early stages, namely younger
than three years.”
The seminars are supported by Nedbank’s
online portal, SimplyBiz. The website lets
entrepreneurs access networks in the same
industry, find advice and apply for funding.
Nedbank created the Small Business Incubator
Fund to help startups sidestep some lending
requirements. For example, security is often
a barrier to getting funds, but inclusion in the
incubator can take as little as a business plan.
The seminars have been incredibly popular,
prompting larger venues and more events during
the year, says Rose. “It demonstrates a need
from smaller businesses to get more knowledge
and more understanding for practical business
truths.” The two platforms help with networking
and training, with an emphasis on financial
knowledge and business fundamentals.

Rent-a-desk
One problem with a running a small business
is the isolation, especially if run from home.
This has encouraged the growth of communal
workspaces across South Africa’s major cities.
The Common Room, located in Johannesburg’s
Greenside suburb, rents out desk space and
other office facilities: boardrooms, uncapped

WiFi and free coffee, through pay-as-you-go and
subscription pricing.
“It helps you to be taken seriously,” says
Tabby Lorentz of The Common Room. “A space
like this has a receptionist, boardrooms and
services like coffee. It’s essentially your office
and projects the professional image that you
need in business.”
Networking is another big attraction to
communal offices. They’re a mixing place for
entrepreneurs and freelancers from all sectors: “I
expected people who work here to be in similar
industries, but that isn’t the case at all. All different
types arrive here. Often people who work in the
same industries start chatting and giving each
other advice. They also recommend businesses –
a lot of recommendations go through here.”
The mixed environment is a boost for social
lives, breaking the cabin fever of a home office.
But Lorentz says that it’s more productive too:
“People here seem to work more diligently
– they don’t faff around. You don’t have the
distractions of a home office.”

Screw it, let’s do it
It’s a hard fact that many small businesses
fail, but not due to a rocky start. A successful
startup can be scuppered when it starts to gather
momentum. Such enterprises need a higher
level of help and guidance, which is where the
Branson Centre of Entrepreneurship steps in. It
focuses specifically on helping new businesses
that are up-and-running.
But it’s not an incubator or investment firm:
the centre has no stake in the companies it

“Entrepreneurs
must learn for
the rest of their
lives and look at
themselves as a
work in progress.”
Linda Germishuizen, industrial and
clinical psychologist

helps out. Operational funding instead comes
from Richard Branson’s charity Virgin Unite,
with other contributions fed directly back into
the entrepreneurs.
“We’re in the business of helping businesses,
so we run the centre as a business just with zero
percent profit,” says Gavin Meiring, the centre’s
marketing and communications manager.
This is done through a series of seminars,
training, access to gurus, mentorships and other
services. To qualify requires a business plan, a
registered business moving towards compliance,
and getting past the roughly 1 500 applicants
for one of the 120 annual spots. It’s a lot of
competition, but getting in means help with the
problems of a growing business, such as dealing
with red tape. According to Meiring there are
a minimum of 55 legislative procedures to get
through in the name of compliance – a daunting
challenge for any young business.
The centre also fosters mentorships, drawing
from a large pool of business veterans. Mentors
are sought-after by entrepreneurs, yet Meiring
says they’re not as scarce as it may seem:
“Mentors aren’t just CEOs. Anyone who is in
business can be a mentor. Don’t be stuck to your
sector. There are very few things that haven’t
been tackled in other business sectors.”

Get Coached
As a business matures, challenges will change.
The only constant is the person (or people)
running the business. To ignore this is a big
mistake, says Linda Germishuizen, industrial and
clinical psychologist: “Entrepreneurs must learn
for the rest of their lives and look at themselves
as a work in progress,” she says.
Coaches are useful for quick interventions and
problem solving, but Germishuizen notes a longterm approach holds the real benefits: “Coaching is
not about me bringing a model to you. A model is
useful to deal with an issue. But a lot of the change
happens because of the strong connection between
the business owner and the coach. It’s a connection
where you’re comfortable, feel safe and willing to
explore aspects about yourself and your business.”
Yet the industry has a bit of a bad reputation.
Germishuizen concedes that even qualified
coaches don’t always come with adequate
experience and advises that you do your
homework: “Interview several qualified coaches
and ask for references. You have to take it
seriously. It’s a partnership, so you must get the
right partner.”
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Desperately seeking
assistance
Despite often being monetarily-challenged, business help does exist for SMEs, provided they know where to turn.
by Rodney Weidemann

T

he high rate of SME failure is no simple
issue to dissect, but there can be little
doubt that often, it’s simply due to a lack of
resources. After all, SMEs usually consist of the
business founder, along with perhaps a few junior
employees, meaning the owner is forced to do
most of the administrative tasks alone.
Seeking assistance with tasks such as crafting
business plans, developing strategies, managing
finances, looking after human resources or
marketing issues is usually deemed too costly
by owners.
Nonetheless, there are solutions available to
SMEs, says Tallies Taljaard, managing director
of The Business Angle Incubator. “The aim with
this incubator is to provide access to low-cost
accounting practices, as well as financial
assistance, marketing and CRM systems, not to
mention assessment tools for their business.
“Our goal is to get SMEs focused on these
aspects of their business as early as possible,
because too often, SMEs wait too long before they
seek to implement such tools,” says Taljaard.
“This failure to act early is often caused
by the fact that most SMEs are launched by
entrepreneurs, who are generally ‘ideas people’.
The trouble is that they may be creative, but
they’re often not cut out for the more mundane,
daily tasks of running a business. We assist
them with interpreting the practical knowledge
they need to keep their business afloat, as
well as aligning them with additional market
opportunities and assisting them to develop
better strategies.”
According to Jacqui Gogele, anchor at
Channel N, another organisation dedicated to
providing assistance to this market segment,
SMEs should look to align themselves with
existing development programmes.
Gogele says that if an SME has an IT-related
solution, the bigger vendors – including
Microsoft, IBM and Oracle – often have
programmes that they can join. For SMEs
outside this sector, the dti sometimes runs
similar programmes.
“The real challenge for most SMEs,
however, lies in actually identifying what they
require and then accessing resources that will
work with them for the kind of money they
have at their disposal. The most common

Looking for an outsource
partner?
• Choose specialist partners in each
key area (finance and accounting,
marketing, HR).
• These partners should have references
in the SME market specifically.
• Where possible, use other SMEs as
partners, as they will better understand
the challenges and concerns faced by
your business.
• SMEs should seek outsource
partners that can work within a
shoestring budget.
• word-of-mouth referrals work best, so
ask your network who has helped them.
• Finally, get to know them personally,
so you know they will be accessible,
solve your problems as quickly
as possible and always have your
business interests at heart.

challenge seems to be the need for marketing
and sales assistance, in order to get their
great idea out to market as quickly and costeffectively as possible.”

Other ports of call
There remains hope for SMEs, though, as there
are more options available than may appear at
first glance.
Ravi Naidoo, executive director for economic
development at the City of Johannesburg
points out that the city is strongly focused on
developing the SME sector. The municipality is
developing small enterprise hubs to help with
training and mentorship for entrepreneurs.
“The Business Place is one of our success
stories. It provides business support services
to the SME market, including referrals,
training, workshops, networking and
business opportunities. In particular, we see
a lot of potential for ICT SMEs and we’re
encouraging applications development and an
increasing focus on environmentally-friendly

technologies, as these fit in well with the city’s
own long-term strategy.”
Taljaard says SMEs simply need to do some
research beforehand, and they’ll be able to find
solutions that meet their needs.
“From the Business Centre, which provides
furnished offices, reception services and servers
and internet connectivity, to individual solutions
like FinFind that helps with preparing business
plans, BluWave CRM or SMEasy, which is
packaged as a total incubation solution for small
business, the assistance needed is out there.”
“There’s also Microsoft’s 4Afrika initiative,
which has aggregated a range of best practice
services, thereby making them more affordable.
In addition to this, the Student-to-Business
programme brings together graduates seeking
work experience with SMEs seeking costeffective skills. This is critical, as too often,
those seeking to help small businesses confuse
help with money. For most SMEs, access to
specialised skills is even more vital than access
to additional capital,” Taljaard concludes.
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The Connected SME
A visual guide to the key
findings of the SME Survey 2014
by Arthur Goldstuck, principal
researcher for SME Survey.
The SME Survey is the original and largest representative survey of SMEs
in South Africa and has contributed ground-breaking research into the forces
shaping SME competitiveness and sustainability since 2003. Sponsored by the
Small Enterprise Development Agency (Seda), Business Connexion and Microsoft,
the SME Survey 2014 was conducted by interviewing over 1 400 respondent
businesses that employ up to 200 people. No single-person companies were
included. We’ve presented some of the key findings below.

Key findings about the
SME business
The headline finding of the survey was that
a small business owned by a woman has a better
chance of being profitable than one owned by a man.

78%

owned by women

70%

52%

owned by men

jointly owned

To give more depth to those figures...
Of the female-owned SMEs:
15 percent are strongly profitable
63 percent are just profitable

Of the male-owned SMEs:
20 percent are strongly profitable
49 percent are just profitable

The overall picture of South African small business shows
that less than one in five is thriving: 17 percent of SMEs
surveyed are ‘strongly profitable’ while 45 percent are ‘just
profitable’. However, this does leave a significant percentage
under some distress: 38 percent are not making a profit.
17%
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And of the jointly-owned SMEs:
16 percent are strongly profitable
37 percent are just profitable

FACT
45%

38%

City-based
businesses
were
the most
profitable.

Reaching your market

STATS
What gives SME owners the most
sleepless nights, specific to their
individual situation?
Lack of market
knowledge

Lack of IT
knowledge

If you’ve been relying on e-mail adverts and business hasn’t been great, the
survey’s findings would tend to agree. See what SMEs found to be the most
successful forms of market communication.

What’s the most effective way that SMEs market their business?
28.6%

26.0%

1.7%

23.4%
12.3%

11.8%

4.5%

3.4%

sales reps

social
media

Managing finance

Making
ends meet

18.2%

15.5%

online
adverts

networking
(face to
face)

word of
mouth

print
adverts

0.1%
e-mail

Technology picture
Understanding how SMEs view and consume technology services can
help to position solutions to this market segment or better tailor packages
to their requirements.
Finding staff

Providing for family

17.9%

16.2%

More generally, what gives SME
owners sleepless nights?

Staff
Qualified
staff

13.3%

Which online
services do you use?

49.9%
daily

17.7%
weekly
14.8%
continuously

47%

Crime
Sales

How often do you
back up your data?

12.8%
monthly

A correlation of the survey’s findings was that the
more efficient businesses (those that backed up their
data more often) were more likely to be among the
most profitable ones.

13.2%

62%

35.5%

27.2%

24.4%

20%

13.5%

banking

e-mail

cloud

social

backups

accounting

Preferred source of
acquiring cloud

Which factor is most
important in selecting
a cloud provider?

5%

54.6%
35.2%

4.8%

27.8%
21.5%

18.3%

2.2%

8.8%

Telco

Online

Retailer

Cloud
resellers

an
international
player

price

3.5%

a local player

* Not all responses are displayed hence percentages
may not add up to 100 percent.

11.6%

8.5%

24/7 realtime support

IT problems

ISP

Competition

Key technology finding for the channel
IT problems and lack of IT knowledge are of concern to SMEs. Cloud is a key solution area for SMEs as it
offers agility, scalability to match requirements and reduces the skills and costs necessary to maintain key
IT infrastructure. The above results indicate that SMEs are most likely to buy solutions from a local cloud
reseller, and this offers a good area of opportunity to target this ever-growing market segment.
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Special focus

How can I help?
Small businesses need to deliver a
customer experience that is as good
as – if not better than – that offered
by their enterprise counterparts.
CRM software and effective training
both have a role to play.
by Georgina Guedes
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I

f an agent is condescending or demanding, 62
percent of consumers say they’re likely to seek
an alternate vendor. Nearly half (48 percent)
would seek an alternate vendor if the agent lacks
appropriate knowledge and 47 percent would
do so if an agent shows a lack of effort. These
statistics, revealed in the Interactive Intelligence
Group’s second annual Global Customer Service
Survey, highlight the fact that a single customer
experience of a single individual within an
organisation can result in the loss of business.
And many of these customer service agents are
dealing with hundreds of people every day.
The survey sought to answer the question:
What are the customer service expectations
and preferences of consumers and the IT
professionals who work for companies
providing service?

“This survey uncovered many interesting
differences between the attitudes of consumers
and IT professionals,” says Joe Staples,
Interactive Intelligence chief marketing
officer. “For instance, while 61 percent of IT
professionals found interactive voice response a
valuable service, only 37 percent of consumers
did. These types of findings are the first step
toward better aligning the expectations of those
receiving and providing service.”

Three steps to a better
experience
There are three solutions to support any
organisation in its goal of providing exceptional
customer service. They are agent training,
customer relationship toolkits and customer
relationship management (CRM) software. CRM,

“While speed and quality of service is a big concern
to small businesses, having a valuable relationship
with clients is an even bigger concern that enables
repeat business.”
Adrian Dubru, Nedbank
This, he says, makes it possible for small
businesses to retain a competitive edge, as it’s vital
to their business for them to provide equivalent
customer service to larger organisations.
“Small businesses face competition from
various players, larger retailers, online channels
and other businesses,” he says. “While speed
and quality of service is a big concern to small
businesses, having a valuable relationship
with clients is an even bigger concern that
enables repeat business. As a client database
increases, managing relationships becomes
more challenging. A CRM system will allow
businesses to have the latest and relevant
information on their database of clients to ensure
the relationships stay strong.”

Looking locally
JJ Milner, chief cloud architect and founder of
Global Micro, agrees that SMEs have to deliver
service and insights that are comparable to their
enterprise counterparts.
“South Africans expect a high level of touch
from their service providers. This is particularly
true of SMEs. So an exceptional customer
experience is ‘table stakes’ if you want to be a
cloud service provider servicing this market.”
Global Micro’s business model operates
through the channel, which means that Milner’s
team actually has two customers: resellers and
customers. “We think about customer service
in the reseller context as including all the tools,
training and expertise required for them to provide
exceptional experiences to their end customers.”

The training piece of the pie
once the domain of big business, is now, in some
form, an affordable option for SMEs too.
“Effective and efficient client service is an
important element to any small business,” says
Adrian Dubru, the senior manager of Small
Business CVP and Innovation at Nedbank. “CRM
is a vital tool in managing client information, which
helps in creating valuable long-term relationships.”
As a business blossoms, he notes, so does
the need for an effective CRM solution. “As
your client base grows, the need to have a CRM
solution in place becomes more imperative.
CRM systems have evolved over the last few
years to provide businesses with more than just
basic client information – behavioural as well as
preferences and interests are valuable elements
of information that can be used to enhance
relationship with clients.”

While CRM systems and customer toolkits are
vital tools in maintaining the golden thread of
customer communications across multiple agents
and customers, as Milner points out, they’re not the
only tools in the customer relationship workshop.
Training is critical in ensuring that agents speak
to customers with confidence, motivation and
authenticity – the very characteristics that the
Interactive Intelligence Group’s survey revealed are
likely to retain customers.
“CRM systems merely provide you with
relevant client information in creating and
establishing a valuable relationship with your
customers,” says Dubru. “Skills training is
still required among staff to ensure the CRM
information is utilised in a meaningful way to
maintain a valuable client relationship.”
Training should be rigorous and thorough. It’s not
enough to simply tell an agent to sound happy and
confident when they answer the phone or greet a

customer, for example; they should rather be given
a deeper motivation as to why they should sound
that way, and why they should want to.
“Proper training means working on
communication as well as understanding the
subtext within communication – that means
working on real listening skills and building the
confidence of the employee to respond to and
participate in the conversation,” says Caryn
Katz, voice coach and customer relationship
management trainer. “The training needs to move
away from books and manuals and rather get stuck
into the practical experience of how we connect
with others in meaningful and powerful ways.”
This has the benefit not only of customer
retention, but also of improving work conditions
for and empowering the employees themselves.
“When we empower staff to build their own
skill set, we can expect contributions that are
much more dynamic and warm,” says Katz.
“We’ll be nurturing people who think creatively
and speak with clarity. This is a life skill that
can benefit employees in every aspect of their
communication.”
It’s clear that CRM and focused training both
have a place in ensuring that small businesses
develop a customer-facing front that allows
them to punch way above their weight as
service providers.

Top training tips
Caryn Katz, coach and trainer, provides
these tips for creating responsive,
confident staff:
1.	Practice techniques for being present
and in the moment, whether this is
about learning to steady the breathing
or some mindfulness techniques.
2. Drawing from the philosophy of
‘unconditional positive regard’,
approach each interaction in a positive
and open manner.
3.	Encourage personal health and
wellbeing.
4.	Tell stories to unleash expressiveness.
5.	Be open to unexpected outcomes.
Focus on ‘yes’ when possible to
authentically agree with your client.
Let your first thought be, ‘What can I
agree with here?’ By accepting and
acknowledging your customer’s idea,
you can build on it and extend it to
create ultimate ‘buy-in’.
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Changing face of procurement
Seller beware! Disruptive digital technology is shaking up the global ICT industry and is set to change technology
procurement for businesses.
by Simon Cashmore

T

he fast rise of digital technologies has
triggered a seismic shift in the global
ICT industry that will topple the current
hegemony of big multinational vendors and
create a host of opportunities for agile and
innovative suppliers.
The first wave of digital technologies, which
delivered mobile computing and social media,
has already exposed the vulnerability of many
big enterprise vendors. Suppliers such as
Microsoft, Oracle, SAP, IBM and Cisco are finding
it increasingly difficult to generate new revenue
from their once-dominant legacy systems and
are struggling to capitalise on the boom in digital
technologies. It will become more difficult for
these suppliers as digital technologies assume
greater importance within the enterprise,
and command a bigger share of ICT budgets,
because of their power to disrupt and redefine
businesses and their markets.
The magnitude of the upheaval due to hit
the ICT industry is revealed in Gartner’s recent
international survey of CIOs. Around 70 percent
of the more than 2 300 CIOs canvassed by the
research group globally expect to change ICT
suppliers within the next two to three years. In
South Africa, the figure is even higher. Close to
85 percent of local CIOs plan to change their ICT
technology and services vendors.
The inability of established ICT suppliers to
provide services and products that use digital
technology to deliver business benefits is a key
source of CIO dissatisfaction. CIOs are coming
under growing pressure from their executives
to harness digital technologies for the strategic
advantage of the business. Many aren’t getting the
support they need from their current ICT suppliers,
notes George Ambler, executive partner at Gartner
South Africa. “Around 46 percent of the CIOs we
surveyed are looking to work with new categories
of service providers to enable them to capitalise
on technologies such as mobile computing, digital
marketing, big data and social media. Close to 45
percent of the CIOs looking to change their ICT
suppliers cited lack of innovation as the reason
they want to change vendors,” adds Ambler.

Expensive and inflexible
The Gartner survey contains further warnings
for ICT vendors. Their pricing and service is
becoming a bugbear among CIOs. More than half
the CIOs who intend changing ICT suppliers cited

pricing, service quality and contract inflexibility
as the reasons for their dissatisfaction. High
charges and aggressive enforcement of service
and software agreements are raising the hackles
of local CIOs, says Ambler.
The difficulties experienced by the big
multinational vendors won’t disappear. They’re
a consequence of far-reaching changes that will
reverberate throughout the ICT industry. Gartner
reckons the global ICT industry is entering a
new era that will redefine the role of technology
within the enterprise. The era of industrialised IT,
says the research firm, is giving way to a new era
of digitalisation.
“The era of industrialised IT concentrated
on processes and emphasised the efficiency
and effectiveness of services and solutions
that supported the business,” says Ambler.
“The era of digitalisation is defined by the
interconnectedness of businesses, people and
the Internet of Things. It recognises the disruptive
power of digital technology and its ability to
create business opportunities that capitalise
on new experiences and connections with the
consumer,” adds Ambler.

A new dawn
The emergence of digital technologies like mobile
computing, social media and digital marketing
is just the beginning of the era of digitalisation,
claims Gartner. In 2020, it estimates, there will
be 30 billion devices connected to the internet
and the Internet of Things will generate revenue
of US$1.9 trillion. Smart mobile devices will
dominate the ICT agenda. “Sectors such as
financial services, government, healthcare
and education are ripe for disruption by digital
technology,” says Ambler.
He points out that the ICT industry is in
transition between the eras of IT industrialisation
and digitalisation. It’s a shift that could take
ten years to complete. Until then, CIOs have
to juggle the demands of both. They need to
continue to deliver robust, cost-effective systems

and services that support the objectives of the
enterprise while also embracing the digital
technologies that will define how business is
conducted in the future. “CIOs are being pulled
in both directions. Some have made the mistake
of just sticking to what they know while others
have neglected their legacy systems and rushed
headlong into digital. Balance is essential,”
says Ambler. Gartner recommends a ‘bimodal’
approach to these twin demands that enables
enterprises to maintain and renovate their core
systems while also exploiting the potential of
new digital technologies.

Changing the playing field
The era of digitalisation’s rise has begun to
change not only the type of products and
services enterprises need to acquire but also
the ways in which they’re sourced, delivered
and purchased. Cloud computing, one of the
main drivers of the new era, has shown the
power of niche firms such as salesforce.com
and Mimecast to successfully compete against
giant multinational ICT suppliers. The rise of
mobile computing applications and social
media has created a myriad opportunities for
small companies to grab a slice of corporate ICT
budgets. “Big businesses will increasingly look
to small specialist companies to provide the
technology and skills they need to be innovative
in the digital era,” says Ambler.
Relations between enterprises and ICT
suppliers are likely to become far more flexible
and dynamic. Supplier management will be a
key concern of corporate CIOs.
The arrival of the era of digitalisation has
started a shake-up in the ICT industry that will
inevitably topple some of the current giants of
the sector. During this period of transition, it’s
unclear which emerging suppliers will come to
dominate the digital era. When quizzed about
which suppliers could meet their future ICT
needs, only one stood out as a likely champion
of the digital era: Google.

Around 70 percent of the more than 2 300 CIOs
canvassed by the research group globally expect to
change ICT suppliers within the next two to three
years.
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Under the spotlight

JJ Milner, Global Micro
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Aligning for
mutual benefit
Programmes are a key part of a vendor’s go-to-market strategy. But what
makes a good one?
by Adrian Hinchcliffe
photography Karolina Komendera

H

ere at The Margin, we’re often sent news
releases about ‘exciting developments’ in
a particular vendor’s partner programme.
Sure, they’re important to the vendor and to
its community of partners, but that’s likely to
be relevant to only a niche part of our diverse
channel readership. So rather than focus on
specifics for one individual vendor, we thought
it best to undertake a broader investigation into
partner programmes.
Perhaps the most logical jumping-off point
is understanding the motivations behind why
a vendor needs a partner programme. It’s the
basics, but partners provide technical skills
on the ground and access to clients that the
vendor can’t easily reach by itself, especially
as it expands into new geographic territories or
vertical sectors. JJ Milner, MD and founder of
Global Micro, elaborates: “The ultimate drive for
a partner programme is to foster more growth
with resellers, close more sales, allow resellers
to make more money, increase margins and
capitalise on reseller success by assisting with
technical competence, among other functions.”
Stefan Diedericks, alliance and channel
director at Oracle SA, believes a successful
partner programme can be distilled down to
three main areas of focus. “It needs to address
the issue of brand protection, for both the vendor
and the partner; the issue of self-sufficiency
through certification; and incentivisation to assist
the partner to drive their own destiny within the
market environment.”
Milner says: “A good partner programme will
provide guidance and a proven methodology to
ensure their (the partners’) success.”
The 2112 Group, a US-based channel advisory
firm, asserts that there are several fundamental
pillars to a partner programme and reseller
network. These include:
• customer identification and segmentation
• defining the value and opportunity
• developing an economic model (including
discounts and rebates)
• creating a channel team and infrastructure
• building training and enablement tools
• engaging in marketing.

More than a programme
Through the course of our discussions with
the various executives involved in this article,
there was an unspoken realisation – partner
programmes are not simply a set of documents,
precious metal-tiered rebates, certifications or
activities; these programmes form a fundamental
part of execution of the channel strategy for
vendors and underpin the relationship between
a vendor and each of the partner in its ‘go-tomarket’ arsenal.
Milner drills down into the key objectives for
each party. “The vendor wants to make sure
its partners have invested and aligned their
businesses so it has absolute faith in the ultimate
end-customer experience. The reseller wants to
accelerate its business and make sure that it’s a
stronger business for having partnered with the
vendor,” he says.
Larry Walsh, CEO and chief analyst of the
2112 Group, agrees that the relationship has to

“As a partner,
you need to
understand how
a vendor and
its solutions fit
strategically
into your
offering. Create
a business plan.
Look around and
research.”
Larry Walsh, 2112 Group
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be mutually beneficial. A key tenet to that is
the vendor’s philosophy around how it views its
resellers, he says. “Is a vendor going to treat its
resellers as customers or partners? And if they
are seen as partners, then there has to be mutual
benefit for that relationship to work.”
Another point to consider is whether the
relationship is a short-term, opportunistic one,
or a longer-term one, providing greater value.
This will guide how invested each party is in
the partner programme. Walsh says: “Before
a partner signs up with a vendor, they need to
understand why they’re joining. A lot of partners
make the mistake of looking at a vendor and
thinking, ‘They’ve got a cool product and
customers will buy it’. That’s opportunistic, not
strategic.”
Adds Milner: “Opportunistic partnerships
don’t stand the test of time. Typically with these
types of partnerships, the value proposition
between the partner and the vendor hasn’t been
established. They meet very briefly when a
transaction comes up and there’s no alignment.
This means margins may not be sustainable,
and conflict may come in because opportunistic
partnerships are normally non-exclusive; the
partners usually have limited success because
they haven’t invested in the reseller programme,
so you end up with a generic type of partner
programme, with little engagement between the
two parties, resulting in diluted success.”
Says Walsh: “As a partner, you need to
understand how a vendor and its solutions fit
strategically into your offering. Create a business
plan. Look around and research. There’s an
unhealthy perception within the channel
globally that the vendor dictates the terms. The
partner has just as much right to interview and
interrogate the vendor on whether they’re good
enough to represent.”
He adds that because of the volumes of
partners they have to engage with, vendors
have to take a template approach when it comes
to creating partner programmes. “Partners do
have the ability to ask about customising an
agreement or programme, they have to engage
and negotiate and create a valuable business
relationship,” Walsh advises.

Open to negotiation
Oracle’s Diedericks agrees that programmes are
generally designed with a global outlook, but
that doesn’t mean the programmes should follow
a ‘one size fits all’ approach. “A great partner
programme puts the partner first, and considers
their requirements in driving it forwards. But
unless the vendor makes it real for the local
partner, they’re probably heading for some form
of disaster,” he says.
“Some of our programmes are customised
to specific partners to help them achieve their
targets,” adds Andre Swanepoel, channel
and alliances manager, NetApp SA. NetApp’s
partner strategy is focussed on a small,
exclusive group of ten top-tier integration
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Position yourself well
Globally, vendors only really care about their top tier of partners, says the 2112 Group’s Larry
Walsh. He reckons there’s a 90/10 ratio – about ten percent of partners drive about 90 percent of
activity. But that’s not necessarily just the larger partners. “Plenty of small companies get attention
because they’re productive,” he says. “Some small companies may complain that they don’t get
a significant part of a vendor’s attention, but they probably don’t warrant that investment. The
challenge for a partner is to become the best investment opportunity. Vendors are interested in
developing a healthy relationship with partners that are unique. Partners need to understand how
to make themselves more relevant to customers and vendors,” says Walsh. “The vendors will then
make some concessions.
“Partners need to have a sense of themselves. They need to have a mission specific to their
market and differentiate themselves from the competition. Partners often think of themselves as
resellers, but if they’re simply a ‘pass through’, what value are they bringing to the equation?”

partners in South Africa, which means that each
partner has its own NetApp account manager
who sits with the partner on a regular basis,
making that level of customisation possible.
A more general way that programmes can be
tailored to partners’ requirements comes in the
form of feedback into the programme’s design.
Diedericks says Oracle has a partner advisory
board that meets on a monthly basis to provide
insight to feed back to the central corporate
team. “There was one particular example of
local partner feedback going up and coming
back down again in an update in the next partner
programme – that took around 12 months but
it shows that the feedback loop is working. I
believe it’s less about pushing to partners and
more about listening and supporting them.”
That brings us on to the concept of refresh
rates. It’s understood that partner programmes

are living, breathing entities and updates are
necessary, but Walsh highlights that, ideally,
updates should be minimal. “Consistency,
continuity and stability go further than constant
change. Try to build structures that don’t
require radical changes, but can be tweaked
and improved,” says Walsh. “Vendors have to
remember they’re not the only ones talking to
partners. On average, partners have between
four to ten active vendor relationships,” he adds.
The key to running a good partner
programme then, according to our experts,
is create something with partners at the fore,
while keeping it structurally stable. And the
advice for partners is don’t be persuaded by the
shiny lights and ensure the vendor’s offering
and programme are right for your business.
Both parties need to invest in making it work in
order to derive benefits.
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In a tough economic climate, it can be challenging for ICT providers like you to offer your customers the
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Program allows you to do just that. sell one or more of our range of hosting products and services,
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be available to assist you at all times.

mWeb. We mean business.

Contact 087 700 0111 now or e-mail business@mweb.com

*T’s and C’s apply.

Protect your Customer's network
Buy Cisco Products from our
Authorised Distributors
Axiz Workgroup
Email: Siyandiswa.Mthanti@axizworkgroup.com
T: +27 11 654 6146
Tarsus Technologies
Email: Rsteenkamp@tarsus.co.za
T: +27 11 531 1000
Westcon Group
Email: bavika.singh@westcon.co.za
T: +27 11 233 3333

To check Authorised Distributors in your region and for
any further information please contact Cisco Brand
Protection team at brandprotection@cisco.com
Visit our website cisco.com/go/brandprotection

facebook.com/CiscoSouthAfrica

In the trenches

The retail challenge
In the no-holds-barred world of ICT retail in South Africa, success and failure are sometimes separated by the slimmest
of margins, and only the toughest competitors last the distance. The Margin decided to find out how two Durban-based
retail businesses in this sector delineate the careful balance between triumph and disaster.
by Rodney Weidemann
photography Rob das Neves

PC Zone
of home users are looking to install their
own home networks. It’s also interesting to
note that many shy away from wireless,
preferring instead to buy cable, accessories
and tools to DIY their own cabled networks.
What are the biggest challenges you face?
The challenge I like dealing with the least is
finding someone to replace a long-serving
staff member. It’s always so difficult, as you
have to start all over again training a new
employee, and ultimately it takes a long
time to fill the knowledge hole that is left
behind.
What’s been your best-selling category in
the past year?
There is no doubt that data storage is by
far the fastest-growing and fastest-selling
category at present. It really seems like
people can never have too much storage.

Greg Quail, GM, PC Zone

Describe your business
PC Zone has been in operation for 15 years
and has always dedicated itself to giving
the end user the best quality hardware,
software and peripherals at a competitive and
affordable price. We differentiate ourselves by
offering our clients high-level expertise in an
easy-to-understand way.
What does your typical customer base look
like?
This one is very difficult to answer, as
our customer base is so vast, covering
everyone from IT professionals purchasing
for companies, to teenagers with loads
of knowledge, to people who understand
absolutely nothing about ICT and are
getting into computers for the first time. I
find it amazing how many of our customers
are purchasing computer equipment and
peripherals for the first time.

What’s been your best-selling product in the
past 12 months?
Without naming a specific brand, I can
safely say our entry level laptops have sold
really well in the last year. More and more
people are clearly getting into IT, for various
reasons, although I think students seem to
be the biggest group buying in our stores
at the moment. I suppose they all require
access to e-mail and the internet, along with
the ability to be portable on a limited budget.
What’s not selling as well as expected,
despite a big push from vendors/
distributors?
Conversely, our high-end tablets have not
been moving as fast as we would like. There
seems little doubt that everyone wants one,
but the price point at the moment seems
to be out of reach of most consumers. The
majority seem to be purchasing smaller, noname brands instead.
What’s been the biggest surprise product?
I have certainly been surprised to note how
well network cabling and accessories have
been selling. It seems an increasing number

What’s the strangest question/request
you’ve been asked by customers?
I’ve had a customer come back to our store,
screaming and shouting at one of our sales
people and accusing them of not having a clue
as to what they were selling. After calming
the customer down, we asked him to explain
his problem. When he told us that he had
come here specifically looking for an optical
mouse, I replied that, in fact, all our mouses
were optical ones. In response, he threw the
mouse at me, exclaiming: “how can this be an
optical mouse if it has a cable?” He was kind of
sheepish when we explained to him that what
he wanted was a wireless mouse, rather than
an optical one.
What defines a good day?
It may sound shallow, but a good day is
always one where sales are good and our
margins are up. And of course, it’s always
nice to have days when everything just runs
according to plan as well.
Who is your business or technology hero,
and why?
It might be a little clichéd, but it would have
to be Bill Gates. I don’t believe computers
would be anywhere near where they are today
without him. Moreover, doing everything he
has done in growing the Microsoft empire
indicates that not only is he an IT genius, he’s
also one heck of a businessman.
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our storage.
The power of choice.
Martin Gossner
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Entrepreneur,
Innovator.
20,424 songs played,
9,752 engineering hours,
1,352 components utilized,
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256 homes converted,
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In the trenches

iComputing Solutions

What’s been the biggest surprise product?
There have been two very interesting
product ranges that have surprised us – the
Thule range of backpacks, covers and bags
has been a very big seller, as have been the
portable backup battery kits by Swiss. We
only took the latter on as a trial and they‘ve
really sold beyond expectations.

What does your typical customer base look
like?
Our company’s clientele is divided into three
areas, namely the education sector – mostly
tertiary institutions; the end-user, who mostly
utilises our retail store; and the enterprise
market, which is mostly serviced by our
workshop facilities. I would say the split is
about 30 percent education, 60 percent
enterprise and ten percent end-user. The retail
space is, however, growing rapidly, as more
people see the benefits Apple offers and at
the same time the perception that Apple is too
expensive is changing.

Pravin Ramlall, CEO, iComputing Solutions
photography supplied

Describe your business
We’re an authorised Apple retailer, but
our differentiator is that we also focus
extensively on the service, support and
maintenance side. Our people have the
necessary skills sets and we have a fully
kitted-out Apple workshop, although we
also do callouts as required. Our offering
is an end-to-end one, which includes
warranty assessments and after-market
upgrades. We’re one of only a handful of
Apple service specialists in our region, and
we have technicians that are certified on
the Apple server platform, which is a niche
market where we offer high-end support and
deployment services.

What’s been your best-selling category in the
past year?
In the enterprise space, our biggest seller
is definitely the iMac range, while in the
retail market, our laptops are certainly the
biggest movers.
What’s been your best-selling product in the
past year?
This would have to be either the MacBook
Pro or MacBook Air.
What’s not selling as well as expected,
despite a big push from vendors/
distributors?
One product that has been a surprisingly
slow mover in our store has been the
iPad. Although we’ve seen students go
for this product, because it’s becoming a
requirement in universities, we still regard it
as a slow mover. I think part of the reason is
simply that Apple released the iPad 4 and
the iPad Air in quick succession, so a lot of
those who purchased the iPad 4 felt there
was no need to upgrade again so soon.

What are the biggest challenges you face?
One challenge we still face is the general
perception that Apple products are too
expensive, while the availability of spares
can be a challenge sometimes too. This,
in turn, leads to another difficulty, which I
like to refer to as the ‘now-now’ challenge:
the fact that regardless of the type of repair
required, people expect their device to
get fixed immediately. The other major
challenge we face as an independent Apple
retailer is that there is only one Apple
distributor in this country, and it also owns
the iStores. This means that in situations
where there’s a shortage of stock – like over
Christmas – its stores get first allocation of
what is available. It’s a bit like trying to play
football against someone who is both player
and referee at the same time.
What’s the strangest question/request you’ve
been asked by customers?
It was a customer who somehow managed
to miss the Apple logos all over our store
and came up and asked whether we could
assist with repairs to his Samsung.
What defines a good day?
For me, customer satisfaction and seeing
clients walk out the door with a smile is
the most critical issue. Obviously sales are
important, but a good day is one in which
every customer leaves the store 100 percent
satisfied with what we’ve done for them.
Who’s your business or technology hero,
and why?
This probably won’t be a surprise: Steve
Jobs. The manner in which he built the
Apple brand and designed its innovative
products, he’s someone who really
changed the world, by changing the way in
which consumers approach these types of
products and the manner in which they are
incorporated into our lifestyle. Besides, if it
wasn’t for him, we wouldn’t be in business
today.
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Let the sun shine
Solar power: the secret to shifting
tin and still making double-digit
margins in tough times.
by Carel Alberts
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olar in your IT solution portfolio? The
idea may seem far-fetched, but there are
synergies to be had and it can be a lucrative
opportunity, according to Mustek. Opponents
might point to solar having very little to do with IT.
Functionally, it falls under facilities management, so
it seems a stretch to approach the IT manager with a
standalone solar system.
Jack Ward, MD of power-provisioning
specialist Powermode, disagrees: “Solar
photovoltaic (PV) solutions can complement
uninterruptible power supply systems in an IT
resellers’ product portfolio,” he says. “It could

open the way for thousands of IT businesses
to take advantage of the tidal wave of interest
in solar.”

Is it viable?
Solar is not a new technology (it’s been around
since the 1960s), but it’s never been a viable
‘alternative energy’ source commercially. “Five
or six years ago, the return on investment [ROI]
was between ten and 20 years,” says Michael
Cassidy, project manager for solar at Mustek.
Then, due to historic developments in Europe,
demand for solar spiked and plummeted in short

order, leading to a massive drop in demand and
lower-cost panels flooding the global market.
“Suddenly, it became interesting to commercial
users everywhere,” says Cassidy.
Locally, Eskom at one stage offered new
sites R1.20 per kWh produced over the first
three years – effectively a rebate of 30 percent.
“Overnight, the ROI was closer to five years.
Most companies could justify the investment,”
says Cassidy.
Despite Eskom’s subsequent withdrawal of the
incentive and the rand’s continued weakness,
solar continues to make sense, he says. “That’s
how we got into it, both as a user and marketer.”

What are the margins like?
Mustek has turned the roof of part of its Midrand
premises into a solar farm, and with positive
results (see sidebar). ‘What’s good for us is good
for any large power user’ was the realisation that
led the company to offer solar installations as
a channel opportunity since July 2013, mostly
in Johannesburg. “It is garnering quite a bit of
interest,” says Cassidy. “As the market develops
and we develop capacity, we will roll it out to the
branches (Durban, Cape Town, Port Elizabeth,
Bloemfontein, Nelspruit and Polokwane).”
Installations range from 20 kW to 600kW. “Our
focus is on commercial rooftops, so a businessto-business model,” he says. “We believe
commercial rooftops offer the best opportunity
for our channel, as businesses can relate to the
idea and budget for the ROI. They also appreciate
the importance of securing electricity supply and
controlling costs of such a valuable resource,
without which they cannot function.”
Commercial installations should net resellers
substantial margin, Cassidy says. “The solar
opportunity reminds me of the IT industry in the
early ‘80s. People have heard about it, and it’s
still a bit expensive and new, but there’s margin
to be made. How else can you make double-digit
margins shifting tin in tough times?”

Saving over R1 million a year, Mustek and
other solar pioneers are cutting off a major
source of revenue from local authorities.

with Mustek behind you, you can be sure of
solid support.
Maybe the City won’t like it, but hey, if you
don’t do it, somebody else will. It’s the wave of
the future.

Won’t the City mind?
In coming months, net metering – a mechanism
that makes it possible for grid-tied customers
to be remunerated for producing more power
than they consume – may further worsen
their plight. Cassidy says local authorities are,
understandably, dragging their heels about
allowing large solar installations to hook into
power grids. He says the Department of Energy
will have to provide political leadership on
this sensitive issue, to expedite progress while
helping local authorities to recoup their losses.
Cassidy says this is only part of the
issue. “The electricity grid itself needs major
investment to cope with industry and population
growth over the years. Pumping more power
from solar PV farms into the grid will actually
add to the pressure.”

SA in the top ten
South Africa has connected 503MW
of utility-scale solar and climbed into
the world top ten, according to figures
released by Wiki-Solar.org.
Recent additions include two 64MW
(AC) plants at Lesedi and Letsatsi,
connected in May 2014 and joined in
early June by the Herbert and Greefspan
projects.
All four projects were part of round
one of the South African Renewable
Energy Independent Power Producer
Programme.

So you’re in?
Let’s sum that up for you. It’s nice work if you
can get it.
You’ll need a whole new set of skills, but it’s
not rocket science, and certification is not an
issue yet. With the right corporate clientele,
you’re probably in the ballpark already. Besides,

Saving on solar
Mustek’s 4 000-square-metre solar rooftop installation is one of the biggest in the country. Costing
R5 million, it produces 200 kilowatt (kW) of electricity per hour on a bright day – one third of
Mustek’s electricity requirement. On 22 August 2013, it generated 1.2MWh.
Solar has helped the distributor save 40 percent on its electricity consumption – more than
R1 million since taking it on in 2013.
Energy Savings - Mustek Midrand PV Solar Rooftop: July 2008 - 2012
350 000
300 000

How hard is it to get into?

250 000

Another factor to consider is solar’s ‘newness’
(to South Africa). It’s so ‘new’, in fact, that the
government hasn’t made up its mind about
regulating skills yet, and resellers may be
confused as to what expertise is required and
how to acquire it.
“You need electrical, roof and mechanical
skills, so some training is required, even
though there’s no official certification yet,”
says Cassidy. “Some government departments
have been asking for the Construction Industry
Development Board to come up with a
certification, but that’s a bit of a stretch.”
To remove any doubt, Mustek has committed
to providing competency training (along with
marketing support, warehousing capacity and
delivery logistics almost anywhere in South
Africa). As Cassidy says: “Mustek is not in the hit
and run business; we see this business as a longterm commitment.”
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One for the future

Derek Kudsee, SAP South Africa

His master’s voice:
Making tech come to us
Technology is wonderful. But we still follow it. What if that were reversed?
BY James Francis
photography Richard Townsend

“

I find it really frustrating that I can’t do more
with my time.” At first, Derek Kudsee’s
comment seems terribly obvious. Who
doesn’t want to do more with their time? But
he isn’t talking about time management or
juggling a healthy work and social life balance. If
anything, those are today’s problems and that, in
part, is what annoys him.
“I recently found old Buck Rogers comics
in my father’s home and it reminded me of all
the promises and potential that we held for the

future. Today we are surrounded by technology,
but we are still following yesterday’s rules.”
The COO of SAP South Africa brandishes
his smartphone as an example: “This is a great
device. But what are we doing on it? Exactly
what we did before. It’s still a point-and-click
GUI (graphical user interface), the things we do
on it are still the same – even how we do these
tasks. You may be touching instead of clicking,
but that e-mail is what you’d compile ten, even
20 years ago.”

Perhaps this is not the age of miracles and
wonders, as Paul Simon once sang. So what is
Kudsee actually talking about?
“Look at touch. It’s a great way to interact
with objects and yet we seem happy doing that
interfacing through the familiar world of screens.
But I am surrounded by surfaces all the time – in
my car, at home, in the office. We should be
transforming those – and not only limited to
touch: humans interact with the world through
many levels. Why focus on touching a screen
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Specifications
•
•
•
•
•

Screen Size: up to 50” (127cm)
Max Weight: 35kg (77lbs)
Tilt: +/-18°
Max Dist between Fixings: H: 465mm (18.3”) x V: 400mm (15.7”)
VESA Compatibility:
75 x 75mm, 100 x 100mm, 200 x 100mm, 200 x 200mm, 300 x 200mm,
300 x 300mm, 400 x 200mm, 400 x 300mm, 400 x 400mm
• Base steel thickness: 6mm
• Base height: 12mm or 22mm when rubber feet are used
• Available in 3 separate heights:
BT8551-100: 1.1 Meter Poles
BT8551-150: 1.5 Meter Poles
BT8551-200: 2 Meter Poles
Also available are a range of brackets for desktop monitors,
LCD panels and unique video wall brackets

One for the future

“Pets have a lot of leisure time – what if, with the
help of wearables, they actually do things for you,
such as go to the shop or even run simple tasks at
your office?”
Derek Kudsee, SAP South Africa

when there are more intuitive ways to interact
with technology.”
His suggestion is not revolutionary: several
labs are wrestling with this problem. Head
tracking technology such as Freetrack and
motion capture devices like Microsoft’s Kinect
are good examples. Rudimentary mainstream
implementations – eye-tracking on Samsung
phones – also show the direction of the tide.
Recently, a startup called Frebble demonstrated
technology that lets you hold hands over the
internet and for years companies have been
trying to crack Teledildonics – the field of longdistance sex through technology.

Looking back
But Kudsee’s point is that considering the maturity
of these innovations, are we doing enough? Why
is eye-tracking still a gimmick on a new phone?
When asked if the tech world might be sitting on
its laurels, he agrees, pointing back to his Buck
Rogers scenario: we appear to be distracted by
making yesterday’s ideas more relevant.
“A lot of what has been accomplished is
on the right track. We talk a lot today about
the user experience, but sitting at the core of
that is intuition. If a technology is intuitive, it

has a chance of being accepted and adopted.
Everyone understands that. But are we pushing
the concept? One thing I often think about is
why we appear to be following technology.
Yes, we now carry it in our pockets, but it’s
not a slave to our whims. Current interfaces
really restrict our expressions. I’d like to see
technology come to us, responding to our
intuition. It is moving in that direction, but the
progress is more haphazard than focused.”
But what does this have to do with time?
Here it becomes interesting. Thus far, we have
been discussing immediate interfaces. But the
world has changed. David Hume once made a
philosophical argument that we simply assume
that which we cannot see actually still exists.
The point was that our existence ends with
our senses. Yet technology has broadened our
sensory range to an immense degree. A few
decades ago, you assumed your house wasn’t
on fire. Today you know – because someone
would call you if it was and you don’t need to be
tethered to a cable to take that call.
Kudsee wants this to go much further – and
he’d like to flip pillows with it.
“Maybe someone is coming over to visit my
home, but I’m at the office and my living room

pillows are in disarray. At the moment I have to
go home to sort them out. But what if I can use an
app and with a few flicks they are where I need
them to be? That would be a huge timesaver.”
Absurd? Not really – the basic idea could
theoretically be achieved today with a rumble
motor and the field of claytronics is fully invested
in this kind of interaction. Kudsee says the scope
can include wearables: “I’m not always there to
walk my dog, so what if it has a jacket it wears
that basically walks the dog for me? Using sound
and haptic technologies, I might even make my
dog think I’m there in some capacity.”
He pauses and then adds: “This might seem
a little crazy, but let’s take that further. Pets have
a lot of leisure time – what if, with the help of
wearables, they actually do things for you, such
as go to the shop or even run simple tasks at
your office? Maybe instruct your dog to go track
down someone? Providing the dog just thinks it
is going for a walk, guided by what it wears, a lot
could be accomplished.”

Pets on the payroll?
There are ethical and other points worth
debating, but it’s not pie in the sky stuff –
especially on a utilitarian level. Just think about
sheep dogs that already protect herds of livestock
on their own. What can be done if the farmer
is able to influence the dog’s choices without
needing to be there?
Kudsee feels that to get to that future, we need
to be doing more: “There is an obsession with
function and results, but the rate of innovation
is, frankly, disappointing. Defensiveness is often
masked as innovation. We need to challenge
technology more, pushing beyond the layer of
convenience we have gotten used to.”
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Gareth Ffoulkes-Morris - Senior Business
Development Manager, CompTIA Africa

I have been at CompTIA for over 5 years, my core area of focus is the corporate market in
South Africa and I also work with the CompTIA agents in Namibia, Botswana, Nigeria and
Mauritius. I have over 10 years of experience in business development environment and
ensure my clients get honest advice and quality yet cost effective training and certifications
solutions.
The South African Sales team have been using the CompTIA skills assessment for years to
assist Corporates in identifying key areas of weakness in various areas of their business. The
tool assess IT staﬀ against all CompTIA certiﬁcations and can therefore cover most job roles
in an IT environment.
We have recently launched the CSA on a new platform which allows us to identify individuals'
results and group results which assists in tailoring a more cost eﬀective solution for the client.
We then assist our clients in putting together the best possible training solution in order to
close the identiﬁed skills gaps, this is done in conjunction with training providers that are
members of the CompTIA Authorized Partner Program.
CompTIA makes sure that all candidates that are involved in any solution are given training of
the highest standard ensuring them the best possible opportunity of passing the relevant
CompTIA Certification.

CSA
TM

Skills Assessment

ABOUT COMPTIA

CompTIA is a Global IT Association and the world’s largest
provider of vendor neutral exams. Companies such as Dell,
IBM, Novell and Oracle, Sharp, Xerox and Intel recommend
or require CompTIA certifications. CompTIA certifications
improve the skills of individuals in specific areas of IT and
are not product or technology specific. CompTIA certifications form an extremely solid foundation to which more
vendor and technology specific certifications can be
added.

TOP 5 BENEFITS OF CERTIFIED IT STAFF
• Better able to understand new or complex
technologies.
• More productive IT workforce.
• More insightful problem solving.
• Better project management skills.
• Better communication skills.

CSA

CompTIA’s Skills Assessment (CSA) solution offers the
following benefits to an organization:
• Assess staﬀ skills in several key areas of IT, including
Sales, against CompTIA’s vendor-neutral certification
standards.
• Identify speciﬁc areas of skills weaknesses.
• Compare your skill levels to other groups within
your organization.
• Identify skills ‘hot spots’ – speciﬁc areas of high
impact on your business.
• Your CompTIA representative is trained to help you
use the assessment results to address any issues
highlighted.

what the results could mean in terms of productivity or performance.
Depending on the specific skills analysed, you can use the results to
prepare better training plans, identify areas where performance could
be improved or cost could be reduced – your CompTIA representative
will guide you through the options available.

What is involved in the skills assessment:

Simply contact your CompTIA representative to start the process…

The CSA involves a few simple steps:
• Complete the Client Request and Consent form –
decide which skills and which individuals are to be
assessed.
• Your staﬀ completes their on-line assessments.
• CompTIA generates the results and shows you your
personal SA report.
• CompTIA generates your personal SA Report,
showing you your organizations results and any
gaps in skills.
• Your CompTIA representative will consult with you
and your team on the best solution to close any
identified skills gaps.

What subject areas can be assessed?

We are adding to the list of skills areas regularly, but at
this stage, we can assess skills levels in all of CompTIA’s
certification areas. Skills assessments are available in the
following area’s:
A+ (801)
Cloud+
LPI
Security+
tals Mobility+

A+ (802)
CTT+
Network+
Server+
Strata IT for Sales

CDIA+
Linux+ Powered by
PDI+
Project+
Strata IT Fundamen-

How do I see the results?

You get a report and chart for each subject area assessed.

How do I use the results?

Your CompTIA representative is trained to guide you through

How much does it cost?

The CSA is a free resource available to ICT employers.

How do I get started?

What made your Company choose to make use of the
CompTIA Skills assessment ?
To assess skill levels within our support teams
Which features, benefits made it attractive to use?
To help us with resource and training requirements.
Which assessments were selected ?
A+, Network+, Server+, Security+, Cloud+, Project+
Would you recommend other corporates
participating in the CSA ?
Yes
What challenges, if any did you face to participate
in the CSA ?
Getting the buy-in from staff

Darryl Maroun
Managing Director
Netology (Pty) Ltd

In profile

Tony and Debbie Abrahall, First Distribution
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Banking on cloud
A focus on cloud is a key part of
First Distribution’s strategy.

recommendations and engineering solutions that
best suit their specific business environment.”

A 30-YEAR history
by Monique Verduyn
photography Sean Wilson

W

ith South African companies
increasingly recognising the value of
the cloud, First Distribution is aiming
to further boost its revenue with the launch of
the country’s first cloud services brokerage.
The company is seeking to claim its stake in
the local cloud market, which is set to grow to
$229.69 million in 2014, according to IDC.
It’s a strategic move for First Distribution,
which has built a portfolio of brands offering
datacentre and cloud solutions to the SME and
enterprise markets. Growth in cloud services
is expected to continue at pace over the next
three years, with analysts maintaining that it will
double in size in that period.
The introduction of a cloud services
brokerage makes sense for a company that
also sells virtualisation, hosted applications,
database and middleware, and security and
network infrastructure.
“We deliver solutions through a reseller base
that has been built up over a 30-year history of
consistent service and an approach that values
resellers as our business partners,” says Debbie
Abrahall, MD of First Distribution, a 23-year
servant to the company. “Watching global trends,
we’ve seen that cloud adopters are overtaking the
competition. End-users in particular are beginning
to demand cloud services, and businesses that
don’t provide these will lag behind.”
Over the past six years, the privately-owned
company has experienced an annual growth
rate of between 30 and 40 percent per annum,
remaining fairly unscathed even by the global
economic downturn that negatively impacted
many IT businesses.
“We’ve taken a business model, built over
many years, and diversified our offering to take
into account the rapidly changing needs of the
market,” she says.

Planning for tomorrow
Abrahall notes that the company invests heavily
in skills development, which – in addition to
the company’s product set – she sees as a big
differentiator. “We have a strong team of people
who can develop solutions targeted at our
reseller base, always ensuring that they meet
individual client needs. It’s about analysing
and evaluating our customers’ needs, making

Founded in 1984, First Distribution had its
beginnings in IT by writing backup software and
designing a QIC-02 tape streamer interface card
– now popular with vintage computer collectors.
The TEAC tape streamer mechanism became
the base for the Epsidon Tape Streamer Backup
system, which was sold in Europe, Australia, the
USA and to a lesser extent in South Africa. The
high volumes sold led TEAC to propose that First
Distribution distribute a wider range of products.
At the same time, the IBM brand grew to
more than 50 percent of First Distribution’s
hardware business. In 2002, IBM South Africa
appointed First Distribution as a distributor
for its software products. Three years later,
it launched a networking business unit that,
today, distributes cable, fibre and edge of

“ End-users in
particular are
beginning to demand
cloud services, and
businesses that don’t
provide these will lag
behind.”
Debbie Abrahall, First Distribution

Brands represented
First Distribution represents a wide range
of brands in the enterprise IT market,
which include:
• IBM
• Oracle
• EMC
• VMware
• Microsoft
• Riverbed
• Samsung
• McAfee
• Veeam
• CommVault
• VCE
• Huawei
• LG
• Ruckus Wireless

network products.

An aggressive brand
diversification strategy
The decision to represent a wide range of brands
in the market began with the Samsung LFD
distribution agreement in 2009. Today, Samsung
is a substantial part of the company’s business
with a large product range that complements
First Distribution’s offering to its retail partners.
In quick succession, First Distribution signed
agreements with Oracle for Oracle Hardware,
followed by a direct agreement with VMware,
having previously distributed its products via IBM.
This agreement has enabled First Distribution to
use its VMware skills with a new set of business
partners that don’t sell IBM.
Thereafter, EMC and RSA were added to
the portfolio, as were Veeam and Commvault,
the latter two offerings forming part of First
Distribution’s virtualisation ecosystem.
A hosting division was created with the
signing of the First Distribution Microsoft SPLA
distribution agreement, followed by a VMware
VSPP hosting agreement.
“We have continued to aggressively expand
our vendor portfolio, adding multiple brands over
the last few years, including McAfee, Huawei,
APC, Pivot3, VCE, LG and most recently,
Riverbed,” says Tony Abrahall, general manager,
First Distribution.

Looking to the cloud
and beyond
In what he describes as a bold and exciting step
in the history of the company, the launch of First
for Cloud, Abrahall notes the opportunity for
growth is massive.
First for Cloud enables customers to buy their
own web stores – these are online partnerbranded shops that let resellers sell cloud
services to their end-users. The First for Cloud
catalogue includes cloud services from the
largest global cloud providers, and resellers can
chose which services they want to resell via their
own branded web stores.
“Our aim is to help resellers get started on
the road to selling cloud services as quickly as
possible,” he says.
Expansion into the 15 countries that make up
the Southern African Development Community
(SADC) region is on the cards, he continues.
“Following a six-year period of rapid expansion,
we’re mindful of the need to consolidate
now. We’ve succeeded in remaining relevant,
particularly since we launched our cloud offering,
and the next step is to develop a client base in
the SADC countries by taking the successful
model we have built and extending it.”
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Mini
Survey

Selling printing and imaging
To provide a picture of the local market for printing and imaging products and services,
The Margin conducted a mini-survey among a panel of local industry experts to find out what
the specific industry trends are, where the money is, and where the future is heading.

Where’s the money to be made?

Respondents believed the areas where most revenue was
made were:

50%

38%

Managed print
services

12%

Where’s the opportunity?

Multifunction
printers

Asked to provide an understanding of which vertical industries had the
highest demand for printing and imaging, our respondents identified:

Education
Professional and business
services

Respondents believed the areas where most margin was
made were:

50%

33%

Multifunction
printers

Public sector

Retail

IT

Media
Consumer goods
and services
Automotive, logistics and
industrial transport
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Ink/consumables

17%

Ink/
consumables

What’s the
margin like?
The average margin created
by selling products was
11 percent, while services
generated 19percent.

Managed print
services

The future of the local marketplace
W

believe it’s
not affected
currently
but would
dip soon

38% believe

paper cannot be
replaced

38% of
respondents
believe there
has been a
small dip

63%

13%

paperless office is
a developed-world
concept that doesn’t
translate locally

of respondents believe ‘environmentally
friendly’ has ‘some impact’ on the minority
of printing and consumables purchasing
decisions.

71%

The paperless office,
in theory, took one
step closer to reality
with the explosion of
the tablet PC. But the
idea of digitising the
work environment to
reduce the reliance
on paper has been
around for a while.
Has this had a
noticeable impact on
the market demand
for printers?

13% believe the

believe that ‘mobile printing’ has ‘some
impact’ on the minority of printing and
consumables purchasing decisions.

100%

Trends

In essence, mobility and the environment are
two of the biggest threats to the printing market.
As business processes previously completed
by hand or traditional PCs move to tablet PCs
or smartphones, it’s arguable that the future of
printing and imaging is not so positive.
“The volume of printed paper, globally, still
sits around the three trillion pages mark. Even
with the meteoric proliferation of mobile devices,
estimated at 1.2 billion between tablets and
smartphones, printed volumes are only down
by about 0.05 trillion pages. Paper in its native
form is inefficient so uniting digital with print is
paramount,” says Castelyn.
That is perhaps one of the key differentiators
of this market segment. In the age of the tablet,
cloud and general digitalisation, printing is an
older-world business practice. Unlike other
market segments that continue to evolve
and grow their own market areas, such as
networking and the Internet of Things, printing
is a relatively staid market whose products
transfer data from the digital and virtual into
the real-world. For the most evangelical
technologist, paper-based printing and imaging
probably have no future. If our survey results
are anything to go by, for those in the channel,
this market segment offers lower margins
than security and networking, for example.
The key to future success in this area then, as
we’ve seen elsewhere, is to stay on top of the
innovations coming out, focus on managed
print services and advise clients how these
can improve efficiencies, processes and the
profitability of their businesses.

of respondents were interested and
investigating whether 3D printing would
complement their current printing business.

100%

in South Africa in the near future as companies
embrace new methods of working that, although
they incorporate products and solutions, do
not focus on them. Instead, they will focus on
issues such as productivity, information process
efficiency, bringing new products to market faster,
responding to market changes more quickly,
delivering better customer service and enabling
people to do their jobs better,” says Castelyn.
Another area that is key to market evolution
is technology advances. One hundred percent
of our respondents admitted to looking into
whether and how 3D printing could complement
their channel businesses. Marietjie Kriel, general
manager, PC Palace, believes that the pace
of change is what keeps the channel exciting.
“Continuous technology changes give us
something new to introduce to our customers,
and that brings new potential,” she says.
In terms of more established technological
advancement, we’ve already seen the lifecycle
for paper printing devices extended immeasurably
by the addition of imaging features leading to
the creation of multifunctional devices. Nick
Constantinou, business development manager, Itec
Distribution, says clients will increasingly opt for
holistic solutions rather than a standalone printer.
He notes that printing and imaging needs
to evolve in line with other technology trends,
however, and this ties in with a changing business
environment. “How business was conducted ten
years ago is very different to how it is done today.
The various other technologies that come out
around printing impact how printing evolves too,
for example mobile,” he says.

ith a few peculiarities, the printing and
imaging market has many similarities
to other technology market segments.
Although there is a sense of optimism about
future opportunities created by increasing
technology advancements, the focus for endcustomers is on reducing costs while increasing
features and benefits. As with many other
segments, revenues and margins garnered from
simply selling products are declining. “The days
of the box-dropper are numbered,” says Jolene
Castelyn, business development manager – IT
distribution channel, Ricoh SA. “There’s a major
shift towards services-oriented delivery. The
traditional target-based goal structure based
on device volumes shipped will also become
decreasingly significant as the end goal of many
implementation projects is actually to reduce
the number of devices present at the customer.
Instead, the goal is to provide more services that
derive fiscal and operational benefits for the endcustomers that, in turn, generate higher margins
for the channel operators and their suppliers.”
Her point is echoed by a number of other
participants, including Dan Porter, sales and
marketing director, Business Imaging group,
Canon. He says: “Box-droppers will eventually
disappear unless their managed print solutions
start adding value to their consumers.”
The future then looks brightest for the channel
companies that take a more strategic approach
offering services and solutions that meet
business needs.
“The document and information process arena
is going to be one of the most hotly contested

of respondents believe their clients are
aware of security threats to network printers.
Of that figure, 43 percent believe their
clients are not concerned about the threat.
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products

Stock watch
Find out which products are hot to stock.

bizhub PRO C1060/C1070
Category: Production printer
Brand: Konica Minolta
RRP: On request
Distributor: Konica Minolta, Leon Minnie, 0800 bizhub
Date of availability: Available now

Specifications
Print speed 	A4 – 60 pages per minute
(ppm); A3 – 33 ppm
Print resolution

1 200 x 1 200 dpi x 8bit, Max
1 200 x 3 600 dpi equivalent

Maximum paper input capacity

7 500 sheets

Maximum paper output capacity 3 100 sheets

Scanmate i1150
Category: Document scanner
Brand: Kodak Alaris
RRP: R5 995
Distributor: Allscan Trading, Evan Strugnell, 011 394 0036

USPs
Digital colour on-demand printer – speed of 60 colour prints
per minute.
Singular image quality – clarity and precision with 8 bit full colour
resolution and Simitri® HD E polymerised toner.

Date of availability: Available now

Specifications
Recommended daily volume – up to 3000 pages per day

Konica Minolta’s advanced colour processing technologies –
S.E.A.D. IV imaging, FM screening, stability monitoring, and
density control for absolute consistency.

Throughput speeds – up to 25 ppm at both 200 dpi and 300 dpi

Professional media and finishing capabilities – advanced media
management for up to 300 gsm paper, and versatile finishing
features, including booklet making, punching, post insertion.

Feeder – up to 50 sheets of paper; handles small documents such as ID
cards, embossed hard cards, business cards and insurance cards

Maximum document size 215 mm x 355.6 mm; Long document mode:
up to 2 metres (78.7 in.)

Connectivity USB 2.0 High Speed, USB 3.0 compatible
File format outputs single and multi-page TIFF, JPEG, RTF, BMP, PDF,
searchable PDF
Optical resolution 600 dpi
Dimensions – 246mm x 330mm x 162mm; weight: 3.2 kg

USPs
Small, quiet and quick.
Transaction mode speeds up 60 percent to capture the first ten
documents in a stack faster, then returns to normal speed scanning.
Intelligent document protection senses potential jams or misfeeds to
stop scanning and protect valuable documents.
Kodak Alaris’ Perfect Page technology improves the image quality of
scanned documents.
Reads barcode values and delivers data to applications.

Q3 2014 | The Margin 67

INNOVATIVE SOLUTIONS
FOR THE CLOUD
The buzzwords in the IT cloudera at the moment are not
unlike a Molotov cocktail. If the
ingredients aren’t combined
properly they could lead to an
explosive mixture that could
be damaging to your business.
However when used correctly
and for the correct purpose, they
have an invaluable role to play.

But is this really how the cloud works? Not
in our experience no. Yes the cloud is most
certainly the way of the future, but it is a
future that requires a fastidious approach
that takes all aspects of the business into
account and works across a hybrid cloud
strategy that is grown, not firstly from an
applications perspective, but rather is initially
developed around an advanced storage and
data management one.
Flexibility, efficiency and cost savings mean
nothing if they are part of a PowerPoint
benefits slide and don’t actually yield a
quantifiable result that directly emanates
from a business process or strategy you
have put in place.
To this end, working with our NetApp
customers around the world we are seeing
a growing trend towards customers,
particularly locally, looking at deploying a
private cloud strategy before branching into

Dorio Bowes
Business Development Manager at Comstor
a division of the Westcon Group

the public cloud. These private clouds, built
around and up from a NetApp data centre,
enable these customers to move IT into the
realm of a services delivery model.

“

Working with our NetApp
customers around the world we
are seeing a growing trend towards
customers, particularly locally,
looking at deploying a private cloud
strategy before branching into the
public cloud.

“

The cloud purports to bring you IT flexibility,
where as a business you can change and
innovate at the drop of a hat. It also promises
efficiency, where things happen, magically
and quickly, without you even knowing they
were being driven in the background. And
lastly it promises cost savings, where you
literally pack all of your aging hardware into
a lockup storage unit, and wait for it to be
claimed by the Storage Wars TV crew in a
future far away as you have popped all that
really matters directly into the cloud.

really are about IT flexibility, efficiency, and
cost savings. When deployed properly, the
vendor says they will help you accelerate
IT’s time to market by up to 75%; reduce IT
storage management costs by up to 66%;
scale to accommodate service growth of up
to 50%; and automate and reduce resource
provisioning from weeks to minutes.

So in short, by following this approach and
mixing the right ingredients of the cocktail,
IT can now offer services to its internal
customers from a service catalogue,
automate processes, metre usage, create
chargeback models, and deliver services for
greater cost savings, use and efficiencies.
It’s the notion of taking what we learnt
from virtualisation of the compute layer
and repackaging it into the cloud. So yes, in
short, according to NetApp private clouds

How and where to start? It’s a combination
of applying a multitude of things such as an
agile data infrastructure, being able to host
a unified data storage architecture that
supports multiple workloads, as well as the
deployment of seamless, multidimensional
scaling that allows you to immediately meet
the dynamic demands of cloud computing.
The reality is that the cloud will work for
you but the technology you chose as your
Launchpad is critical, especially if you want to
take advantage of the newfound agility that
the cloud promises.

NetApp Cloud Solutions
Portfolio:
• Accenture Private Cloud Solution
for SAP
• Cloud Services Built on NetApp
• FlexPod Datacenter Solutions
• Fujitsu Dynamic Cloud
Infrastructure
• Fujitsu vShape solutions
• NetApp for Microsoft Private
Cloud
• NetApp Storage Solution for
VMware Private Cloud

For more information contact:
Dorio Bowes, Business Development Manager
Tel: +27 848 9000 | Eml: doriob@westcon.co.za
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Deskjet Ink Advantage
4645 2
Category: Multifunction printer
Brand: HP
RRP: R1 599
Distributor: Drive Control Corporation, 011 201 8927;
Kolok 011 248 0300
Date of availability: Available now

Specifications
Print, fax, scan, copy and photo functions.
Offers a print speed of 8.8 ppm in black and 5.2 ppm per minute
in colour
HP e-Print enabled
One year limited hardware warranty
Built-in automatic document feeder can hold 35 sheets

USPs
Do more everyday printing for less – print up to two times the pages
for the same cost.
Print borderless, lab-quality photos and crisp, laser-sharp documents.
Print wirelessly from mobile devices at home, from work or on the go.
Walk up and print wirelessly – even without a wireless network.
ENERGY STAR® qualified e-all-in-one meets strict energy
efficiency guidelines.

SG 3120B SFNw batterypowered MFP
Category: Multifunction printer
Brand: Ricoh
RRP: Available on request
Distributor: Rectron, 011 203 1000
Date of availability: Available now

Specifications
Mobile – print/copy/scan/fax everywhere
Simple and fast to use – prints 20/14 ppm (black and white/colour),
warm up time is 35 seconds
Compact and portable – battery lasts for up to 500 copies or 1 000
prints and recharges quickly
Quick-drying prints – a low cost GELJET printer that uses fast-drying
viscous, pigment-based liquid gel which dries instantly, enabling
high-speed duplex printing

USPs
The world’s first battery-powered multifunctional product is perfect
for today’s mobile workforce.
The device incorporates two handy LED lights – one in the output
tray to enable operation in dark environments and the second one to
display the battery level.
A USB slot enables a smart device to be charged in emergencies.
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E-MSM460, 466 & 430
access points
Category: Networking
Brand: HP
RRP: Available on request
Distributor: Westcon, Morne Coetzee, morne.coetzee@westcon.co.za
Date of availability: Available now

Specifications
Up to 450Mb/s per radio on the E-MSM460 and 466
E-MSM466 supports a range of antenna options
E-MSM430 two stream, price/performance leader
All access points (APs) use standard 802.3af PoE power

WorkForce DS-860,
DS-860N & DS560
Category: Document scanner
Brand: Epson
RRP: DS-860 – R21 905; DS-860N – R25 346; DS-560: R 9 664

USPs
The first three spatial stream Mimo APs in the industry.
New highest performance family of APs improves productivity.
These APs bring 802.11n near Gigabit Ethernet performance to 900
Mb/s and enhance coverage areas with beam-forming technology.
Deliver the highest performance in 802.11n AP technology in the market
today with the competitive pricing and performance.

Distributor: Mustek, 011 237 1000
Date of availability: Available now

Specifications
Scanner type: Sheet-fed, one-pass duplex colour scanner
Daily duty cycle: 7 000 pages
Optical resolution: 600 dpi
Output resolution: 75 to 1 200 dpi
Effective pixels: 5 100 x 8 400 pixels
Scanning speed: Up to 65 ppm

USPs
Epson Smart Feed technology and ultrasonic double feed detection.
Compact to fit in any office environment.
Up to 30 customisable push-scan jobs (in conjunction with Document
Capture Pro) via the Network Interface Unit.
Epson Scan software for advanced imaging technology: searchable
PDF; advanced colour dropout; automatic de-skew; auto page size
detection; multi-document size detection; text enhancement; auto area
segmentation; punch holes removal; skip blank pages.
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Slinky. Sexy. Smart. Mecer presents the new 8'' Mecer Xpress Smartlife,
a tablet to work and play, faster and smarter, while on the move.

Mecer Smartlife 800P31C
• Mediatek Quad-core 1.2GHz
• Android 4.2 Jelly Bean
• 8’’1280×800 Gorilla Glass HD
• Capacitive Multi-Touch IPS TFT Panel
• 1GB DDR3 / 8GB NAND Flash Memory
• Wi-Fi, Bluetooth

• 3G+GPS (Voice & Data)
• 2.0M Pixel Front Camera / 5.0 Pixel Rear Camera
• Speakers& Microphone
• Micro USB / Micro SD, upto 32G
• 1 Year Warranty

products

Enterprise Capacity 3.5
HDD v4
Category: Hard disk drive
Brand: Seagate
RRP: R8 099
Distributor: Rectron, Deliwe Mokone, 011 203 1000
Date of availability: Available now

Specifications
Capacity - 6TB
SATA 6Gb/s interfaces for easy integration

USPs
Up to 25 percent faster than competitive 6TB drives.
Rotational vibration tolerance for consistent performance and
enhanced error correction for accurate data storage.
Up to 6TB per drive for maximum density server and storage
solutions.
Self-Encrypting Drives (SED) with Instant Secure Erase for easy drive
disposal or repurposing and FIPS SED security options.

IP phone
Product: IP desktop phone
Brand: Duxbury
RRP: R445 – R680
Distributor: Duxbury Networking, Mariette Oosthuizen,
011 351 9800
Date of availability: Available now

Specifications
Supports SIP 2.0, multiple SIP servers and support for HD Voice
Full-duplex hands-free speaker and supports RJ-9 headsets
Voicemail ready
Busy lamp field support
Colour coded lights display for line status

USPs
Aimed at applications in the small to medium size business market.
Designed to meet the messaging needs of a broad spectrum of staff
members from key executives to front-line personnel and workers
on the shop floor.
Broadworks SP1 compliancy for seamless integration.
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FD8154V fixed dome
network camera
Category: Security – surveillance
Brand: Vivotek
RRP: Price on request
Distributor: Westcon, 083 359 7666,
electronic.security@westcon.co.za
Date of availability: Available now

Specifications

IB8354-C Bullet network
camera

1.3 megapixel CMOS sensor
30 fps @ 1280x1024
Real-time H.264, MJPEG compression (dual codec)
Built-in IR illuminators, effective up to 20 metres

Category: Security – surveillance

Built-in 802.3af compliant PoE

Brand: Vivotek

Built-in MicroSD/SDHC/SDXC card slot for onboard storage

RRP: Price on request

Vandal-proof IK10-rated and weather-proof IP66-rated housing

Distributor: Westcon, 083 359 7666,
electronic.security@westcon.co.za

Supreme night visibility
Selectable lens

Date of availability: Available now

USPs
Specifications
1.3 megapixel CMOS sensor
30 fps @ 1280x1024
Real-time H.264, MJPEG compression (dual codec)
Built-in IR illuminators, effective up to 20 metres
Night visibility
Built-in 802.3af compliant PoE
Built-in MicroSD/SDHC/SDXC card slot for onboard storage

Includes multiple streams with different settings and applications, such
as recording or live viewing.
Equipped with Supreme Night Visibility technology, the FD8154V offers
increased sensitivity to low light and provides clear images in dark
conditions.
Built-in IR LEDs enable the camera to provide enough illumination for
clear viewing up to 20 metres.
Simple installation with compact housing and standard PoE power input
design, as well as an SD card slot for local storage use.

Weather-proof IP66-rated housing

USPs
The IB8354-C features a removable IR-cut filter as well as improved IR
illuminators effective up to 20 metres to adapt to constantly changing
outdoor lighting conditions.
The sensitivity of the sensor enables the camera to capture true colours
in dark areas.
For protection against harsh outdoor environments, the camera is
encased in an IP66-rated housing to withstand dust and rain. The
IB8354-C further strengthens the robustness of the camera by
protecting the cable within the bracket.
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Appointments

Movers and
shakers
Keeping you on top of some of
the key appointments recently
made across the industry.
Compiled by Alison Job
photography supplied

Veeam Software promotes
Olivier
Warren Olivier has been promoted from
regional corporate account manager to
regional manager for southern Africa at Veeam
Software.
Olivier, a VMware-recognised vEXPERT,
has over 18 years of IT experience, with ten of
those focused on virtualisation. Before joining
Veeam in 2008, he worked for VMware for
five years and has extensive knowledge of the
virtualisation industry, infrastructure stack and
partner ecosystem.

Vorster appointed Westcon’s
F5 channel manager
Rory Vorster has been appointed as the new
F5 channel manager for Westcon Security
Solutions, bringing with him seven years’
experience in the IT industry. Vorster has
extensive knowledge regarding account
management, IT client service consulting
and IT management and has provided
technical IT support from a senior perspective
to a large and diverse client base.
“Vorster’s rich experience in IT client
services, client account management and
scouting of new business opportunities
give him the edge to not only give sound IT
security advice but also to make sales and
recognise business opportunities for F5,”
says Andrew Potgieter, Security Solutions
director at Westcon.
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Acer management change
in EMEA
Luca Rossi has been appointed president for
Acer Europe, Middle East and Africa (EMEA)
with effect from 1 August 2014. The current Acer
EMEA president, Oliver Ahrens, will embark
on a new challenge as president of the newly
formed Pan-Asia Pacific regional operation,
which includes China, Taiwan and Asia Pacific.
Rossi joined Acer in 2009 as regional
director of Acer Europe. In 2011 he was
appointed as division director for the Packard
Bell brand business, and at the same time led
EMEA’s consumer division as vice president.
Rossi’s entrepreneurial experience and industry
background have resulted in his appointment
to lead the EMEA operations. Ahrens has been
working closely together with Rossi over the last
couple of years to establish Acer in the region
and build a solid foundation for the future.

Strategic senior
appointment at Global Micro
Global Micro has appointed Izak Laubscher
as chief cloud architect, taking over the
position from founder JJ Milner.
Until now, Milner had absorbed the
responsibilities of chief cloud architect;
Laubscher’s appointment allows Milner to
focus on his managerial directorship role,
including the growth and direction of the
company.
With 15 years’ IT industry experience,
and certified in information technology,
computer engineering and artificial
intelligence, Laubscher brings sought-after
knowledge and skills to Global Micro’s cloud
computing division. “The cloud is no longer
just a ‘nice to have’ in the enterprise – it’s a
given – and it’s becoming more pervasive,”
says Laubscher.

Dalgarno joins Westcon
Westcon Software Solutions division has
appointed Bianca Dalgarno as the new channel
manager for Microsoft Volume Licensing for
South Africa.
Delgarno has 16 years’ experience in the
IT industry, nine of which have seen her take
the positions of Microsoft Licensing specialist
and Microsoft Licensing manager at previous
companies, the most recent of which being Dell
South Africa.
“Her specific Microsoft licensing experience
means that Dalgarno will hit the ground running
in her new position,” says Dave Caygill,
Software Solutions director at Westcon.

Westcon appoints marketing
director
Michelle Chettoa has been promoted to the role
of marketing director for the Westcon Group’s
local operations.
A specialist business-to-business
marketer, Chettoa brings more than 15 years
of specialised ICT marketing experience to
her new role, including intimate knowledge
and understanding of strategic and tactical
marketing within the global technology market.
Prior to her role at Westcon, Chettoa held
the position of marketing manager at Comztek
as well as the role of South African marketing
manager for a US-based enterprise software
vendor. Her specialities include general and
marketing management, brand building,
print and digital design, and public relations,
among others.

New sales lead for X-Box
Westcon has appointed Gareth Pretorius as its
new X-Box sales lead.
Pretorius brings with him a wealth of
knowledge in sales and sales management
from his position as national sales manager at
Silverscreen Trading.
“We believe Pretorius brings with him
the know-how to not only nurture existing
relationships with customers and Microsoft as
our vendor partner, but also has the wherewithal
and experience to generate new business
in terms of the X-Box portfolio,” says Heinz
Stephan, business unit director at Westcon
Consumer Solutions.

Chiinze joins Comztek Africa
Lyndsey Chiinze has been appointed the new
business development manager for Comztek
Africa in an effort to further extend the business’s
reach throughout the African continent.
Chiinze joins Comztek Africa from her
position as account manager for ProComm, a
Cisco Premier partner. With almost a decade’s
experience in sales and marketing under her
belt, Chiinze will nurture relationships with
reseller clients and vendor customers with ease.
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10 - 12 September 2014
Cape Town International
Convention Centre
Cape Town, South Africa

THE WORLD’S MOST IMPORTANT GATHERING
OF CIOs AND SENIOR IT EXECUTIVES
Driving Digital Business
Gartner Symposium/ITxpo is the world’s most important gathering of
CIOs and senior IT executives. Our 2014 agenda offers 60+ analyst
sessions, workshops, roundtables and keynotes across three days. With
5 tracks, the agenda targets your specific responsibilities and ways to
adapt new ideas and strategies to your industry, along with insight on
what’s next in IT.
WHY ATTEND
∙ Inspirational guest keynote presentations
∙ Leading-edge IT solutions with full access to providers
∙ CIO-level peer networking with 1000+ senior IT leaders,
including 200 CIOs
∙ An agenda built on top priorities from the annual Gartner CIO Survey
∙ Direct access to 17 Gartner analysts, including CIO-focused analysts
and members of the executive partner team
∙ Newly-released Gartner research megatrends, topics and technologies that will impact your IT and business strategies
∙ An exclusive CIO-only Program, intimate CIO-only luncheons with
industry guests, access to CIO-only workshops, on-site CIO lounge
and more

For agenda details, on-line registration and sponsorship opportunities,
For agenda details, on-line registration and sponsorship opportunities,
please
pleasevisit
visitwww.gartner.co.za/symp2014
www.gartner.co.za/symp2014ororTel:
Tel:+27
+27(0)21
(0)21794
7944569
4569

Partner awards

BDS hosts Golden Globes
At its recent Golden Globes 2014 awards ceremony, Bytes Document Solutions distributed accolades to its
channel partners.
Compiled by Alison Job

Concessionaire
of the Year
Bytes Document Solutions
has presented the Xerox
Concessionaire of the
Year Award for 2013 to
Johannesburg-based, managed
print services provider Digilogix.
The award is based on several
aspects, such as business
growth and the number of units
supplied to market.

Dealer of the
Year
Stellenbosch-based Cape Office
Machines has won Dealer of
the Year Award from Xerox
distributor Bytes Document
Solutions. The award recognises
the Cape Office Machines’ high
achievers who have exceeded
their targets and attained high
levels of sales performance.
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Follow
the sun
Africa’s channel is ripe for the
picking but there are some things
you need in place to succeed.

V

endors have, for years, viewed the
hallowed ground of Africa as the last
green patch of economic opportunity. The
sometimes low levels of technology adoption
at companies across Africa is viewed as a huge
opportunity for business, especially when you
factor in the speed at which several industries on
the continent are growing. This often means that
African companies are leaping straight into newgeneration technologies without the shackles of
legacy investments.
As a company specialising in a technology
that proposes you use less physical infrastructure
in order to do more, we’re seeing a lot of interest
from regions such as Nigeria, Ghana and Kenya.
All of this is good news for the channel and our
partners. But there are some key factors that
partners and even vendors need to embrace if
they are serious about doing business in Africa.

Tackling Africa step by step
The first, and possibly the most important
aspect, is that if you want to grow your footprint
on the continent you need skilled people on the
ground to support your business. Once you’ve
skilled these people up, you’ll also need to
continually invest in them to keep them, as they
immediately become a desirable commodity for
your competitors.
Another key factor is having a distributor
who has a physical presence in the region. If
you want to do business in Nigeria, then do
business from Nigeria. Trying to push sales from
a South African office will not win you favour
or deals. To us, this component of a channel
strategy is non-negotiable, and it’s an area
where South African distributors that are still
too risk-averse about opening offices outside
of local borders are missing direct revenue
building opportunities.
There is a real risk of missing out on the
opportunity as a growing number of Middle
East-based distributors, who are agile and have
a greater risk appetite, are fast sewing up ICT
partners and vendors on the continent.
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Mark Reynolds, Partner lead, Southern Africa, VMware

“If you’re serious about a region, invest in it.”
Something else to consider is that if you’re
serious about a region, invest in it. Open an
office, deploy partner programmes tailored for
that region and not just blueprints of global
programmes that bear little relevance to the
local customer. Then work with your partners
and through your partners, because their hunger
to grow their own business will ultimately
assist you in fuelling your expansion goals and
getting product and tech on the ground. We’ve
personally grown our business exponentially by
factoring in and focusing on the importance of
our channel partners throughout the value chain
and then investing in them.

Localise
Too often global companies view Africa as
a country and South Africa as the economic
capital city. The truth is that this strategy isn’t

sustainable and will sound your death knell if
pursued, because as business on the continent
is growing, so it is maturing; each country wants
to be dealt with on its terms, largely in its own
currency and through its own people.
Lastly, be relevant, and propose technologies
that are relevant. African countries are well aware
they’ve been used as a dumping ground in the
past and their courtship with inferior tech is over.
They want technologies that will make them more
agile, flexible and available, and they want them
today – not tomorrow and not after five years.
While it all sounds pretty easy, remember
that globally, budgets are tight and economies
are under scrutiny. Businesses need to
reform and technology needs to be the ally of
business. Unless you can seriously commit to
the continent it might be better to stick to the
geography in which you’re comfortable.

One Vision
One Voice
One Distributor
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