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A necessary evil?
There’s a saying ‘a fool and his money are
easily parted’. The job of the procurement
function in any organisation is to provide
some rigorous process and critical analysis
to ensure organisations receive maximum
value and don’t waste expenditure, buying
the wrong-sized trains for example.
Typically procurement departments tend
to exist in larger organisations, and the
administrative hurdles that go with meeting
the requirements of competitive bidding
processes can be complex and labourintensive. The larger systems integrators
have entire departments focused on trying
to win these larger opportunities.
every business is different and
procurement processes and requirements
also exist when you’re looking to engage with
smaller organisations too. The Sme business
owner is probably one of the hardest people
to convince to part with their hard-fought-for
money for a flashy new Crm system, when
excel does the job ‘just as well’.
of course one of the challenges faced with
procuring, or bidding to provide, a complex
technology solution is the time taken to go
through these rigorous processes. neither
technological evolution nor market dynamics
stand still for long, and I’m sure there are
a few rFP submission authors who have
sobbed into their whiskey after spending
weeks honing a submission to meet the
exact outlined requirements only to find out
a tender process has been cancelled because
the technology has been superseded or
business requirements drastically changed.

long, drawn-out, ultimately unsuccessful
processes are ripe for digital disruption.
Gartner estimates major corporations
will spend around 25 percent of their
‘enterprise costs’ on digital transformation,
and of that 20 percent on transforming
supply chains. For these reasons, this
issue of The Margin focuses on the formal
activity of procurement. What are the
processes and issues when it comes to
procurement? how is it changing? What
does the channel need to know about these
changes? What do those in procurement
want from an ICT supplier?
In this issue, we also look at the
opportunities that arise from e-waste, the
ways that you can leverage gamification
and what you need to know about deal
registration. our roundtable discussion
focused on selling business continuity and
disaster recovery, and we’ve also looked at
the opportunities presented by selling tech
targeted to the pre-teen market.
I hope you find the issue useful.
happy reading

Adrian Hinchcliffe
editor
adrian@itweb.co.za
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DO YOU WANT TO KNOW
WHERE THE WORLD IS GOING?
SMART BUSINESS SOLUTIONS
FOR THE SMART BUSINESS

N

ot all printers are created equal
however, their use in business is as
essential as coffee is to the pause
area. Built-for-purpose printing solutions
are a critical part of any organisation –
but they need to be robust, durable and
most importantly reliable.

Built for purpose business printing solutions from
Zebra can help you take advantage of advances
in businesses today – that are built for tomorrow.
By Kevin Norton, Director Mobility Solutions at WestconGroup Southern Africa

It is against this backdrop that WestconGroup
Southern Africa continues to partner with Zebra
solutions to bring resellers the most comprehensive
range of business printers, including: barcode
printers, desktop printers, industrial printers, card
printers, RFID printers, kiosk printers and industrial
PAX print engines.
But as much as each and every one of these
printers has its own role to play in business, they
are more than just a printing solution. As they
are built from within the Zebra stable many come
coupled with technologies that make them very
much a part of the wired digital and connected
world in which we live today.

Mobile Printers – The Zebra mobile printers are
the perfect portable printing solution for all your
barcode needs, and are especially popular for
price labelling, warehouse management and retail
customers, to name a few.
RFID Printers – A growing need in the industry is RFID,
making the Zebra RFID printers, which are able to
print traceable RFID tags a must-have for companies
looking to optimise supply chain management.

Director, Mobility Solutions at WestconGroup
Southern Africa

What printer is best for you?
So if you are a retailer needing to print barcodes
on the fly, an event management organisation that
needs to print labels, a manufacturing hub that
needs to print an RFID tag, want to print till slips,
large volumes of asset tracking tags, or want to
improve warehouse management, then Zebra has
a printer that will undoubtedly meet these needs.
Desktop Printers - Zebra desktop printers are
great for label printing, wristband printing, receipt
printing or ticket printing. They are primarily table
top printers that provide the ideal solutions for small
to mid-volume printing on the fly.
Industrial Printers – With Zebra industrial printers
you can improve asset tracking with high volume
printing as they make barcode label printing easy,
they are well-suited to applications such as invoice
printing and packing slips.
Card Printers – With a Zebra card printer you
can print secure ids, gift cards, financial cards and
personnel badges, making personnel tracking easy.
Printers are able to print single-sided or doublesided plastic cards.

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

‘‘

At WestconGroup
Southern Africa
we focus on
delivering Zebra
solutions that
are tailored to
your distinctive
business needs.

‘‘

Kevin Norton

Kiosk Printers – Looking for on demand printing
solutions for personnel or customers? Then the
Zebra self-service kiosks are the perfect offering
to help you increase customer satisfaction with
coupon, ticket and receipt printing at a location
suited to your needs.

Print Engines – With Zebra print engines you can
leverage a high volume printing solution that is
perfect for heavy-duty industrial situations. PAX
print engines are customisable to create a unique
barcode system based on needs.

Partner with a company that
leads in innovation
But why Zebra? Today Zebra is the natural home for
all of your business mobility and data management
needs. The company supports and brings to

market an extensive suite of solutions that cover
hardware, software, supplies, services as well
as the aforementioned printing solutions. These
integrated solutions work together to allow you
to improve the customer experience as well as
make data management a lot more manageable
for your organisation.
At WestconGroup Southern Africa we focus on
delivering Zebra solutions that are tailored to your
distinctive business needs. We won’t just sell you a
printer, but will sell you the experience of a team
that boasts a collective 50 years of working with
Zebra and the technical and support skills to back
this up. As one of the first companies to support
Zebra in the local market we don’t only understand
the technology and how it works, but also how the
mobility and wireless solutions from the company
can help you drive innovation and derive the desired
ROI from the Zebra technologies you elect to deploy
in your customer’s organisation.
With a full services team at our disposal we can
help our resellers rapidly deploy and skill customers
in the use of their Zebra solutions. To this end our
staging facilities are the perfect place to set up and
test your Zebra environment to ensure rapid roll
out of your printers in your stores, your warehouse,
your depots or your business. In addition, our
global footprint through our parent company the
WestconGroup allows us to tap into an extensive
network of logistics, geographical support services
and value-added benefits, all that underpins why you
should partner with WestconGroup.
If your customer needs printing solutions that
are mobile, industrial, built for purpose as well as
cost effective, and can support data management
across the full business value chain? Then call
WestconGroup today to discuss the full scope of
Zebra printers available.
For more information on our Zebra printing suites or
to become a Zebra reseller contact Kevin Norton on
+27 31 512 4016 or kevin.norton@westcon.com.
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Industry developments

Booth’s

bulletpoint bulletin
ICT industry consultant Paul Booth keeps you abreast of the
notable deals and developments in the international and local
tech space in recent months.
Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

Local deals

• Datatec’s Logicalis subsidiary acquired US-based Advanced
Technology Integration Group, a solution provider offering system
integration and professional services, for $42 million.
• NEC Europe has invested in local company XON to leverage the
expertise in the region and provide greater sales coverage.
• The Public Investment Corporation is looking to sell 25 million
ordinary shares in Vodacom, representing approximately 1.7
percent of the company’s issued share capital.
• Vox Telecom acquired internet services company Frogfoot
Networks as part of Vox’s plan to build its own fibre-optic network
to serve South African business clients.
• SanDisk has appointed Mustek as an official distributor in South
Africa and SADC.

Local developments

• Amazon Web Services opened an office in Johannesburg.
• IT Naledi Solutions, a Cape Town-based ICT infrastructure services
company, opened an office in Johannesburg.
• MTN Business, in partnership with Microsoft, unveiled a panAfrican cloud platform.
• Neotel CEO Sunil Joshi and CFO Steven Whiley, have been placed
on ‘special leave’.
• Project Isizwe CEO and former iBurst boss Alan Knott-Craig Jnr has
launched a wireless internet service provider, HeroTel.

Key African news

• Click n Compare, a South African-focused comparison website,
is set to invest R500 000 into Kenya and Nigeria, as it seeks to
expand its services into these two countries.
• Convergence Partners’ Communications Infrastructure Fund made
a $20 million investment in Venture Garden Nigeria, a Nigerian
fintech company.
• Hitachi Data Systems and Mitsumi Distributors announced a
strategic partnership in east and west Africa.

International deals

• Accenture acquired Schlumberger Business Consulting, the
management consulting unit of Schlumberger. It also bought
EnergyQuote JHA, a pan-European energy management and
procurement services provider and acquired AD Dialeto, an
independent Brazilian digital agency.
• Adidas acquired Runtastic, a fitness tracking app maker.
• Autodesk bought SeeControl, a San Francisco-based developer of
an enterprise Internet of Things cloud service platform.
• Avanade bought CloudTalent, a UK-based strategic cloud advisory
business.
• BlackBerry acquired AtHoc, a crisis communications software firm.
• Cisco acquired MaintenanceNet, a customer tracking software
provider, for $139 million.
• Facebook (Oculus) purchased Pebbles Interfaces, a gesture
recognition technology company.
• Gartner bought CloudHarmony, an independent cloud performance
benchmarking provider.

• HP acquired ActiveState Software’s Stackato business, an enterpriseready platform as a service solution, with Cloud Foundry at its core.
• Huawei acquired the network management business of Irelandbased Amartus.
• IBM acquired Merge Healthcare, a medical imaging company, for
$1 billion. It also purchased Compose, a company that provides
MongoDB, Redis, Elasticsearch, PostgreSQL, and other Database as a
Service offerings targeted at web and mobile app developers.
• Infor purchased GT Nexus, the world’s largest cloud-based global
commerce platform, for $675 million.
• Intel invested in Mirantis, a company that sells a subscription
version of the open source software OpenStack.
• Microsoft acquired Adallom, an Israeli cyber security company.
In addition, Microsoft and Rackspace Hosting have announced
a strategic partnership to form a cloud alliance. Microsoft and
Salesforce.com have joined Permira Advisors, a private equity
company, and the Canada Pension Plan Investment Board in a
$5.3 billion deal to take Informatica private, and Microsoft bought
FieldOne, a field service management firm.
• Nokia’s maps business has been bought by German carmakers
BMW, Audi and Mercedes for €2.5 billion.
• Opera bought Bemobi, a subscription-based mobile app discovery
service in Latin America.
• Oracle purchased Maxymiser, a maker of cloud-based software for
mobile marketing as well as software-defined networking vendor
Xsigo Systems.
• Qualcomm purchased Ikanos Communications, a broadband
networking semiconductor and software provider.
• Salesforce.com bought Kerensen Consulting, Tempo AI and
Toopher for over $57 million.
• Samsung Electronics acquired YESCO Electronics, an LED sign and
display manufacturer.
• Seagate Technology acquired data storage system maker Dot Hill
Systems for $645 million.
• Silver Lake Partners made a $1 billion investment in Motorola Solutions.
• Skyview Capital bought EMC’s Syncplicity business.
• Technicolor, a French media and entertainment technology group,
bought Cisco’s home equipment business for €550 million.
• Xerox purchased RSA Medical, a provider of health assessment
and risk management for members interacting with health and life
insurance companies.
• Yahoo bought social shopping site Polyvore.
• Zebra Technologies Corporation bought mobile consulting and
software development firm, ITR Mobility, and its mobile platform,
iFactr.

International developments
•
•
•
•
•

Flextronics has formally changed its name to Flex.
Google holding company Alphabet is launched.
Lenovo is laying off 3 200 staff after a poor quarter of business.
Microsoft released Windows 10 operating system.
Microsoft has avoided a potentially costly setback to its mobile
phone business as the US International Trade Commission declined
to block the import of its devices in a longstanding patent dispute
involving InterDigital.
• Nokia has agreed to create a Chinese joint venture with Huaxin in
a move that could pave the way for China’s approval for Nokia’s
proposed takeover of Alcatel-Lucent.
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The ‘greek geek’ hIghlIghTs some of The sTorIes
from The worlds of sCIenCe and TeCh ThaT CaughT
hIs aTTenTIon.

“Digital Amnesia –
the experience of
forgetting information
that you trust a digital
device to store and
remember for you.”

KASPERSKy LAB’S recent ‘Digital Amnesia’
survey struck a chord with me. They used the
term ‘Google effect’ to research how reliant
we are on technology to store important
information. They surveyed 6 000 consumers
aged 16 and older in six european countries.
The results were astonishing. of those
surveyed between the ages of 16 and 24,
43 percent said they relied on their
smartphones to store everything they need
to know or recall; 90 percent of respondents
couldn’t remember their work numbers and a
third needed help from their smartphone to recall their partner’s number. The truth is we’re all
feeling the pressure of a digital overload and it’s impossible to remember everything. But are we
securing and backing up these devices if they do get lost?

BIonIC vISIon In
SIGhT
Do you remember the Tv series The
Six million dollar man from the 70s?
It was the story of a test pilot who,
after a severe accident, was rebuilt
using prosthetics and technology
to make him superhuman. now, 40
years later, that’s all becoming reality.
argus II is the world’s first bionic eye
and it’s already changing people’s lives. The retinal prosthesis system
has the ability to restore some functional vision for people suffering
from blindness. The tiny implant is surgically inserted in the eye. It has
a built-in antenna and electronics and creates electrical stimulation
of the retina and, together with special glasses, has the ability to
transform the life of someone who’s blind.

Smarter milk bottles
oNE of the worst feelings in the world has
got to be that moment when you take milk
out of the refrigerator, pour it over your
cereal only to discover it’s sour. Well that may
be a thing of the past thanks to 3d-printed
smart caps that have been developed by
engineers at university of California and
Taiwan’s national Chiao Tung university.
The technology built into the cap includes
electrical components and wireless sensors
able to detect bacterial changes in the milk
by simply flipping the bottle upside down.
The information is then provided wirelessly via a smartphone app. The
potential applications are endless and this is another great example of how
3d printing is about to radically transform our lives.

aIrBnB TAKES off
AIRBNB Co-fouNDER Brian Chesky recently visited Johannesburg to highlight
the incredible growth prospects for its business model on the african continent.
Founded in 2008, airbnb was valued in June 2015 at $24 billion. With listings in
290 countries and 34 000 cities, it now has 1.5 million accommodation listings on
its website. South africa is currently the largest market for airbnb on the african
continent with 9 400 listings – a 138 percent increase in the last 12 months. as a tourist
destination, airbnb bookings for South africa have grown by 257 percent in the past year.
The thing that blew me away when talking to Chesky was when he told me he doesn’t own any
property. his reason? he doesn’t need to. This is what the sharing economy is all about and how
this monumental, generational mindshift is happening under our noses. millennials such as airbnb’s
founder don’t attach a value to tangible possessions in the same way older generations did. owning
a home or even a car for that matter aren’t seen as security. That argument really stacks up when
you see the meteoric rise of uber and airbnb. Welcome to the sharing economy. not bad for a
company whose founders started off by setting up a B&B using air mattresses in their San Francisco
apartment to help supplement the monthly rent.

Spam on the
decline?

HERE’S SoME good
news…well kind of.
Symantec’s recent monthly intelligence report
showed a decrease in spam e-mail, dropping
to below 50 percent for the first time in over
a decade (since 2003). hitting 49.7 percent
in June compared with 51.5 percent for may
and 52.1 percent in april, there’s certainly a
downward trend, but the amount of spam in
our inboxes is still colossal. however, when you
consider that around 200 billion e-mails are
sent every day that means almost 100 billion
spam e-mails are sent daily. Thank goodness
for intelligent spam filters.
Q3 2015 |
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Tullett’s

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

Customer data can be a
liability, not an asset
R
ecent news has been filled with one
horror story after another involving
stolen customer data. And, unlike the
massive credential thefts of Target and similar,
these are taking the game to a whole new level.
By now, everyone knows that stolen credit
card data is the hack du jour. Attackers break
into an organisation and pilfer customer
records, often by the million. So many records
have been stolen that the going rate for
working credit card records has plummeted in
hacker forums: the market is saturated. (This
is low grade fraud, and while we care about it,
we don’t care enough to actually do security
training to prevent the number one method of
intrusion: social engineering.)

employee records can reveal the identities of
covert agents attached to foreign embassies,
for example. Or it could identify likely targets
to approach as turncoats. It’s a gold mine for
enemy intelligence.
The same pattern, in a more personal
sense, happened with two separate dating
sites. Adult Friend Finder and Ashley Madison
were both hacked and their subscriber details
stolen. Both sites specialised in facilitating
extra-marital affairs, and while that may be
embarrassing to most of their subscribers,
it’s potentially career-destroying to business
executives, politicians and celebrities. It’s also
attractive blackmail material.

Then we had the disastrous attack
on Hacking Team, the Italian
intrusion specialists who sell
hacking tools to governments.
Even totalitarian regimes, like the
ones they promised the regulators
they would not sell to. Ouch.
Hacking Team may not survive
the revelations: its reputation is
ruined, its customers are extremely
unhappy (having unhappy
customers with ‘death squads’ is
not something most of us aspire
to!) and that’s before the regulators
start to investigate.
The point of this, for everyday businesses,
is that data is explosively valuable, and often
its true value is unclear. Customer data, the
stuff we store en masse because we have
some vague sense that it could be valuable
one day if only we could get on top of that

“The bottom line is that
hackers have much better BI
than we do. They’re finding
new uses for data faster than
we are, and as a result they’re
seeing more value in it.”
But a handful of attacks have stepped
things up a notch. The Office of Personnel
Management (OPM) of the US Government
was thoroughly hacked, likely by a foreign
power, probably the Chinese. Millions of
records were stolen, but not for simple fraud.
The risk here is much greater: analysing the
14
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A potentially deadly irony

pesky business intelligence project, can be
disproportionally valuable in the wrong hands.
Data you perceive to be low value, can in fact
be crown jewels in disguise.
There are two aspects to this. The first
is that even really boring data can be a
target. For example, consider a reseller of a
piece of networking gear which is found to
have a security vulnerability. Suddenly the
customer list is not just a list of names, it’s
a list of victims with open doors. Similarly,
if you and your customers have integrated
procurement systems, you could be attacked
as a springboard into their systems, and
again, knowing who is on the hit list is the
first step. That’s why Fazio Mechanical
Services was attacked – not because it had
data of value, but because it had access to
Target’s network.
Second, you need to think long and hard
about how you store and secure data. Are
you anonymising it sufficiently so that when
it’s stolen (let’s not kid ourselves with ‘if’) the
value is greatly diminished? Are you relying
on perimeter defence, or deploying data
leak protection (DLP)? Are you performing
security awareness training, especially on
your front-line support staff who are such
popular targets for social engineering? Are
you doing realistic assessments of data value
and risk? Far too many people I speak to tell
me ‘no’ to most if not all of those questions.
The bottom line is that hackers have much
better BI than we do. They’re finding new uses
for data faster than we are, and as a result
they’re seeing more value in it. We need to
protect data with a potential attacker’s value
proposition in mind.

stAt AttACK

figuring it out
THE MARGIN BrIngs you some of The laTesT IndusTry foreCasTs, sTaTIsTICs and
PredICTIons.
Compiled by Paul BooTh, alISon JoB and adrIan hInChClIFFe

Windows 10

The local picture

More than
75 million
devices

South Africa
dropped five
places to number 75.

In the first month following the global release
of Windows 10 on 29 July…

were running
Windows 10

More than
More than
90 000
122 years of
unique PC or gameplay
tablet models were streamed
had upgraded to
Windows 10

from Xbox one
to Windows 10
devices

declined 10%
sequentially

and over 15% year on year
to reach only 45.76 million
units in Q2 15, according to
digitimes research.

The South african government's
ICT spend is estimated to reach

$707.6 million

What’s down?
Global tablet shipments

The latest World Economic
Forum’s Global Information
Technology Report 2015, which
measures the relative capacity
of 143 economies to leverage ICT
for growth and economic and
social transformation, reveal

(R9.4 billion) in 2019, after reaching a
total of $615.9 million (r8.2 billion) in
2014, according to Frost & Sullivan.

Worldwide personal
and entry-level storage
shipments

declined
by 9.7%

year on year, finishing the
Q2 15 with 15.1 million units,
according to IdC.

devices in the lower price ranges helped the South
African tablet market bounce back from a disappointing
Q1 performance to record strong year-on-year

growth of 56% in Q2 15, says IdC.

South africa’s telecoms market will grow at a compound

1.4 percent over the next five

annual rate of only
years, according to BmI-TechKnowledge.

What’s up?
Apple snatched 19.9% market share of
the global wearables market, shipping

3.6 million units of
the Apple Watch in
q2 2015.

Total shipment volume for the quarter
came to 18.1 million units, up 223.2%
from the 5.6 million units shipped in
Q2 14, notes IdC.

Worldwide server shipments

grew 8%

in Q2 15, while
revenue increased 7.2% from Q2 14,
according to Gartner. dell took over
the number two slot from IBm, with
hP still at number one.

Global mobile data traffic is set to reach

52 million
terabytes (TB) in 2015,

an increase of 59 percent from 2014,
says Gartner.
Q3 2015 | The margin
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Analysis

Correction
ahead?

Tech stock prices are due for a 2000-style
correction. Even though the reasons this
time are different, are we in for another tech
industry crash? And, if so, what to do?

by Paul Furber
photography shutterstock

I

f Intel’s second quarter results are anything
to go by, the world of tech stocks is not
in a bubble: it’s actually collapsing like a
house of cards. CEO Brian Krzanich said the
second-quarter results “…demonstrate the
transformation of our business as growth
in datacentre, memory and Internet of
Things accounted for more than 70 percent
of our operating profit and helped offset a
challenging PC market.”
What he should have said was something
like: “We were very lucky that a huge tax
windfall offset our massive 25 percent loss in
operating income off a five percent revenue
drop and 40 percent drop in the client
computing business.”
Investment site The Motley Fool wasn’t
fooled by the seemingly healthy earnings
per share number and also noted that
although datacentre revenues grew by ten
percent, margins are dropping. Intel owns the
datacentre, the cloud and almost all other
enterprise computing with its processors; the
market as a whole clearly isn’t growing.
Amazon’s numbers for the same period
were arguably even more worrying. The
company sold a shade over $23 billion worth
of products in Q2 but only made a profit of
$91 million on that, a paltry 0.4 percent profit.
No matter. Amazon’s stock, priced at over 160
times its forward estimates, bumped on the
news and so did Intel’s.
Elsewhere in tech stocks are valuations
that look insane – Tumblr, Pinterest,
Snapchat, Instagram and Whatsapp are all
members of the ‘triple comma club’, valued
at over $1 billion despite revenues that in no
way justify those valuations. In fact, there’s
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Tips to weather a crash

A large crash in tech stocks always filters through to the reseller channel sooner or later. Turmoil at vendors, retrenchments, fulfillment problems, tighter credit
terms and potential supply chain fragility all happened from 2000 onwards and will happen again in the wake of a severe market correction. Surviving it will
take versatility and resilience.

Do your annual sales depend on
a few large deals with decent
margins? Diversify and find residual
income instead.

Can you move quickly to
take advantage of any new
opportunities? Crises always bring
easy pickings to the prepared.

Can you specialise in an essential
product or service that has some IT
component?

“The only thing worse than a
market with collapsing valuations
is a market with no valuations and
no liquidity.”
Mark Cuban

so much fantasy that these $1 billion plus
startups are now referred to as ‘unicorns’ –
in June there were reckoned to be over 100
members in this category.

Any return is better than none

But today’s investors will take yield wherever
they can get it. Since the Federal Reserve
dropped interest rates to 0.25 – or effectively
zero – to prevent Wall Street banks from
going bankrupt in 2009, there has been a
tsunami of malinvestment in other markets
as investors look for something – anything
– with a reasonable rate of return. And
tech stocks look inviting in the same way
they were in the run up to the dotcom
crash of 2000. However, there’s a big
difference between 2000 and the present
day according to investor Mark Cuban. In
2000, the companies that deflated after
the bubble popped were public companies
so that investors could at least sell their
stocks and get out as they were tanking.
Cuban says the problem today is a bubble of
private investors who have poured money
into private startups hoping for some sort of
payout. But this market has no liquidity at all.
“The only thing worse than a market with
collapsing valuations is a market with no
valuations and no liquidity,” notes Cuban. “If
stock in a company is worth what somebody
will pay for it, what is the stock of a company
worth when there is no place to sell it?”

Many companies benefited
from cut-price hardware from
liquidations. Keep an eye out for
that once-in-a-lifetime bargain.

Holders of Chinese stocks know what that
feels like. Chinese authorities had imposed
restrictions in trading for the most volatile
stocks after massive losses in June, as well as
intervening in the market to shore up prices.
On July 27 they stopped intervening and
the market’s reaction was “swift and brutal”,
according to the Telegraph’s Ambrose EvansPritchard. The Shanghai Composite Index
suffered its biggest one day crash in eight
years. Because of gagging by the authorities,
no-one knows the exact reason for the dip.
One of the many bubbles blown by China over
the past 20 years has obviously popped but
real market information is hard to come by.
Frighteningly, over a trillion dollars’ worth of
Chinese stocks is held on margin debt, which
is effectively borrowed money. In a typical
trading situation, a stockholder can be granted
up to 50 percent of the value of the stocks as
margin debt, with a margin call coming if the
value falls too much. A good portion of that
trillion dollars of stocks may now be worthless
when the selloff is finally allowed to take place.

Close to home

China’s woes are bad for South Africa. Not
only has it frozen imports but the news hit
emerging market currencies hard, the rand
included. At the time of writing, the dollar/
rand exchange rate sits at 13.92, the latest
nasty jump on the long slide downwards since
2011. That means higher prices for the local
channel at the next stock refreshes and more
pressure on customers who will be feeling
the pinch from their other costs. Resellers
relying on thin margins will come under
pressure this year, especially those in niche
markets or with narrow product portfolios.
In 2000, the market was vigorously purged
of IT opportunists jumping on the dot-com
bandwagon but the falling prices put many
established IT companies under pressure too.
Intel’s worrying numbers show that when the
correction comes this time, the stalwarts will
struggle even more than in 2000.

Q3 2015 |

17

teChnology

Stock
watch
Netshield Inverter/
Charger
Category:

Power solutions

Product:

Inverter/battery charger

Brand:

Netshield

RRP:

Available on request

Distributor:

WestconGroup Southern Africa, luke Bainbridge,
011 848 9216, luke.bainbridge@westcon.com

Date of availability: 4-6 weeks from order

Long-uPS 1.2KvA /
2.4KvA
Category:

Power solutions

Product:

UPS

Brand:

Netshield

RRP:

Available on request

Distributor:

WestconGroup Southern Africa, luke Bainbridge,
011 848 9216, luke.bainbridge@westcon.com

Date of availability: 6-10 days from order

Specifications

Uses a dC to AC power inversion system with an integrated charger/
rectifier through a long-life 12v deep cycle battery
Comes standard with three plug sockets
Automatic line to battery switch over
Selectable input voltage ranges
high efficiency AC to dC conversion
rack tower design
Built-in enhanced charger – intelligent two-stage charger control for
efficient charging and overcharge prevention.
Provides overload protection
Multi-function lEd indications and buzzer alarm
12v 102Ah deep cycle battery (3x batteries in 3000vA model)
2x power point outlets (220v 50hz).

uSPs

the unit serves as a simple to use, simple to install, plug and play,
standalone backup power source during power failures.
the long life UPS is an affordable, compact device that gives you
longer duration back-up than a normal UPS, i.e. 4-6 hours’ backup,
depending on the load.
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Specifications

Inverter/charger units are available in 1kvA, 2kvA, 3kvA, 4kvA,
6kvA or 12kvA that can give instant power with a battery charging
capability of up to 10 to 120Amp
Units are true sine inverters and high-power battery charger
combination products designed to form the core of a reliable power feed
Can source power from a backup utility feed or a backup generator
or from photo voltaic solar arrays
the unit creates a ﬂexible power sourcing solution with a scalable
battery bank acting as a power source when no power is available
from any of the power sources
Some features include battery level indication, load AC output, grid
and generator AC input connection, generator start relay output, a
comprehensive lEd display and monitored surge protection.

uSPs

Ideally suited to increase reliability and reduce the risk of business
interruptions due to power outages and load shedding.
the unit has three application modes: grid assisted mode/
generator assisted mode/high power deep cycle line interactive UPS
application mode (12ms).
Features include overload protection, over voltage protection,
under voltage protection, short circuit protection, over temperature
protection as well as zero spark connection and forced cooling.
the unit is available in smaller options for the SOhO and SME, as well
as home users and large scale enterprise environments.

products

M700
Category:

IP telephony

Product:

voIP multi-cell base station

Brand:

Snom

RRP:

r3 499 ex vAt

Distributor:

duxbury Networking, luned lira, 011 351 9800

Date of availability: Available now

Specifications

Compliant with the dECt standard
Supports Snom M5 repeaters which feature dECt encryption
Based on Snom provisioning, the system is interoperable with all
major voIP systems such as Broadsoft and Asterisk.

NISW8110PoE-2Sf
Category:

Networking switches

Product:

PoE industrial ethernet switch

Brand:

Netshield

RRP:

Available on request

Distributor:

WestconGroup Southern Africa, luke Bainbridge,
011 848 9216, luke.bainbridge@westcon.com

Date of availability: Available now

Specifications

uSPs

the Snom M700 is targeted at companies requiring wireless
telephony coverage across several ﬂoors or throughout large
buildings.
Can be scaled, with up to a maximum of 40 base stations working
with 200 handsets forming a seamless network to allow free
movement of voice and data traffic between base stations.
Setup is intuitive thanks to the integrated installation mode on all
Snom M65 handsets.
Connected Snom M65 handsets are able to take advantage of many
intuitive features common in the mobile carrier arena, such as direct
search in the corporate directory and hd audio.
Wireless security is ensured by dECt encryption, while tlS and the
SrtP ensure secure SIP communications.

Industrial MdI/MIdX 8 x 10/100Baset PoE ports and 2 x 1000BaseFX
SFP managed switch
dual power supply voltage 48v dC with 6Kv lightning protection
Support for SNMP v1, v2c, v3 and provide web/telnet/Console/SSh/
ClI variety of network management
PoE provides 15.4W IEEE 802.3at and 30W IEEE802.3af optional
IEEE 802.3 compliant – supports broadcast storm suppression,
jumbo frame support 9 600 byte.

uSPs

Fully equipped with rugged connectors and extended temperature
switches to work in harsh environments of temperature extremes,
humidity, and vibration that exceed the ranges for It equipment
intended for installation in controlled environments.
reduces electrical noise and provides electrical isolation to prevent
equipment damage.
Fanless design that uses full-duplex standards and other methods so
collisions don’t unacceptably inﬂuence transmission times.
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NOW IN SOUTH AFRICA
THE MOST AFFORDABLE 3D PRINTER

Da Vinci 1.0 A
• Dimensions (20 x 20 x 20 cm)
• Single Nozzle | Filament Material ABS
• 2.6” FSTN LCM Display
• USB 2.0 | Windows/Mac support
• FFF (Fused Filament Fabrication)

Da Vinci 1.0 AIO
• Dimensions (20 x 20 x 20 cm)
• Single Nozzle | Filament Material ABS
• 2.6” FSTN LCM Display
• USB 2.0 | Windows/Mac support
• FFF (Fused Filament Fabrication)

AVAILABLE COLOURS
FILAMENT RED 600G

FILAMENT ABS STEEL BLUE 600G

FILAMENT ABS BLACK 600G

PLA 600G CLEAR YELLOW

FILAMENT ABS NATURAL 600G

PLA 600G NATURE

FILAMENT ABS SNOW WHITE 600G

products

Easipoint
Category:

Mobile device

Product:

handheld transaction device

Brand:

rubiBlue

RRP:

Starts from US$400

Distributor:

rubiBlue, Gary Jardim, 0861 48 48 99,
gjardim@rubiblue.co.za

Date of availability: Available now

Specifications
GPrS

fX3BK/00

thermal printer

Category:

Audio

Fingerprint reader

Product:

headphones

Fully ﬂedged Android phone

Brand:

Philips

Barcode reader

RRP:

r499

Camera

Distributor:

tarsus technologies, 011 531 1000

Date of availability: Available now

Specifications:
Sound

- Acoustic system: closed
- Frequency response: 8-23 000 hz
- Impedance: 32 ohm

WiFi

uSPs

External system platform, allowing the easy deployment of business
processes on the ground.
deployable in short periods, owing to the highly adaptable web
services model.
Process orders, payments, business processing, tracking, securing,
cash management – EasiPoint is an adaptable solution.

- Maximum power input: 40mW
- Sensitivity: 102dB
Connectivity
- Cable connection: two-parallel, symmetric
- Cable length: 1.2m
- Connector: 3.5mm stereo
- Finishing of connector: 24k gold-plated
dimensions
- Wxhxd: 17.3 x 18.5 x 4cm
- Weight: 0.154kg

uSPs

40mm neodymium drivers for rich bass and powerful sound.
Adjustable bass control.
Noise isolating around-ear cushions block external sounds.
Compact foldable design for easy portability and storage.

Q3 2015 |
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My Passport ultra
Category:

Storage

Product:

Portable storage drive

Brand:

Wd

Purple
Nv series

RRP:

From r799 to r2 500

Category:

Storage

Distributor:

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

Product:

Nvr surveillance systems hard drives

Date of availability: Available now

Specifications
Up to 3tB capacity

Ultra-compact design with plenty of storage
Blazing-fast data transfers with USB 3.0 interface
USB 3.0 and USB 2.0 compatibility
Automatic backup software for local backups
Cloud backup through dropbox
3-year limited warranty
Wd Backup, Wd Security and Wd drive Utilities software

uSPs

Offers ﬂexible backup options.
Password protection provides 256-bit hardware-based encryption.

USB 3.0 compatibility means 5 Gigabytes per second transfer speed
(3X faster than USB 2.0).

Brand:

Wd

RRP:

r2499 (4tB), r4099 (6tB)

Distributor:

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

Date of availability: Available now

Specifications

designed specifically for Network video recorder (Nvr) surveillance
systems (and backwards compatible with digital video recorder
(dvr) systems)
Support for more than 8 Nvr surveillance bays with up to 64 highdefinition camera count
Increased workload capabilities (terabytes per year) with optimised
power consumption
Available in up to 6tB capacities
designed with tarnish-resistant components for premium protection
in harsh environments
3-year limited warranty 3.5-inch hard drive

uSPs

the increased number of video streams and workload capability
offered with the Wd Purple Nv hard drive enables scaling beyond
the limitations of dvr systems.
designed for higher temperatures and always-on surveillance
environments, Wd Purple Nv hard drives are suited to higher hard
drive bay configurations, systems utilising up to 64 hd cameras,
feature hardware vibration sensors and greater workloads per year.
Inherited from Wd Purple, Wd’s exclusive AllFrame technology
boosts write performance for Wd Purple Nv hard drives by working
with AtA streaming commands to reduce frame loss and improve
streaming playback.
Wd Purple Nv hard drives are optimised to support systems utilising
high-definition surveillance cameras, giving the ﬂexibility to upgrade
and expand security systems in future.
low power consumption is crucial in high-temperature always-on
surveillance environments. With exclusive IntelliSeek technology,
Wd Purple Nv hard drives calculate the optimum seek speeds which
lowers power consumption, noise and vibration that can damage and
cause drives to wear out more quickly, increasing reliability.
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products

NvIRoMoN-1S
Category:

Monitoring

Product:

Environmental monitoring system

Brand:

Netshield

RRP:

Available on request

Distributor:

WestconGroup Southern Africa, luke Bainbridge,
011 848 9216, luke.bainbridge@westcon.com

Date of availability: Available now

Specifications

Environmental management unit 1U rack mountable unit

uSPs

Enables remote management of server rooms, entire business networks or
even remote renewable energy sites, from a single management console
and a single device.
remotely open and close gates – serves as an alarm system when
connected to movement sensors and sirens and informs users of power
outages as well as other environmental threats outages through an SMS
or e-mail.

twelve optically isolated inputs

Monitors and controls the conditions inside a room alerting user if it’s too
hot, too cold, too wet, or even if there are unwanted gases.

Four normally open/closed contacts

Fire detection.

rS485 expansion bus capable of handling up to nineteen external
probes/sensors

detection of power outages as well as the inclusion of built-in battery
backup power.

GSM module for SMS/GPrS monitoring and control

Access control through all entry and exit points including monitoring of the
opening and closing of cabinets by authorised personnel only.

10/100Baset Ethernet module with integrated SNMP
Battery backup, real time clock used for time and date stamping,
quad temperature sensors, quad ﬂooding sensor, with SNMP trap
and SMS messaging to remote manager

Personnel record management making use of IP cameras and biometrics.
Automatic SMS notifications.
total integration with existing systems.

CHANNEL DEDICATED
OKI IS PASSIONATE, COMMITTED AND LOYAL TO THE RESELLER CHANNEL

DOT MATRIX

COLOUR/MONO LASERS

MULTI FUNCTIONS

SPECIALITY PRINTERS

LINE PRINTERS

011 553 2800
www.okisa.co.za
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To the test

lookIng for someThIng exTra when deCIdIng whICh
rouTer To sToCk? need an IndePendenT analysIs
To helP drIve a ParTICular sale? THE MARGIN’S
ComParaTIve revIew PuT fIve of The laTesT 802.11aC
wIreless rouTers, suITaBle for home or small/
medIum BusInesses, Through a rIgorous and
ComPrehensIve TesT To deTermIne TheIr IndIvIdual
sTrengThs and weaknesses.

Test conditions

during this comparative review we carefully
examined five separate product aspects:
usability, versatility, security, performance and
energy consumption. We divided performance
into speed and range, which were thoroughly
and extensively measured using numerous
mobile devices, various distances and in
different surroundings. energy consumption
was measured over a longer period of time
with dedicated equipment during two different
scenarios; idle and actively connected to
three notebooks. all routers were tested with
the installed firmware as supplied by the
manufacturer. We also left all settings to their
default values and chose the recommended
setting where applicable.

By andrÉ SChIld

1

Asus RT-AC87u

the Asus rt-AC87U router features an embedded
vPN (virtual Private Network) server that
facilitates a secure connection to a home
or office network over the internet. It also
supports full Quality of Service (QoS), giving the
router’s administrator detailed control over the
(prioritising of) inbound and outgoing data traffic.
It’s a shame it won’t automatically check for
firmware updates. On the other hand, the router
proved to be quite easy to install and configure.
the Asus rt-AC87U is one of two devices in
this test that claims to reach ultra high speeds of
max 2330 Mbit/s. According to Asus that speed
is achieved by combining both the 2.4Ghz (max
600 Mbit/s) and 5Ghz bands (max 1750 Mbit/s).
Our test showed a different picture with realistic
speeds of max 126 Mbit/s on 2.4Ghz and max 387
Mbit/s on 5Ghz. Although these results are far
from what Asus claimed, and all manufacturers
for that matter, the rt-AC87U is actually the best
performing router of all five. the rt-AC87U’s
energy consumption of 12.8 Watt in idle mode is
the highest of all tested models. While actively
connected with three notebooks its energy
consumption of 13.3 Watt is only surpassed by
that of the linksys router (item 3).

RRP

yes

Automatic firmware check

No

Product page
Distributor
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goo.gl/8S78hc
Mustek/Pinnacle

Performance

8/10

Energy consumption

6/10

overall

A

t the heart of almost every home or
office network, you’re going to find
a router. Wired or wireless, routers
connect all local devices like computers, printers
and servers to each other as well as the internet.
Because routers are simultaneously
connected to both the local network and
the internet, they’re perfectly positioned to
enforce a specific security policy. For that
reason all modern routers are fitted with a
firewall to manage incoming and outgoing
traffic. For system administrators a router
is also the perfect way to better manage
bandwidth, resources, security and devices.
Currently there are a few types of wireless
router available. a key difference lies in the
number of frequencies that they operate on.
Single-band wireless routers are cheaper, but
can only communicate on the overcrowded
and thus slower 2.4Ghz frequency. dual-band
wireless routers can simultaneously use the

2

802.11ac

WHy IS IT IMPoRTANT foR THE CHANNEL?

802.11ac offers sales opportunity for upgraded benefits. Routers that use the latest 802.11ac WiFi standard
have a significantly higher theoretical transfer speed than the older 802.11n models, especially at the
edges of the signal. Apart from that, new 802.11ac routers can handle more simultaneous users and offer
new security, cloud and management functionality. As a result, the new generation of 802.11ac routers are
a perfect way for customers to upgrade their existing WiFi network in terms of performance, versatility
and security.

faster 5Ghz frequency. however, while faster,
the range of 5Ghz is also considerably shorter
than that of 2.4Ghz routers.
Within these two categories of routers,
there are again two camps. you’ve got the
ones that utilise the older 802.11n wireless
transfer standard and models that work with

the latest, faster 802.11ac protocol. all routers
are backwards compatible, meaning they also
support every previous, older wireless protocol.
In order to make full use of these latest
frequencies and wireless standards, devices
like a notebook or tablet need to explicitly
support this technology as well.

D-Link DIR-880L

As with the Asus router, both installing and
configuring was easy. this is the result of an
installation wizard leaving us with a fully secured
wireless network afterwards. the dIr-880l
is the cheapest router of all five and houses a
vPN server and can even periodically check
for new firmware, download it and notify the
administrator it’s ready to be installed. Although
this router does offer QoS features to gain
better control over the up- and downstream of
the internet connection, it lacks the option to
prioritise specific applications and ports. like
all other routers within this comparative test,
the dIr-880l can be hooked up to a printer or
external hard drive via USB to serve as a file-or
printer server.
this d-link dIr-880l has a maximum
theoretical wireless speed of 1900 Mbit/s when
combining both 2.4Ghz and 5Ghz bands. Naturally,
our test results showed lower, more realistic
speeds of 116 Mbit/s on 2.4Ghz and 378 Mbit/s on
5Ghz. Although still pretty good, performance of
the d-link router is not as good as the Asus model
(item 1). Energy consumption, however, is nice and
low with only 7.8 Watt in idle mode and 11 Watt
when serving three separate notebooks.
RRP

r3 100

VPN server

yes

Automatic firmware check

yes

Product page
Distributor

goo.gl/hrOjKh
Mustek

Performance

7/10

Energy consumption

7/10

overall
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3

Linksys WRT1900AC
the linksys Wrt1900AC router is one of two
devices in this test that doesn’t offer a vPN server
to facilitate secure, remote access to the home or
office network over the internet. the device also
doesn’t fully support QoS to manage bandwidth,
but does check automatically for new firmware.
this linksys router has a maximum theoretical
speed of 1900 Mbit/s, just like the d-link model
(item 2), but still proved slightly faster. this is
most likely as a result of the extra antenna when
compared to the d-link, which has three. Energy
consumption, however, is not its strong suit. the
linksys Wrt1900AC requires the highest amount
of energy of all five routers, 12.5 Watt when idle
and 16.5 Watt when connected to three notebooks.
Both installing the device, and configuring it,
was a breeze because of the very intuitive and
illustrated installation wizard. After completion, we
were left with a fully secured wireless network.
RRP

r3 500

VPN server
Performance

8/10

Automatic firmware check

Energy consumption

6/10

Product page

overall
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r4 000

VPN server

No

Automatic firmware check

No
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Westcon

TP-Link Archer C9

RRP

Distributor

yes
goo.gl/7yJyJr

Distributor

4

Product page

No

goo.gl/hyKhKC
Phoenix distribution

tP-link’s Archer C9 has a claimed maximum
speed of 1900 Mbit/s but lacks an integrated
vPN server, certain QoS functions to manage
bandwidth and won’t automatically check for new
firmware. For a device with a relatively high rrP,
we expected more versatility. On top of that, the
Archer C9 proved to be the slowest of all five. the
fact that it has one antenna less than most of the
other models won’t help in that department.
Its range, on the other hand, is surprisingly
adequate, which in turn compensates for the
relatively low speeds. the Archer C9 also has the
lowest energy footprint of all tested models with
just 7.6 Watt in idle mode and 8.2 Watt when
actively linked to three notebooks. Both installing
the C9 and configuring all its settings wasn’t
very difficult, but we found the wizard to be less
intuitive and fool-proof than those of the other
routers.

Performance

6/10

Energy consumption

8/10

overall

comparative

review

5
Netgear R7500
Nighthawk X4
Netgear’s r7500 router is the most expensive
one of those tested. For that amount of money,
the device has a claimed theoretical maximum
speed of 2350 Mbit/s. looking at our own test
results; we have to admit the r7500 is quite fast.
however, it can’t keep up with the Asus router
(item 1). Unfortunately, the r7500’s range can’t
match those of the other routers, therefore
negatively impacting its total performance. On the
ﬂipside, its energy consumption is low with 8.3
Watt in idle mode and 9.2 Watt when wirelessly
hooked up to three notebooks.
the r7500 features an onboard vPN server
and fully supports QoS to manage bandwidth. For
the most expensive router it’s a bit disappointing
that it won’t check for new firmware once in a
while. the installation and configuration wizard
was very intuitive and left us with a secure
network after completion.

Performance
Energy consumption
overall

7.5/10
7/10

Indicative retail price

r 7 900

VPN server

yes

Automatic firmware check

No

Product page
Distributor

goo.gl/osukMc
tarsus

In conclusion.

anybody looking for a relatively fast wireless router with all the bells and whistles will find the asus and d-link to be their best bets. The
netgear r7500 also delivers great speed, but not enough to justify its relatively high price point. TP-link’s device has the second highest
price, but scores low on versatility and performance. Finally, the linksys router is relatively cheap, but lacks specific options and has the
highest energy consumption of all five routers, driving up costs in the long run.
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Technology

Digitisation, digitalisation
– what’s an ‘al’ between pals?
What are they? How do they differ? Do they
offer revenue opportunities?

by Donovan Jackson
photography shutterstock

I

t’s pretty hard to avoid the jargon in
the technology industry. More difficult,
in many instances, is finding someone
who knows what the words being bandied
about actually mean: just try challenging the
average PowerPoint presenter to expand
their acronyms; interesting results are highly
likely. To help you avoid falling into that trap,
let’s take a closer look at ‘digitisation’ and
‘digitalisation’.
On the face of it, ‘that’s easy’. Gartner
says digitisation ‘is the process of changing
from analogue to digital form’. Meanwhile,
digitalisation is ‘the use of digital technologies
to change a business model and provide new
revenue and value-producing opportunities; it
is the process of moving to a digital business’.
That begs the question, then. What are digital
technologies? Digital technologies means those
based on binary – the 1s and 0s which are to
this day the primary language of computers.
Fun fact: binary was invented by a German
called Gottfried Liebnitz in the 17th century.

Jargon

buster

Your first encounter with digitisation, the
predecessor to digitalisation, was likely the
1980s and those memorable Casio calculator
watches. Here we saw the standard clock
face with its hands and dial replaced by the
classical digits that provide the first part of
the word ‘digitalisation’. The digital watch
turned analogue information, powered by
mechanical engineering, into digital bits which,
in a stunning reversal, were re-converted to
analogue for display on an LCD.
If digitisation has such a glorious history,
why is it the jargon du jour 30 years later?
Because when information is made digital, it
is made accessible. It shakes off the shackles
of paper and removes any physical barriers
to accessing it. In practice, that means you
can check your bills online and, if feeling
charitable, pay them, too. But that’s just
the beginning. When entire businesses are
digitalised, interesting things happen (you
guessed it – innovation and disruption). Just
what those things are depend on the business,
but cue LinkedIn and that Facebook/Airbnb/
Uber meme – big companies owning nothing,
effectively brokering information (digitally) to
add value.

Where can I find out more?
A potted history of digitisation
is available here: http://bit.
ly/1MVVc5L

Read David Newton Dines’ blog
post: http://bit.ly/1ODygso

W hat techn o lo g ies d o
di g itisati o n and di g italisati o n
enco mpass ?
The short answer is ‘every one of them’,
since, at a fundamental level, digitisation
is what underpins every computer system
today (and indeed, since computer systems
were invented...on account of its mechanical
nature). The more nuanced one requires an
examination of how the word is used today.
Typically, digitisation means converting
‘analogue’ business processes to computerised
ones. Think business process management,
automation and the elimination of paperbased activities. It’s even been said (by blogger
David Newton Dines) that ‘digitisation is
de-humanisation’ – although why humans
would consciously want to shuffle paper is
a mystery. Digitisation leads to digitalisation
and it applies broadly, to anything from
ERP solutions, to workflow and process
improvement software.
W here d o es di g italisati o n f it in
the ov erall scheme o f thin g s ?
Bluntly, square in the middle. With more
finesse, it applies to any area of a business
that can be improved by ‘digitising’ data. Yes,
that means removing paper and implementing
electronic information exchange. Banks,
estate agents, law firms, government: these
organisations perform some activities where
digitalisation will find fertile soil for growth.
W hich v end o rs play in this
space ?
Which ones don’t? It’s the usual suspects
from the ERP world, as well as a lot of specific
ones that occupy themselves with converting
analogue data to digital, and that convert
manual processes to automated ones.
C an we make m o ne y f r o m it ?
Undoubtedly. But it isn’t as cut and dried
as it may seem. While everyone hates
‘analogue’ processes and the delays that
come with shuffling paper from one place
to another, the move to digital processes
and a digitalised business is often limited by
regulations, entrenched ways of doing things
and, (particularly) in the case of government,
reluctance to embrace the accountability that
comes with visibility. Vested interests can also
slow things down.

Find out why McKinsey says the
IT department should be first to
digitise: http://bit.ly/1Jp8fyg

Understand the difference
between digital, digitise and
digitalise: http://bit.ly/1OQlwiZ
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AdvertoriAl

No cloud
without
coNNectivity
RobeRt MaRston (GloBAl
HeAd oF ProdUCt – SeACoM) &
albie besteR (Ceo PAMojA – A
SeACoM CoMPANY

For a long time, South Africa lagged so far behind the US and
european markets in terms of connectivity that local businesses
weren’t even playing in the same league as their international
counterparts. Fortunately, this has changed over the past few
years, with a lot of fibre going into the ground, particularly in the
major metropolitan areas, thereby enabling local businesses to
begin playing catch-up.
According to robert Marston, Global Head of Product at
SeACoM, the increasing levels of connectivity are crucial in
helping grow the South African economy. He points out that
government has identified the small and medium enterprise
(SMe) sector as the area where real growth will most likely
occur, which is why SeACoM has now begun looking to drive
increased connectivity into areas outside of the traditional
metros.
“the real challenge has always been to provide quality
connectivity to SMes, many of which tend to avoid the major
metros as part of a cost-saving approach. We are now bringing
offerings to market that will challenge this status quo and
will bring high-speed connectivity to a broader swathe of the
market,” he says.
“As a wholesaler, SeACoM can provide a platform for smaller
iSPs to offer a tech-savvy way to deliver services to their SMe
customers. By offering these players the opportunity to deliver
a one-stop-shop – one that encompasses connectivity, cloud
services and niche products – they will be able to compete with
their larger rivals on a more level playing field.”
More critically, continues Albie Bester, GM of Pamoja Cloud
Services, a SeACoM business unit, once these iSPs are

delivering high-speed connectivity to the SMe market, smaller
organisations will quickly realise the value cloud can bring to
their businesses.
“Currently, SMes face something of a Catch-22 situation,
as they could benefit enormously from the cost savings,
productivity increases and general efficiencies offered by the
cloud, but many don’t have the connectivity to make this viable.
With SeACoM bringing the connectivity, Pamoja can deliver a
public cloud solution that is ideal for SMes seeking to take their
businesses to a new level,” adds Bester.
“Moreover, since Pamoja’s focus is on Africa as a whole,
evidenced by the fact that we already have two South African
datacentres and another in Nairobi, Kenya, we can assist SMes
to take their business to new markets. in addition, thanks to
our strong focus on niche solutions including governance,
risk and compliance, the internet of things and big data as
cloud services, we can help keep them at the forefront of the
technology revolution.”
Marston agrees, suggesting that the SeACoM and Pamoja
partnership is designed to make the cloud an attractive option to
SMes and to ensure that the experience they have is a good one
when they decide to adopt.
“You could look at our partnership as being one that offers
SMes a form of ‘digital fertiliser’ to help them grow their
businesses. to achieve such growth, connectivity and cloud are
critical components. our partnership will therefore provide these
SMes with the groundwork required to genuinely grow their
enterprises into the kind of businesses that can have a tangible
and positive impact on the local economy,” he concludes.

WWW.PAMojA-AFriCA.CoM | SeACoM.MU
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under the

spotlight

changing your realiTy –

AugMENTED vS vIRTuAL

‘Is ThIs The real lIfe? Is ThIs
JusT fanTasy?’ asked queen.
Thanks To vIrTual and
augmenTed realITy, we JusT
Can’T Tell anymore, freddIe.
By JameS FranCIS
PHoTogRAPHy ShuTTerSToCK

W H AT ’ S T H E D I f f E R E N C E B E T W E E N
v I RT uA L A N D Au g M E N T E D
R E A L I T y ? virtual reality (vr) is pretty much
strapping a screen to your head and living
in that picture. augmented reality (ar) is to
overlay computer visuals on the real world. at
a product level, the oculus rift is vr, Google
Glass and mirosoft hololens are ar.
S o W H AT A R E S o M E u S E C A S E S ?
We’ll start with ar, as it’s the more grounded
of the two. Several years ago, we saw ar
in games with the PlayStation eye, which
overlayed game graphics with real-time video
of the player’s environment. It has since
expanded to smart devices: there are many
apps, most based in marketing, that create
the same effect. other examples are the
location-hunt multiplayer game Ingress and
stargazing app Star Walk. Slowly entering the

room are ar glasses such as Google Glass and
microsoft hololens.
vr is more commercially nascent, so there
are fewer examples. leading the pack is the
yet-to-be-released oculus rift, followed by
contenders such as Samsung Gear and hTC
vive. But the technology has already found a
home in design circles: Ford has been using vr
since 2000 to test its virtual car designs and
the technology features heavily in simulation
training, military use and medical circles. most
recently, the natural history museum in london
teamed with david attenborough and Samsung
Gear to create a very popular vr showcase.
S o v R I S N oT J u S T f o R g A M E S ? no,
and there is a case that it’s least suited for
games. There are also issues around motion
sickness. But as a visualisation tool, vr can’t be
beat. It also has a low entry-point: by sliding
a smartphone into something like Google
Cardboard, you can have vr on the cheap.
BACK To AR, WASN’T googLE gLASS
A fAD? Google Glass was more a proof of
concept. The problem with ar is that it has
a lot of issues and current practical limits.
on the simpler front is marketing, where
you can hold a phone over a page and see
contextual information pop up. But that
requires downloading a special app. at the
face-mounted side, there are serious concerns
around peripheral vision failure, confusing the

brain and generally making people accidentprone. a few studies have concluded that
people using Glass-style ar are actually more
at risk of accidents than those with serious
visual disabilities. Still, face-mounted ar is
making itself useful for maintenance workers
and workstation operators.
B u T f I g H T E R P I LoT S u S E A R I N
T H E I R Co C K P I T S ! yes, but that is quite
different. visuals are presented in the centre
of the view and are comprised from very
minimalistic icons that pilots have to train to
interpret. What Glass and its peers do is far
more complicated and thus unexplored.
S o I S A R D E A D ? not at all – just this year a
new competitor called magic leap entered the
ring. ar is also appearing on car windscreens
and in so-called ’magic mirror’ store displays.
But there’s a lot more we have to figure
out before ar can be considered a safe and
mature tech.
W H AT A B o u T v R ? Its prospects are a
lot better, as shown by Facebook’s $2 billion
purchase of oculus rift. But the sector’s
worth as a customer-facing technology still
has to be proven. We might one day see it
used in stores. right now, it’s more valuable
for internal design and training. But it may
soon cut its teeth in games, movies and
sophisticated virtual conferences.
Q3 2015 |

31

teChnology

THE
SToRE of
ToMoRRoW
one for the

future

PICTuRED: IVANO STIPCEVICH, GLOBAL ACCESS

dIgITal sIgnage Is already ImPressIve. BuT In The fuTure IT wIll
lIsTen, resPond To gesTures, undersTand The Consumer and
PerhaPs even rePlaCe sTores enTIrely.
By JAMES FRANCIS
PHoTogRAPHy KAROLINA KOMENDERA
AND SHuTTERSTOCK

W

e don’t go to shop anymore. We go to
buy.” In one phrase Ivano Stipcevich
summarises the plight of the retail
world. The leisure of shopping is not what it
used to be. People don’t window shop and when
they do browse the inside, it’s usually to kill
time. In stores, salespeople are often viewed as
intrusive rather than helpful. This has limited the
tools available to woo consumers with.
But all hope is not lost. as the head of
digital Signage networks at Global access,
Stipcevich has been witnessing a shift in
signage technologies. “digital signage used
to be this magical thing that only top-end,
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big budget clients could afford. now, it is by
default, being put into the retail environment
– everyone wants it. Previously the strategy
would be to put in ten screens and hope they
get more sales. now it’s more about big data
analytics and putting the correct content in
the right place to influence people.”

A new touch

The most immediate revolution has been
touch. Today large malls across South
africa’s urban areas are festooned with
white blocks in their walkways, equipped
with a touchscreen that provides information
services. This kind of interaction is already
natural to consumers, says Stipcevich. “Touch
is now a given. Going forward everything may
have touch in it and in the next few years I
envisage whole touch-friendly environments.”

The next step is voice and gesture, two
technologies that Stipcevich expects to become
mainstream in the next five to seven years.
“you’ll just move your hand or talk to it.
I’ll say ‘the red one’ and then swipe it to my
shopping cart. all the high-end interactive
displays at expos are increasingly showing
gesture, and augmented and virtual uses
putting you in the screen. That’s very
attractive to retailers. It’s a while away and
not commercially viable yet, but it is coming.”
This leads to the next level of gesture
technology: spatial gestures. In this area, a user
can manipulate a digital environment in three
dimensions by moving their hand around in a
certain area. Commercial peripherals such as
the leap motion already offer such interaction
and Intel’s realSense technology aims to take
the concept even further.

Opening new dimensions

another area that’s fast approaching
commercial viability is 3d screen technology

halfway. Big data analytics provide the
information required for determining the
appropriate type of technology, content and
where to place it.
“at the moment we’re seeing a lot of
content innovation: how it’s created and
used on current technology such as beacon
technology, nFC and facial recognition to
collect data on who’s watching what content.
We also take those screens and put them in
an innovative space or in a new formation.
Perhaps at an angle or split screens and make
content jump across. This strategy is brought
about by the valuable information around
demographics and customer information
obtained by the big data analytics.”
The real advantage is how it can create a
customer journey: engage them at the store
window, entice them as they move through
displays, and prompt them gently at crucial
decision moments through their phone or a
nearby display.
“Shop design is affected by the customer
journey, the placement of specific products or
content for specific customers.”

The store of tomorrow

But these can happen in the next few years.
What about a decade from now? Stipcevich
has little doubt: “I strongly believe we’ll see
virtual stores in ten years. For example, a
jewellery store that doesn’t show stock in the
shop. Instead it uses virtual technologies to
engage customers: touch, 3d, maybe even
holograms… We may even do our shopping on
the front display windows.”
This can include contextual
innovations: directional audio that
discusses a product being held,
comparison made by holding two
products at an interactive screen or
using augmented reality to give realtime relevant information.
But why stop there? Interactive
displays are not just about shopping.
They can deliver ambiance.
Stipcevich recalls a recent trip to london,
where he saw a shop in oxford street use
video panels to create a massive view of the
ocean: “The impact was unreal. People were
stopping outside and taking photos.”
The future of retail is to immerse the
consumer and understand their habits. Perhaps
the idea of video walls calling out your name is
creepy, but that’s just one aspect of what can
be accomplished. maybe tomorrow’s retailers
will have a different problem: people are still
reluctant buyers, but they do love staying in
your store, playing with displays and soaking
up the ambience. That’s when you start selling
tickets at the door….

“All the high-end interactive displays at expos are
increasingly showing gesture, touch and augmented and
virtual uses putting you in the screen.”
Ivano Stipcevich, Global access
that doesn’t require glasses to transfer the
effect.
“There wasn’t any point in the past for
3d in retail. The glasses were a big barrier.
now that it’s glasses-free, it’s massively
commercially viable. you won’t see many, but
they’re out there.”
he notes the rise of convex and concave
curved oled screens are also shifting
perceptions. It’s still very expensive, but
curved surfaces are much more engaging to
consumers and, when used strategically, can
be a huge boon to a retail environment.
This leads to the current video poster boy:
4K, which boasts super-hd resolutions. It’s

valuable for large displays: with 4K a user
can get very close to the screen and not
experience pixelation.
“We’re getting a lot of questions around 4K,
because you can maximise opportunities and
do amazing things with content. you can walk
up to a giant display, use split displays, project
it onto a ceiling or building still maintaining the
high quality.”

The data difference

But to Stipcevich the real revolution here is
not the hardware, but big data. Companies
are able to use analytics and predict consumer
behaviour – or at the very least meet them
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Overview

Squeezing
out value

Businesses are looking to their procurement departments and
processes to drive down the cost of ICT purchases and ensure
new technology delivers value to the business.
by Simon Cashmore
Photography Shutterstock

C

orporate procurement departments
are set to play a bigger role in the
purchasing of ICT services and products
as large organisations look to squeeze
greater value from their investments in
digital technology. The maturation of smaller
businesses is also likely to improve and
formalise processes for procurement.
“As organisations try to increase the business
value of their technology they will look to their
procurement departments to drive down costs,”
says SAP Africa solution manager Stanley
Dube. Effective product and supplier selection
can reduce costs significantly and generate
substantial value for the business, he adds.
Dube points out that ICT purchasing is
increasingly being motivated by the business
units of the organisation and not the IT
department. Procurement departments are
frequently supporting IT departments and
helping them meet the needs of the business
units, says Dube.
Once these business units have defined
their requirements, the IT department
provides the necessary technology
infrastructure and expertise while the
procurement department facilitates the
selection of the vendor. The business unit
often makes the final purchase decision, says
Dube. Price, availability and support are all
important procurement considerations as well
as the organisation’s governance and security
requirements and the supplier’s performance
track-record and financial stability.

Bi-modal IT departments

Dube adds that few local organisations have
yet to adopt Gartner’s bi-modal approach
34
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and split their IT departments into legacy
maintenance and innovation units. “In
some organisations IT departments are still
responsible for procuring ICT and in several
others a ‘go-between’ unit, comprising IT and
business knowledge, works with suppliers to
find solutions. In most cases the business units
have taken the lead in procuring ICT products
and services,” he says.
By working closely together, IT and
procurement departments or specialists are
able to ensure that ICT purchases meet user
requirements, comply with the organisation’s
technology architecture, security and
governance standards and deliver the best
value. While IT staff bring technology insight
and knowledge to the partnership their
procurement counterparts contribute by
providing expertise in contract negotiations,
to ensure keen prices, flexible costing and
effective support, as well as purchasing
efficiencies, vendor relations, governance and
risk management.
“I’ve been involved in projects where
improved procurement systems and processes
have cut millions of rands off the cost of ICT
purchases,” says Dube. Such improvements in
efficiency are likely to force channel suppliers
to better align their sales pitches to the needs
and expectations of their customers. Suppliers
will need to work closely with procurement
departments to ensure they have a clear
understanding of the procurement drivers,
policies and technology standards of
corporate purchasers.
Increasing automation will also improve
procurement efficiencies. Etienne Fourie, MD
at e-commerce solutions provider Intenda,
says the huge volume of documents required
for major procurement projects can no longer
be efficiently processed manually. “Big RFPs
(requests for proposals) attract large numbers

of prospective suppliers that submit a huge
volume of tenders,” he says. The adjudication
of these submissions and the selection of
vendors and products is far more efficient and
quicker when automated, says Fourie. Such
automation can deliver savings of 25 percent
to 35 percent on the price of procured goods,
he adds. “In a competitive bidding process,
100 000 lines of bids can be automatically
processed within 10 minutes,” says Fourie.

Spend management

Spend management solutions can automate
many or all components of the procurement

management. New generation solutions,
often delivered across cloud platforms, can
be integrated with the clients’ database
systems as well as their enterprise resource
planning, supply chain management and
even payroll applications. By incorporating
analytics tools, automated procurement
systems provide organisations with critical
insight to help them manage their contracts
and suppliers more effectively.
Fourie says the peer-to-peer links between
purchasers and their suppliers enable
organisations to invite approved vendors to
bid for specific projects. This accelerates the
procurement process. “Companies can use
these groups to run reverse auctions to get
the best prices,” he says.
Cloud computing platforms that host
online procurement portals are already being
implemented by large local organisations and
are set to become increasing prevalent, notes
Fourie. “Companies can run their own online
service to attract bids and award contracts,”
he says. Such sites will also allow users
within an organisation to select goods and
services from an online catalogue of products
provided by approved suppliers. Centralised
purchasing and payment for these goods and
services improves cost control and demand
management, says Fourie.
Alongside corporate purchasing portals
several online tender sites have been
launched in South Africa. They include tender
notification service OnlineTenders, which
last year posted 150 000 tenders from
organisations throughout Africa, as well as
recently-launched social network platform
OpenTenders which links entrepreneurs and
small businesses with buyers in the private
and public sectors.

Implications for the channel

“I’ve been involved in projects where improved
procurement systems and processes have cut
millions of rands off the cost of ICT purchases.”
Stan Dube, SAP Africa

process, including drafting RFPs, assessing
quotations, awarding contracts, tracking
orders, payment and supplier management.
Such automated solutions also provide
electronic links between purchasers and their
suppliers, while giving organisations greater

control and improved governance, says
Fourie. Initially targeted at organisations that
source high volumes of commodities, these
solutions are increasingly being implemented
to handle the buying of complex services
such as software development and facilities

While procurement departments at large
organisations are often able to draw on
the expertise of their IT departments when
procuring technology solutions purchasers at
smaller firms frequently lack such resources.
ICT expertise is often limited in the purchasing
departments of medium-sized and small
businesses, says Craig Terblanche, director
at CXO Advisor. This provides an opportunity
for channel suppliers to provide procurement
executives with guidance and coaching, he adds.
Research firm Gartner reckons major
corporations will spend around 25 percent
of their ‘enterprise costs’ on digital
transformation this year. About 20 percent of
this expenditure is expected to be spent on
transforming supply chains.
The procurement department will be an
increasingly important component in the
digital enterprise. Channel suppliers will
need to ensure they’re part of their clients’
digital ecosystem if they want to continue
providing ICT products and services to large
organisations.
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Toolkit

Tender?
Merci!

The ICT reseller’s ticket to the tender game.
by Carel Alberts
Photography Shutterstock

A

dvice on how to approach tenders
and RFPs is surprisingly widespread.
Contributions range from the highly
insightful to the somewhat obvious, through
to the downright hilarious. One blog posting
recommends taking someone along when
delivering the tender, for no other reason than
to find parking while you find the tender box.
But there’s value even in that. The message
is that, with tenders, you have to be on your
toes. If the customer specifies 3pm and not
one second later, take note.

The admin

First order of business is to get the red tape
out of the way. “You’ve got to be prepared
to fill in very extensive tender requirement
forms, and form criteria can be exceedingly
strict,” says Tertia Smit, public sector analyst
at research firm BMI-Techknowledge.
Always follow the subscribed format, she
advises. “Make it easy to read and customise
the narrative to their requirements. Conform
to the formats and formatting specified, or
you’ll be disqualified.”
Compliance is a big portion of the standard
tender process too, so you’ll have to provide
tax clearance certificates, company numbers
and a BEE certificate or exemption.
“Avail yourself of exactly what’s required in
each instance, as it may differ,” Smit says.

Challenging

If you’re not deterred yet, we can move on to
addressing the substance of a tender. Here
you’re faced with a fundamental choice – if
sheer opportunity is what you want, find out
who the big spenders are and go after them.
But here be dragons. Always bear in mind
the principle of ‘horses for courses’. Uwe
Brandkamp, sales director, WestconGroup
Southern Africa, says the skills of the reseller
must match the opportunity. “More often than

Top tip –
register your deal
Chris Wilcocks, SAP Africa’s director:
general business and partner
operations, says partners should ideally
register potential leads with vendors
for two reasons – to encourage them
to think about their skills, and to ensure
they fully understand the scope of the
opportunity, should they win the deal.
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“Attend any compulsory
briefing or you will be
disqualified. Even if not
compulsory, it can be
worthwhile attending to see
who else is there and hear
the questions and answers.”
Tertia Smit, BMI-Techknowledge
not a small company trying to punch above
its weight will find itself lacking in some way.”
However, that’s not to say the little guy can’t
compete. In many cases, a lack of skills can be
resolved by partnering with bigger companies,
he adds.
BMI-T’s Smit says opportunities for SMEs
include building relationships with smaller
departments, outsourcing some critical skills
to bigger players, signing as their regional
representatives, or fulfilling a portion of the
deal in a collaborative partnership. “The crux
is to try and differentiate yourself. Know your
strengths and pick the right battles,” she says.

The hard yards

Once you’re sure of your basic compliance
and have found your level, you will hit the
nitty gritty of the bidding process. Here you
must familiarise yourself with the technical
(process) requirements.
“The submission must correspond with the
published terms of reference,” says Smit. “Make
very sure you know how the customer works
– is there, for example, pre-registration? Get to
grips with the scope – do extensive reading on
the subject. And of course, make sure you have
the expertise to participate.”
Now we come to the crunch – writing
a convincing tender that explains why
your technology, subject matter expertise
and programme management experience
best satisfies the tender requirements and
supports the customer’s objectives. You know
your business best, articulate why the bid
assessment team should choose your company.

Finding tenders

Optimise your chances

Paul Ruinaard, regional sales
manager at Nutanix, says to
optimise your chances of winning
you’ve got to have the inside track.
“Understand how adjudication
works at the specific entity. Who
is on the committee? Have they
been influenced in some technology
or vendor agenda? Can they be
influenced? Is capex or opex a
primary concern? Do they have
budget? If not awarded, does it
carry over?”
He explains that government entities only
sometimes have the knowledge to write
tenders themselves. “Departments that
need help are a better bet. Then it’s just
good salesmanship. As a vendor we align
ourselves with a value-added reseller to
develop such opportunities. We educate the
channel and the customer on our technology.
If that bears fruit, we try to influence how
the tender specifications are written, and if
we’re successful with that we can assist the
department by providing possible partners
and a scoring system to rate the different
bids.”
Lastly, take the opportunity to talk to the
potential customer. “Put your questions in
writing and they will reply – perhaps to all
bidders, if they’re obligated, so be aware
of that,” says Smit. “Attend any compulsory
briefing or you will be disqualified. Even if not
compulsory, it can be worthwhile attending to
see who else is there and hear any questions
and answers.”

Ensure an outcome

A significant percentage of government
tenders are not awarded. Inasmuch as a
vendor is able to influence a tender, this must
be done, to ensure the tender is awarded.
“First, don’t write it too tightly – you want
enough responses. And make sure it’s easy
to understand, so it doesn’t fail on errors
of scope,” says Ruinaard. “Ensure that price
expectations are reasonable and that the
buyer did their due diligence. Be on hand to
assist with bid adjudication, both in tenders

Your first port of call for finding public sector tenders is the government’s Tender
Bulletin, out every Friday. (Neither commercial enterprises nor state-owned
enterprises use the tender system often.)
As not all government tenders make it into the Tender Bulletin, you should
also visit the websites of individual departments, provincial governments, local
municipalities and metros. The Western Cape Provincial Government outlines four
methods of purchasing – petty cash (for purchases up to R2 000), three quotes
(up to R10 000), DPS or the Designated Purchasing System (up to R500 000), and
a competitive bidding process (above R500 000). DPS is managed by Ariba, an

Request for…
Information

An RFI is sent out as an informationgathering exercise, usually early on in a
procurement cycle. Often sent to a number of
suppliers, an RFI will likely help the client to
create a set of RFP or RFQ criteria.

Quotation

An RFQ is best suited to getting cost
comparisons from different suppliers on a
standardised solution, service or product.
Often used for pricing ‘commodity’ items.

Tender

An RFT is an open invitation for suppliers to
provide specified goods or services. It’s often
used for larger value purchases, and most
likely to come from the public sector.

Proposal

An RFP is a business requirements-based
invitation for proposals, which often allows
suppliers to be creative in their proposed
solutions.

that are focused on your product, and in
situations where the customer needs help to
decide the value of a low-price competitive bid
designed to disrupt yours.”

You have the power

The power is in your hands. You can know
your strengths and allies. Through your
submission documents, you can legitimately
influence the direction you want the bidding
committee to take and you can even shape
adjudication.
Even if you don’t win the work this time,
writing a tender can clarify your aims,
strengths and weaknesses, notes tender
notification service onlinetenders.co.za. You
can also ask for feedback on your bid, and
participation serves to raise your profile
with the client and helps you learn about the
client’s needs.

SAP company. Suppliers have to register and a monthly subscription applies.
The State IT Agency (SITA) publishes its own tender bulletins online and in the
government Tender Bulletin. Companies must register for a particular product or
service, whereupon they still have to tender for specific projects. SITA is a noted
champion of SMEs, and accommodates this business segment extensively in
government tenders.
Then there are standalone tender portals such as www.onlinetenders.co.za,
www.tenderscan.co.za, www.opentenders.com and ITWeb’s Tender Watch, and
contract notices in newspapers.
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Procurement
upgrade
ahead

Global and local shifts in the ICT industry are
redefining procurement processes and policies.
Channel suppliers that don’t match the increasingly
complex and sophisticated requirements of their
customers will soon flounder.
by Simon Cashmore
Photography Shutterstock

T

he far-reaching changes sweeping
the South African ICT industry are
reshaping how local organisations
procure technology products and services.
Channel suppliers out of step with these
shifts are likely to struggle to survive.
Among the most potent changes is the
rise in influence of the business units of large
buyers of technology. The emerging digital
era, fuelled by the rapid growth of mobile
technologies, services on demand and cloud
computing, has thrust business units to the
forefront of ICT purchasing. Executives and
line managers responsible for enterprise
business operations are increasingly dictating
what technology the organisation should buy
and who should supply it.
“Business holds the money. It owns the
budget,” says Stanley Dube, solution manager
at SAP Africa. The IT department, he says,
often has to play a supporting role. “It’s
becoming more of a facilitator and is providing
the business units with the IT infrastructure
it needs as well as overseeing security and
governance,” he adds.
Dube, who heads SAP Africa’s procurement
line of business, notes that most large
organisations are relying on their procurement
departments to facilitate the sourcing of ICT
products and services. These departments
usually work closely with the IT department
and the business unit that will use the
technology, he says.
“The IT department provides the subject
matter expertise and the business unit
defines the user requirements. The business
units are taking the lead in finding the ICT

Outlook

products and services they want. By the time
they approach IT and procurement they often
know which solutions they want to procure,”
notes Dube.

Selling differently

The power shift within large buyers of ICT
products and services is forcing channel
suppliers to change their approach to selling
to big organisations. Sales and marketing
strategies now need to target business
executives and emphasise the business value
that their products and services can deliver.
Technology should no longer be at the top of
the sales pitch, says Jonathan Kropf, CEO at
Tarsus Cloud on Demand.
“Many channel vendors are still leading
with technology and not engaging with the
line of business and addressing their business
requirements. This is leaving the door open for

“Channel suppliers must
get involved in the planning
cycle of their prospective
customers. They need to
understand these companies’
business needs.”
Andrew Potgieter, Westcon Security Solutions
other vendors to establish new relationships
with these clients,” warns Kropf.
“Channel suppliers must get involved
in the planning cycle of their prospective
customers. They need to understand these
companies’ business needs. Planning
and budgeting always take place before
Q3 2015 |
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Cloud – South Africa slow to change
South African organisations have been slow to transform their IT
departments into technology service brokers. While this trend has been
gaining ground in the US and Europe it has yet to pick up traction in the local
ICT market.
The growth in cloud computing and online services, and rising expectations
among business executives for the quick roll-out of critical web and mobile
applications, is likely to accelerate change in many corporate IT departments.

procurement. If suppliers aren’t involved in
the planning they’re unlikely to be involved
in the procurement,” says Andrew Potgieter,
business unit director at Westcon Security
Solutions. Successful suppliers will need to
cultivate close relationships with key decisionmakers within the business units.
Potgieter highlights that while business
units are driving enterprise ICT procurement,
price and availability remain the key
influences in the purchase decisions of smaller
businesses. “The financial director usually
oversees the purchasing at SMEs (small and
medium-sized enterprises). They tend to focus
on cutting costs,” he says.

Cloud and the channel

Growing demand for cloud computing services,
a prominent feature of the new digital era,
is forcing channel suppliers to change how
they deliver their products and services.
Customers are able to click onto a web portal
to purchase an increasingly sophisticated range
of ICT products and services hosted on cloud
platforms. This trend is being accelerated by
major software players, such as Microsoft, that
are shifting their focus from securing software
licence fees to generating annuity income for
products and services delivered across the
cloud.
“If a supplier isn’t able to deliver its
products or services across the cloud, it won’t
be in business in the future,” warns Craig
Terblanche, director at technology consultancy
CXO Advisor. Enterprise ICT procurement is
increasingly being limited to vendors that can
deliver across cloud platforms, he says. Channel
suppliers will need to make big investments to
create their own cloud platforms or subscribe
to multi-vendor services that host their web
portals alongside those of other service
and solution providers. Big channel vendors
are already investing heavily in new cloud
platforms, says Terblanche. “The channel is
becoming increasingly service orientated.
Everything in future will be ‘Technology as a
Service’,” he adds.
40
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“The change is beginning to happen. Some big local conglomerates as well
as the major telecommunications firms have set up their own service brokers.
Where they don’t have skills in-house they’re buying them in from external
suppliers,” says Andrew Potgieter, Westcon Security Solutions.
Potgieter expects more local corporations to follow this route. “Some big
groups have already bought small ICT resellers to enable them to buy products
and services at more competitive prices,” he says.

“Big channel vendors are
already investing heavily
in new cloud platforms.
The channel is becoming
increasingly service
orientated. Everything in
future will be ‘Technology as
a Service’.”
Craig Terblanche, CXO Advisor
A variety of mobile apps are likely to
complement these cloud services. Managers at
large organisations purchasing ICT goods and
services will be able to use their mobile devices
to monitor the progress of specific tender
requests or transactions. Staff at suppliers
will be able to track the issuing of requests
for tenders, the awarding of contracts and
the issuing of purchase orders. The increasing
automation of procurement processes, which
includes the issuing of electronic requests for
proposals and the assessment of digital tender
documents, will add further impetus to the
move to cloud platforms.

More haste, less speed

Terblanche notes the traditional RFP (request
for proposal) process, employed by most IT
and procurement departments, is often slow
and cumbersome. It frequently becomes a
stumbling block for business units that want
to deploy technology solutions quickly to gain
strategic advantage.
“In large organisations the RFP process can
take six to nine months. In the public sector it
can be even longer,” he says.
Many business units are accelerating
the procurement process by funding cloud
services out of their operating budgets rather
than waiting for capital expenditure approval
or slower-than-desired delivery from their

IT departments, says Terblanche.
He adds that this practice, which
he describes as ‘shadow IT’, can
undermine an organisation’s
governance and security policies.
“This is a big red flag for many
organisations,” he says. However,
the governance and security
offered by many cloud providers
is often more robust than many
organisations can afford on their
own, especially at small companies,
claims Terblanche.

Policing procurement

Tightening corporate governance
and security stipulations are already making
their mark on ICT procurement policies and
practices.
“Governance is becoming a big issue,”
says Westcon’s Potgieter. “Companies want
to be sure the products they’re buying are
legitimate and can do what the supplier
claims. They also want to know the supplier
has the skills and the service footprint to
implement and support the solution being
proposed. The credit-worthiness and financial
health of a supplier is also an important
consideration,” says Potgieter.
The Broad-Based Black Economic
Empowerment (B-BBEE) rating of prospective
suppliers is a further important factor in the
ICT procurement process, adds Potgieter.
Large corporations need to increasingly
support B-BBEE-compliant suppliers in order
to comply with Government’s economic
empowerment legislation.
Channel suppliers are having to contend
with both global and local shifts in the ICT
market. Successful vendors will need to align
themselves closer to the business needs
of their clients while ensuring they match
the increasingly complex and sophisticated
procurement requirements of their customers.
It won’t be an easy task. Those that
accomplish it are likely to see many of their
competitors fall by the wayside.
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ProCuremenT ConsulTanCIes and ConsorTIa
are on The rIse. how should The Channel
PosITIon ITself?
By JameS van den heever
PHoTogRAPHy ShuTTerSToCK

W

e can expect companies and state
institutions to continue sharpening
their focus on procurement, so says
Chabeli ramakatane, md of Bareki Consulting,
a procurement consultancy. “The procurement
consulting market is growing at 50 percent
year-on-year because procurement is literally
the only area left in which businesses can find
substantial untapped value – they’ve done
everything else,” he says.
ramakatane’s observation is particularly
true when it comes to the public sector.
according to a story in Mail & Guardian in
2014, 42 percent of South africa’s national
budget goes on procuring goods and services,
a substantial amount in anybody’s language –
and way above the global average of around
19 percent.
The search for value is just one reason
for the growing use of procurement
consultants; the other is the fact that
procurement is highly vulnerable to
corruption. Third parties are used to help
strengthen and streamline procurement
processes, and implement governance.
lance aron, md of John Williams Buyers,
says that fraud drives many new clients his
way.
as companies look to optimise supply
chains, channel players need to understand
the difference between the two main players:
consultants and consortia.

geT
READy

Consultants

Consultants typically help clients first
understand what they procure and how, and
then re-engineer the business processes. They
typically bill based on time, though risk-based
business models based on savings are possible.
It would be unethical for a consultant
to develop a relationship with a supplier,
ramakatane says. nonetheless, channel
members should still take note of the kinds
of things that consultants build into their
recommendations. one is a focus on the
total cost of ownership (TCo) rather than just
upfront price: clearly, resellers who are able to
tell a good TCo story will be well positioned.

Consortia

Procurement consortia are few and far
between in South africa but logic suggests
they will proliferate. according to Bernie
van niekerk, editor of Smart Procurement
Review, they pool spend in one tender,
allowing organisations, often within a specific
sector, to negotiate volume discounts.
volume is really a company’s only source of
negotiating leverage, ramakatane says, so
it’s a sensible approach.
It could be argued that the rise of the
collaborative economy, which uses technology
platforms to disrupt traditional business
models – think uber or airbnb – could in time
come to play a role in procurement, including

Understand

the client’s
procurement
process and
requirements.

Register

as a supplier.

the procurement of ICT. Tenders are extremely
complex, and are onerous to administer and
respond to; arguably the tendering process is
ripe for improvement.
however, as channel veteran and former
md of Tarsus Technologies, Guy Whitcroft,
points out, the IT channel generally is already
highly efficient with very low margins, so
the potential for procurement consortia to
obtain better pricing is limited. nonetheless,
if a company goes this route, IT (especially
consumables) is likely to be part of the deal.
In South africa, the most prominent
procurement consortium seems to be the
Purchasing Consortium of Southern africa,
which services the higher education sector. It’s
a non-profit that aims to reduce pricing, share
best practice and eliminate duplicating costly
purchasing activities.
John Williams Buyers’ aron says the use
of procurement consultants and consortia
is moving the purchasing decision away
from the technical experts to the purchasing
experts. “We’re commercial experts aiming
for the best deal,” he says. In other words, the
focus is making all the elements of the deal
quantifiable, and thus removing ‘relationship’
elements that cannot be measured.
Bottom line: procurement is likely to
formalise further as companies look for value.
resellers need to be able to supply into such a
market and sell to a professional buyer.

Quote

on the tender
specifications.

Learn

how to sell on TCO.
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The Ideal
ICT SuPPLIER
vox

Pops

Procurement is essential to the ongoing success of any business, so why does it seem that businesses
often get this wrong – or, at least, fail to get it as right as they should? With this in mind, The Margin
asked key industry players the following question: “What are the key things the person in charge of
procurement looks for from an ideal ICT supplier?”
By rodney WeIdemann
PHoTogRAPHy varIouS

“I

n a public procurement environment, a CPo looks for an
ICT supplier that will enable the organisation to achieve
its business imperatives in terms of enhancing operational
efficiency, achieving cost effectiveness, and committed in
driving the transformation agenda.
“Furthermore, a CPo purchasing ICT goods and services
will look for a supplier that is committed to delivery and
performance aligned to the organisation’s objectives. an ideal
supplier is one that creates value-add in the ICT value chain, and
not a typical box dropper or software shifter. an ideal supplier
is one that’s committed to proactively drive innovation, and
collaborate with the purchasing organisation to minimise supply
and cost related risks in order to improve service delivery.
“Perhaps most important of all is the track record and
previous experience of the supplier in delivering goods and/
or services required by the purchasing organisation. also, a
supplier accredited in both national and international regulated
standards and practices.”
Sy D N E y T S H I B u B u Dz E ,
chief procurement officer, SItA
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“T

here are three main buckets that we look for when procuring
something. Firstly, there has to be a very compelling total cost of
ownership case in order for us to consider it. So we’re not just looking at
the cost you pay for the product itself, it’s also the extras that go with it, so
the integration, the upgrades, the ongoing servicing and maintenance.
“Secondly, the speed to market and flexibility of the supplier are a major
consideration. The supplier has to have a track record of being agile, quick
to respond and implement, and an understanding of the market. When my
business changes shape, how do you accommodate that?
“Finally, we look for a proven track record of research and development.
Can you prove you’re at the leading edge and a pioneer, rather than just
following the path that others had created for you?
“of course, for Telkom, and many South african companies too, broadbased black economic empowerment is a significant differentiator in any
decision, and it’s critical that we follow procurement processes and remain
transparent.”

I A N Ru S S E L L, chief procurement
officer, telkom

“D

espite our global footprint, the needs and expectations we have from
suppliers, particularly in the ICT industry, remain consistent across various
market climates. The first and fundamental prerequisite that we search for is the
supplier’s experience in handling a leading ICT company. This will give them a head
start because, compared to other sectors, technology is such a fast-paced and
constantly changing environment that companies need service partners that can
manage these rapid changes and adapt to suit new requirements.
“another demand we cite when procuring services is the need for suppliers
who are competent with regards to technology. When communicating about our
brand to a tech-savvy consumer – whether through public relations, marketing
or in-store branding – the supplier has to be able to provide a certain level of
understanding that can reflect the company’s desire to be innovative.
“lastly, when looking for a supplier, we seek a dynamic counterpart, or in other
words, a supplier willing to be daring and prepared to take an aggressive stance.
after all, moderation is for those that are well established; when you’re fighting to
gain market share, you need partners that are just as aggressive.”
S I f I S o N H L A P o, systems
marketing specialist, ASUStek
Computers SA

“I

B R I A N T I M P E R L E y , Md, turrito
Networks

CT itself has, in many respects, become so commoditised
that the choice of supplier can be simplified to a single
thing – service delivery. ultimately that’s what every client
and procurement person is is after: ‘deliver what I need on
time, within budget, and if / when things go wrong, be there to
support me and help me make it right’.
“The majority of services and products needed are available
from countless suppliers, which can create its own challenge.
Too many solutions from too many suppliers, without a way to
understand which are best and most suitable to your business,
can cause problems. This is why ICT aggregation has become
more and more appealing to businesses, in particular to Smes.
It removes the need to vet and manage different suppliers with
different products and solutions, and rather engaging with one
provider who has access to, and understands, all the different
solutions. It also offers a neutral approach to providing solutions
from all the different facets of ICT, ensuring that suppliers deliver
on commitments, and that customers are given the right advice
on which services best suit them now, and which will best suit
them in future. It’s important to choose ICT suppliers that remain
at the heartbeat of the industry, have access to deliver all of it,
have the expertise to guide customers through it, and the agility
to change when more relevant solutions become available.”
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The reTail
CHALLENgE

THE MARGIN sPoke To Two
ICT reTaIl BusInesses Based
on JohannesBurg’s easT
rand, In order To geT a
PICTure of lIfe In The fasT
lane of TeChnology reTaIl.

By rodney WeIdemann
PHoTogRAPHy PAuL MCGAVIN

David Mahomed,
Eastgate branch manager

Incredible
Connection

D E S C R I B E yo u R B u S I N E S S as a retailer, we focus
on bringing technology solutions to life. We have a wide
range of leading national and international brands and
work hard at supplying products that, while pushing the
technology boundaries, also make a practical difference
in any home or business environment. at Incredible
Connection, our differentiator is our exclusive and
innovative products, coupled with technical expertise,
the provision of excellent customer service, and both
instore and onsite support.
W H AT D o E S yo u R C u S To M E R BA S E Lo o K
L I K E ? Incredible Connection’s customer base falls
within the lSm 7-10 range. We have a relatively equal
split between women and men, although there is a
slight male bias with an age of 25+. moreover, the
majority of our clientele are individuals, rather than small
businesses.

44

| Q3 2015

W H AT ’ S B E E N yo u R B E S T-S E L L I N g
C AT Eg o Ry I N T H E PA S T y E A R ? Top of the list
here has to be our notebooks, which sell extremely
well. This is no real surprise for us, however, as laptops
remain our number one seller year on year.
W H AT ’ S B E E N T H E B I g g E S T S u R P R I S E
P R o D u C T ? In the past 12 months we’ve noted a strong
increase in the sales of our acer Iconia tablets, along with
a general sell of other brands of this format. It seems as
though tablets truly have become a product used on a
daily basis, especially by students.
W H AT D E f I N E S A g o o D DAy ? a good day is one
where I can go home knowing my customers have
been satisfied and my staff are happy and motivated.
as long as my people have this mindset, I know every
day will be a good day, one in which we achieve our
business objective of delivering a great customer
experience.

in the

trenches

D E S C R I B E yo u R B u S I N E S S Personally, I describe
matrix Warehouse in the following way:
m=mastery: we strive to become masters at what we do.
a=attitude: Customer relations and support remain a priority.
T=Teamwork: our team will always work together to deliver
optimal products and services.
r=reliable: ensuring reliability is critical to our success.
I=Innovation: This involves bringing the latest technology to
our users.
X=Xtreme: how we approach customer service – we go the
extra mile for you.
W H AT D o E S yo u R C u S To M E R BA S E Lo o K
L I K E ? matrix Warehouse caters to all - from home
users to gamers, and from small businesses through to
corporate clients. What sets us apart is that we’re able to
connect equally well with first time users as we do with
IT professionals. We take pride in being able to relate to
everyone, no matter what their IT knowledge is or what
their specific needs are.

W H AT ’ S B E E N T H E B I g g E S T S u R P R I S E
P R o D u C T ? recently the demand for gaming
equipment has increased significantly. high-end gaming
equipment seems to be in demand in the Bedfordview
area. This has been a big part of our increasing success
at the store and we stock a wide range of products, as
well as always endeavouring to obtain whatever clients
may require. Software is also quite a significant seller
at present. This increase in sales has come as a big
surprise and I think is highlighting the fact that more and
more people are beginning to realise the importance of
upgrading to legal software.

W H AT ’ S B E E N yo u R B E S T-S E L L I N g C AT Eg o Ry
I N T H E PA S T y E A R ? The best-selling product
categories in the Bedfordview store are generally laptops
and tablets, although external hard drives, network
modems and microsoft software offerings are also big
sellers. Finally, whatever specials are advertised in our
monthly broadsheet tend to sell better than usual.

W H AT D E f I N E S A g o o D DAy ? nothing motivates
a manager more than to see every client that walks
into your store then walk out again as a happy client. I
state ‘client’ due to the fact that every person that walks
into our store is treated like a client, rather than as just
another customer. a good day is also when our sales
targets are exceeded.

Chad Lowe,
Bedford Centre branch manager

Matrix
Warehouse
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The digital playground
the

pitch

In an ever-evolving market, what opportunities
are there in selling technology aimed at children?

by Tracy Burrows
Photography Shutterstock

J

ust take a few seconds to think about
your first interaction with computing
technology. Maybe it was your parents
bringing home a computer for the first time,
or at a relative or friend’s house; perhaps it
was at school or university, or later in life
when you entered the workplace. Now think
how much technology has evolved since that
first interaction. Chances are the functional
capabilities have moved on significantly.
Now think of today’s children, who are
growing up with touchscreens as a standard
interface, apps that extend their traditional
favourite toy brands onto digital devices
and toy robots that don’t rely on clockwork
mechanisms and communicate with their
counterparts. Today’s children consume
videos, play games, learn without realising it.
Undoubtedly, for a section of South Africa’s
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“Things are changing,
but it’s a very cool time to
be in retail.”
Jean Ochse, JD Group
preteen population, technology is a key part
of their playground.
Major shifts are afoot in the toys and
games industry, pegged to generate over
$150 billion globally this year. As the lines
continue to blur between toys, games and
technology, traditional toy retailers are coming
up against grocery stores, e-commerce sites
and IT retailers in the quest to bag toy spend.
Digital is making itself known across the
spectrum of children’s toys. The opportunities,
it seems, lie in device accessories, apps, and
digital and sales innovation.
“Things are changing, but it’s a very cool
time to be in retail,” says Jean Ochse, Digital

GM for JD Group, the parent
company of Incredible Connection
and HiFi Corporation.

What’s selling?

Ochse says changing attitudes and a
new breed of younger consumer are
forcing retailers to adapt their sales
models and learn to innovate. Cloud-based
subscription ownership, online shopping and
the quest for experiences rather than ‘stuff’
are forcing change. Incredible Connection is
an anomaly in the toy market, Ochse notes.
“Parents have grown up with the brand. So
when they think technology for their children,
they come to us – not toy stores.
“Children today want experiences rather
than gadgets just for the sake of it. So apps,
software, services and immersive gaming
models are the way of the future,” he says.
When it comes to big ticket items like
gaming consoles, fathers tend to do the
choosing with a view to getting a product

view-Master
mattel’s view master toy has been the subject of an upgrade thanks to a
collaboration with Google to enable users to take virtual field trips in 360
degree ‘photospheres’.

Xbox one vs PS4
The battle of the consoles
continues to rumble on.

Leapfrog
leapfrog offers a range of edutainment tablets and digital toys aimed at
the 0-9 year old market.

some of The
ToP TECH ToyS
for PreTeens

Skylanders, Disney Infinity and Lego Dimensions.
Skylanders was the original, but disney Infinity and soon lego dimensions put
real-life figurines into the virtual world. Simply by placing the tangible toy onto a
connected nFC reader the character appears in the videogame. an interesting battle
to watch as disney’s universe of characters takes on lego’s licencing prowess for
share of the piggy banks.

Speck iguy
accessories offer more margin potential and the likes of
Speck’s iGuy offer additional protection for tablets and
smartphones used by younger children.
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they can enjoy with their children. “Gaming
consoles, laptops and even tablets are often
intended for the whole family to use. The
software and applications are what make them
child-friendly,” he says. age-appropriate tablets
and hand-held consoles for small children sell
well to parents of babies and toddlers, says
ochse, but children tend to graduate to their
parents’ old tablets by the age of five or six.
ochse says Incredible Connection sees
strong sales in gaming consoles and low-end
tablets every festive season. Kindles ,too, are
remarkably popular. “People search for Kindles
on our site every day. Kids read and do
puzzles on them, and parents like the fact that
they can limit their allocated screen time. We
also expect to see an uptick in sales of smallerformat, entry-level tablets for kids this festive
season. higher lSm families usually have WiFi
at home and tend to buy the non-3G tablets
for their kids to play games on.”
Graham Braum, Gm, lenovo africa, notes
that some of lenovo’s biggest growth has
been in the eight- to 12-year-old segment,
probably, he believes, due to children’s
demand for touchscreens. “There’s no denying
that children’s lives are filled with media and
technology at increasingly younger ages and
the uptake is rapidly increasing.”

Best ‘toy’ ever: a 3D printer

even printers are getting in on the act.
For years, it’s been possible to print craft
templates, colouring pages, card games and
board games at home, but now, 3d printing
presents a whole new world of opportunities
for physical toys and fun. In fact, by
harnessing cameras, scanners and 3d printers,
kids will soon be designing and printing their
own toys and games through innovative

marKeT
TRENDS

“There’s no denying that
children’s lives are filled with
media and technology at
increasingly younger ages
and the uptake is rapidly
increasing.”
Graham Braum, Gm, lenovo africa
online tools and apps, such as those at
toyfabb.com and cubify.com.
3d printing is moving mainstream and
big names are moving to capitalise on this.
amazon recently partnered with Sandboxr to
allow users to 3d-print customised figurines
of game characters. From construction toys
to dolls and even robot components, designs
are already widely available online for home
printing. Increasingly, they will tie in to
licensed merchandise, movies and gaming,
to deliver immersive experiences that also
educate.

Starting young

Ilse van deventer, product manager at Prima
Interactive, local distributor for the leapfrog
range of smart gadgets for young children,
says the brand has seen strong uptake since
its launch in South africa in 2011. as one of
the first big brands in the space to enter the
local market, leapfrog has captured the lion’s
share of the market. however, competitors
are moving into this space and established toy
manufacturers are going increasingly digital.
among the reasons for leapfrog’s
ongoing success, she says, are the gadgets’

Euromonitor says in South Africa, toys and games
revenues saw double-digit growth last year, with
continued growth predicted. The digital gaming market
was particularly vibrant, with broadband access a key
factor in determining future growth of online and mobile
games.
The US Toy Industry Association (TIA) highlighted
one of the hottest trends in toys today is the ‘maker
movement’. This, TIA explained, encompasses toys that
allow kids to build and create their own toys. Another top
trend was ‘Smart Play’ – educationally-focused toys that
promote skills development and teach science, technology,
engineering and maths. And everywhere, big toy makers
are blurring the lines between real life and virtual play.
Toy giants such as Lego have embraced the move
to digital by launching apps and tools like Lego Worlds,
which allow children to ‘use their building sets digitally’.
Mattel has taken top toys such as Barbie and Hot Wheels

ruggedised and colourful designs,
a broad portfolio of software
designed to support children’s
development, and that parents see
the value of giving their children
access to digital technologies from
an early age.
leapfrog’s marketing focus
swings slightly more to parents
than to children. “Kids do have an
influence on their parents’ buying
decisions, so there’s a fine balance
in the marketing focus. For parents,
the appeal probably lies in the fact that the
products are both educational and fun, and
help the child understand certain concepts.”
With South africa’s middle class growing
steadily, and education a top priority for local
parents, there’s scope for significant growth in
this market, believes van deventer.

Where’s the real money?

ochse says margins on laptops, tablets,
smartphones and gaming consoles are low.
“The problem is the margins on tech are
getting smaller, and the tech is increasingly
commoditised. So accessories are the only
lucrative space. The real gold sits in the covers,
cables and other accessories, particularly
for tweens and teens. In that age group,
the cellphone is the most important device
they own, and connectivity is crucial in their
hierarchy of needs. They want every accessory
that can do something for their phone – from
covers to selfie sticks and speakers.”
van deventer agrees: “It’s not just the actual
devices that sell. The associated software,
games and accessories such as microphones,
cases and bags, can drive sales that match or
exceed spend on the device.”

digital, offering online games, videos and mobile apps to
enrich children’s playing experience. Even Mattel’s iconic
View Master toy got a high-tech makeover this year,
when a collaboration with Google saw the pairing of View
Master’s ‘experience reel’ and an Android smartphone
app, to enable users to take virtual field trips to explore
famous places, landmarks, nature, planets and more in
360-degree ‘photospheres’. In the gaming arena, software
revenue outstrips hardware revenue, with digital gaming
rapidly eating into more traditional gaming revenues.
How toys are sold is changing too. Euromonitor
International research presented at the Hong Kong
Toys and Games Fair 2015 noted toy sales and games
distribution online was increasing, while physical stores
suffer. The sales of traditional toys via grocery stores was
picking up, to the detriment of specialty toy stores. In
South Africa, the percentage of toy sales though toy stores
dropped from around 25 percent in 2008 to around 22
percent in 2013, it said.
South Africa’s growing middle classes own technology
and want it for their children. They also feel strongly about
their children’s education and development. So no pestering
is necessary when it comes to technologies that are fun and
support their young children’s development. Pester power
does emerge as a factor in pre-teen buying, however.

Percentage of toy sales
through toy stores in
South Africa

2008

25%
2013

22%
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FROM ‘FRANKENSTEINING’ TO REDISTRIBuTING – WHAT REVENuE
AND BuSINESS OPPORTuNITIES DOES E-WASTE OFFER?
By Joanne CareW
PHoTogRAPHy KarolIna Komendera

u L z E vA N W y K ,
Africa eWaste
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ur e-waste problem comes down to
In cases where the technology is too
mass consumption. “It’s what we buy,
old to effectively do so, these assets can
why we buy it, how we use it and then
be sold to companies who will dispose of
how we get rid of it,” says Colin Curtis, people
everything in a way that benefits society. “Be
and planet director for the Dimension Data
it ‘Frankensteining’ units by putting different
Group. But simply tossing unwanted tech into
bits and pieces together to create something
the trash is no longer an option.
new or giving them to charities and less“Poor e-waste management presents
privileged parts of society. And only as a very
various environmental issues because we’re
last resort will this require environmentallyputting this stuff into the ground and it
safe destruction.”
doesn’t decay tremendously quickly. It’s also
Cash in the channel
a human issue because a lot of this waste
Given the enormity of the situation, Ulze van
contains some quite nasty chemicals. And
Wyk, MD at Africa eWaste, believes channel
it’s a financial issue because individuals and
players would be foolish not to capitalise
companies are often throwing away things
on this. While the amount of old tech being
that are perfectly functional and can be
disposed of is concerning, in countries that
reused,” notes Curtis, adding that current
have become the ‘dumping ground’, the right
product lifecycles mean we’re rapidly running
kind of creative thinker could easily come up
out of many of the raw materials required to
create these devices.
Society must move away from
a linear economy of creating and
discarding things, to a circular
economy where products are made
to be used and reused. “Nowadays
we design things to be a lot more
consumable. This is the kind of
thinking we need to be moving away
from,” he says. Currently e-waste
makes up between five and eight
Colin Curtis, Dimension Data
percent of municipal solid waste in
South Africa.
For the channel, this provides a
with new ways of recycling and upcycling,
golden business opportunity, especially when
she says. “When we witness the exponential
there are so many people who are quite
growth of e-waste across the globe, the
happy to use what some consider ‘outdated’
possibilities are vast.”
technology, adds Chris Cox, marketing
While Africa eWaste has not yet been
manager at Service Parts Logistics (SPL).
contracted by any channel companies to
Be it a granny in Knysna wanting to e-mail
assist with the disposal of e-waste, the
her grandchildren, a teenager in a township
company is open to such collaborations in the
looking for their first laptop or even major
future. The opportunity is to take the hassle
governmental departments still running DOS.
out of the scenario by providing services that
According to Cox, the savings and
collect and deal with unwanted pieces of
organisational efficiencies alone make this
equipment, she adds.
a business conversation worth having. By
Particularly for the channel, who can offer
working with the right channel partners,
e-waste trade-ins to their partners and can
organisations can upgrade or extend the
help organisations avoid e-waste all together
warranty of current hardware and reduce
by providing services that prolong the lifespan
overall expenditure, in addition to limiting
of equipment, adds Cox. “Many channel
the disruption that overhauling existing
players sell new hardware where margins are
systems entails.
tiny, and also provide service where margins
End-users looking to get the most out of
are larger; this is an opportunity for them
their old tech should attempt to modify or
to continue to leverage the larger margins
upgrade different components before opting
available in the realm of services, upgrades
to buy something new, notes Cox. This also
and service level agreements.” Ultimately,
offers sales opportunities for companies that
the channel can cash in on this problem by
sell components.

“Nowadays we design
things to be a lot more
consumable. This is the kind
of thinking we need to be
moving away from.”

taking the hassle out of e-waste, he notes,
adding that offering e-waste disposal as a
value-added service to end-users is an ideal
way to do so.
For Bruce Taylor, chief solutions and
marketing officer for the Middle East and
Africa at Dimension Data, the crux of the
e-waste dilemma is balance. “We can’t deny
that the market is hungry for more and more
technology but to counteract the impact of
continuously adding to our technological
assets, we must ensure that electronic waste
is managed in the most ecologically effective
manner possible.” This is where the right
channel players are essential.

What’s the
legislation?

The National Environmental Management
Waste Act of 2008 and the National
Environmental Management Waste
amendment Act of 2014 state that no person
or organisation is allowed to dump any form of
e-waste in a landfill. According to Ulze van Wyk
of Africa eWaste, while there are no rules or
regulations in operation yet, Africa eWaste has
put together an electronic waste management
plan for South Africa that is being reviewed
by the Department of Environmental Affairs.
But until this legislation is enforced and widely
publicised, people and organisations won’t
dispose of their waste responsibly.
Globally, one of the biggest challenges
is a lack of consistency, says Colin Curtis
of Dimension Data. “Inconsistency makes
things difficult because requirements differ
from country to country.” This is why it is
so easy, and often more affordable, for
first world countries to just ship their old
technology to regions like Africa and Asia,
while in Europe some legislation puts the
onus on the manufacturers of any piece of
electrical or electronic equipment to ensure
the responsible and environmentally friendly
disposal of that item.

Global e-waste will reach

65.4 million tonnes
by 2017,

one-third higher than it was in 2012,
according to Ericsson’s 22nd Sustainability
and Corporate Responsibility Report.
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Putting
dibs on
deals
deal regIsTraTIon – The
PraCTICe whereBy a
vendor gIves a valueadded reseller or sysTems
InTegraTor PrIorITy sTaTus
on a sPeCIfIC oPPorTunITy
as reward for PIoneerIng
a lead – Is noT exaCTly a
ConTroversIal PraCTICe, BuT
neverTheless one ThaT Is
oPen To aBuse.

By CAREL ALBERTS
PHoTogRAPHy KarolIna Komendera

uWE
B R A N D K A M P,
WestconGroup
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n the face of it, it’s hard to argue
against the fairness of deal
registration, but where it gets tricky,
commentators say, is where considerations
other than deal specifics stack the deck in
favour of established channel players, to the
virtual exclusion of smaller companies.
On the other end of the spectrum, deal
registration programmes can be exploited
just as ruthlessly by smaller organisations
that simply ‘register the phonebook’ without
qualifying a discrete opportunity or even
possessing the necessary capabilities to fulfil
the deal.
Those who view it positively tend to include
incumbent VARs and SIs or ones that possess
significant skills or a broad geographical
coverage or ‘footprint’. However, its critics
include smaller channel organisations and
first-time hopefuls on a client account.

FAC TO I D

What is deal registration?

Deal registration is a feature of some vendors’ channel programmes, in which a channel
partner informs the vendor of a lead and is given priority for it.
Whatis.com

How does it work?

Many vendors set out the deal registration process in great detail – RSA, Mimecast and even Dell being
examples.
The EMC/RSA explanation is particularly helpful. VARs are guided on matters like searching for
registered deals; cloning (their own) existing registrations as a quick way to populate another lead form
with the same customer and VAR details; and adding a distributor.
Once a deal registration is approved it’s converted to an opportunity, which the VAR can ‘work’ as a
lead. If rejected, it can be edited and resubmitted. Reasons for rejection can include anything from the deal
already being registered, criteria not being met, product ineligibility, insufficient licence quantity or lack of
partner authorisation.

Nothing personal

For everybody else it’s just business. Vendors
– who exert a fair amount of influence in
who gets to register new business before it’s
signed – will use deal registration as and when
they perceive a need to; whether to develop
their market as a new entrant or under threat
of competition.
Customers – well, they’re king, and their
wish to deal with a specific supplier or
equipment must be respected.

Weeding out abuse

Paul Ruinaard, regional sales manager at
Nutanix, a converged datacentre solutions
vendor, says vendors must manage the practice
of deal registration carefully and objectively to
avoid bad blood between resellers.
“We devote administrative time and
resources to counter abuse, for example
by dealers who try to register the entire
Department of Health as opposed to a
specific project, or who change an existing
opportunity’s identifier subtly to bypass the
system. We phone up the customer to see
if there is indeed a new opportunity. That’s
often the decider in our approval or rejection
of a deal registration.”

Protecting investment

What if a smaller organisation registers a
large deal in good faith before an incumbent?
“We try to help the smaller guys identify
the markets they’re more likely to have
success in, given their skills base and size,”
says Ruinaard. “We ask them to show us how
they’re going to pull it off, because a threeman shop isn’t going to get [a] Barclays [sized
deal] for example, unless they know someone
or have something they absolutely want. A

“ Vendors must manage the
practice of deal registration
carefully and objectively to
avoid bad blood between
resellers.”
Paul Ruinaard, Nutanix
partnership agreement alone isn’t going to
work for them unless they have a plan.”

Any size

Uwe Brandkamp, sales director at
WestconGroup Southern Africa, says the
system will work to any player’s advantage,
irrespective of size – provided it invests time
and effort into the presales work that goes
into building a solution for the customer.
“It’s not to prevent competition, but to
protect incumbents and other credible comers
who put in the work to get to where they are,
or to warrant consideration for the deal.”

Solid process

When the deal registration process is correctly
handled it will never result in channel conflict,
says Brandkamp.
“Many vendors have a formal application
process, which we assist smaller resellers with
in our capacity as a value-added distributor.
The reseller requests registration through us,
or sometimes directly with the vendor. The
application is then weighed by the vendor and
either approved or rejected.”

A lot of the time, disqualification
will result not from run-of-themill abuse or actively falsifying
information, but purely from a lack
of skills – all of which comes out
in the wash with a solid process.
“Cisco, for example, will probably
not register a deal with a voice
component if the dealer doesn’t
have the required voice skills,”
says Brandkamp. “So if a small
company comes short here, you can see how
it isn’t the system’s doing. Accreditation is
another way to protect effort and deflect
unwarranted attention.”

Protecting the little guy

This is all very reassuring as to the fairness of
the process, but what can be done to protect
the little guy?
“There are programmes in place, especially
in public sector tenders, where they register
the smaller guys as readily as the big ones,”
Brandkamp adds. “But tenders often also
specify the level of skills required, which can
have the same outcome as above. So a little
guy can register and potentially get the same
discounts, but more often than not they
will fail based on criteria. That is the way
departments protect themselves.”
Is there no way to work with the system?
“One often finds that, to overcome their
relative size and skills deficit, SMEs partner
in consortia,” Brandkamp says. “The small
company might have the relationship and the
bigger ones the skills.”
Partnerships. Now we’re talking.
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Selling
software

Software is a key component to the computing paradigm, so
how does the local channel landscape look?

Which sectors are buying?
The top vertical sectors identified as buying software products and services come as little surprise
to regular readers of the mini-survey feature. As key areas of South Africa’s economy, and
consumers of technology, these responses typically appear quite often.

Top vertical industries for sales of products and services

The software market is undergoing
significant change. If any industry can argue
that it’s on the cusp of the megatrends
currently shaping the move to digitalisation,
the software industry would have one of the
loudest shouts.
The rise of Software as a Service (SaaS),
delivered through the cloud, has changed
the way that licences are sold and how
businesses buy and consume software.
The app economy has led to a boom in
innovation, changes in user experience
and expectations, and has the potential to
disrupt the way that traditional software
suites are used. The integration of social
aspects has been underway for some time
now and is encouraging collaboration on a
scale never seen before. ‘Software-defined
X’ is now becoming more commonplace
as a way to provide agility and additional
management capabilities to a variety of
hardware types.
For those in the business of selling
software this mostly sounds like exciting
news as constant evolution drives market
opportunity. Locally, the market is largely
seen as underdeveloped with much
potential for growth.

8

6

6

Financial services

Public sector

Telecommunications

4
Retail

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

What provides most channel
opportunity for software sales?
Although its effects have been (and will continue to be) disruptive, the
impact of the cloud offers the most potential to drive software sales,
according to the panel of respondents.
Drilling down further,

6

3

2

2

Software-defined X

Internet of things

Mobility

* Respondents were asked to rate the top area only. The top four
responses are displayed
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Cloud

the majority of
respondents
(61%) believe
cloud will have
a positive
impact on
software sales
by creating new
opportunities.
There were also some
mixed feelings (23%)
due to the slower-thanexpected adoption and
additional complications
of moving to a cloudfocused sales model.

While cloud offers new ways to sell and
deliver software, it also provides potential
for freemium software solutions to gain
traction, which potentially impacts channel
opportunity. Our respondents identified that
freemium SaaS solutions were most likely to
reduce channel opportunity among smaller
enterprises and consumers.

Does freemium SaaS reduce
channel market opportunity?
8

5

Yes for
consumers

4

Yes for larger
enterprises

4

Yes for
public sector
organisations

Yes for
smaller
enterprises

Where’s the most It’s all about the margin
room for growth
The margins on software appear to
and revenue
be roughly on par with storage and
opportunity?
security; higher than those of printing
as with previous mini-surveys, margins on software services are higher than those of
products.

“There’s great opportunity for the channel to
embrace new SaaS models from vendors and
deliver services around those; particularly in the
fields of implementation, system integration
and software optimisation management.”

and imaging, and PCs;

however higher margins can be found among those selling networking and
telecommunications. The average margins on selling software are:

Jeremy matthews, Ceo, dax data

“any component of a digital transformation
will make money. Growth will come from areas
including anything that touches the customer
experience.”

13.42%

23.38%

Products

Services

Kim andersen, account CTo, T-Systems South africa

“movement towards the ‘3rd Platform’.”
hein Kern, regional sales manager – africa, emC

How will the local software
market and landscape evolve
over the next 5-10 years?

“It has the possibility to change the
market, if allowed to thrive.”
Judith Taylor, marketing director, Software africa

“The local market will follow global
trends towards Software as a
Service, Platform as a Service and
Infrastructure as a Service models.”
Paolo masselli, chief operating officer, Britehouse

“The cloud will mature to a point where
it will start to solve more business
challenges, particularly as IT managers
become more comfortable with the
idea of hosting their applications
(somewhere else) instead of building
their own.”
Ian Jansen van rensburg, senior systems engineering
manager, vmware sub-Saharan africa

“If the local talent is available then
we can expect local developments,
solutions and innovations. however,
this talent must be nurtured and
supported. If not, most software
will be imported and resold. There
are opportunities for local software
developers as there’s a great need
in South africa to renew old legacy
systems.”
Kim andersen, account CTo, T-Systems South africa

“We can expect to see a significant
shift in how software is sold in years
to come, with an increase in direct
online procurement. Software will be
subscription-based and no longer sold
as perpetual licence. Increasingly we
will see hybrids of desktop apps and
backend online services integrated
seamlessly. Subscription and rental
models lend themselves to this
technology, which is service-orientated,
and no longer a discrete piece of IP
installed in isolation.”
Jeremy matthews, Ceo, dax data.

future market
growth
92% of respondents
believe the local
software market
has growth
potential,

61% categorising it as
having ‘lots of room
to grow’.
with

For the majority of respondents, the single
factor that drives the sale of a software
solution is that it precisely meets the business
needs. Brand and the technical expertise of
the seller did register marginal responses.

About the survey

The responses came from a reasonably well-balanced
range of industry players. The majority (54%) of
responses came from software vendors, 23% from
distributors, 15% from systems integrators and 8%
from value-added resellers.

Q3 2015 |

55

BusIness

gAMIfICATIoN

IN 7 EASy STEPS

toolkit

Is The souTh afrICan Channel ready for gamIfICaTIon?

By donovan JaCKSon

S

omething deep in the psyche of every one of us really likes
the idea of being challenged, winning, being rewarded,
and recognised. that’s the basis for gamification; in a business
context, it means the introduction of goals and rewards attached
to the execution of everyday activities to encourage people to
work more effectively.
Sound like a good idea? Gartner thinks so; it said by the end
of last year, over 70 percent of the Global 2000 companies had
at least one gamified application in place. however, gamification
locally is still in its infancy, though some companies do offer
suitable solutions and support.
Being as it’s new to market, applying the concept in the channel
could therefore provide an opportunity for ‘first mover’ advantage
and competitive differentiation. let’s examine how to apply
gamification in your business.

LOADING...
understand the concept

Writing in Fast Company, Adam hollander makes probably
the most salient point in understanding the concept: Gamification in
the enterprise is not about fun or even engagement – it’s about driving
business results through changes in employee behaviour.”
What’s also crucial to grasp is that gamification is data-driven.
It has to be, because it’s all about doling out points, keeping score,
maintaining leaderboards and delivering rewards.

Introduce the idea

Face it, some of the ideas you might ﬂoat to the business
will meet with incredulity. Erika Blaney, vP marketing of gamification
vendor Bunchball, sums up the challenge: “In the business world, we’ve
all experienced barriers to bringing new ideas to fruition. Sometimes
there’s pushback (or even ridicule) from our ‘tribe’. Sometimes there’s
a palpable fear of change. Often, the problem is simply not knowing
where to start.”
Bouncing the idea around is a pretty good place to start; it will also
provide the opportunity to gauge where and how gamification might
be applied.

Establish goals

Gamification might sound like a great idea (or
a ridiculous one), but it has to have a definite purpose
and, perhaps obviously, it should be aligned with strategic
goals. Channel Eyes provides a sound suggestion for a goal:
“the management of channel sales teams (is) one of the biggest challenges
for most businesses. With gamification, you can lessen the challenge by
making sure that behaviours can be measured and modified in such a way
that it will deliver significant benefits to the whole enterprise.”
Computer Market research, a gamification vendor, says applying the
concept in the channel “can stimulate partner engagement, resulting in
more knowledgeable resellers, higher sales ratios, and increased brand
awareness.”
Channel Eyes adds: “Gamification will help in establishing competitive
edge in a market that is (saturated) with other players providing products
and services similar to yours.”
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Gives competitive differentiator in marketplace
Improves engagement of partners, staff and customers
Increases staff productivity and product knowledge
Provides instant access to key performance data

ToP reasons To
adoPT gamIfICaTIon

recognises achievements, and no one wants to be bottom of the rankings
Improves employee motivation, knowledge, productivity and
sales, resulting in company success

Don’t rush in

that may seem obvious, given the immaturity of the concept
of gamification in South Africa right now. however, those channel
players with an eye on the future might see a real opportunity in
gamification – even if it involves striking a distribution deal with one of
the (predominantly American) vendors in this space.

What causes gamification
to fail?

remember how we cited Gartner saying 70 percent of the Global 2000
had at least one gamified application at the end of last year? It also
said, “up to 80 percent of current gamified applications will fail to meet
business objectives primarily due to poor design”. In a research note,
Brian Burke, research vice president, says: “the challenge facing project
managers and sponsors responsible for gamification initiatives is the
lack of game design talent to apply to gamification projects. Poor game
design is one of the key failings of many gamified applications today.”
hollander adds: “In my experience, poor gamification design is a
direct result of not identifying (and being able to measure against) key
business problems a company is looking to solve.”

get the right tools and
support

Great ideas are just that – great ideas. Putting them into
practice takes a lot more. there are a number of vendors
that can provide the software to enable game elements to
be implemented in your business. these elements include
goal-setting, badges, leaderboards, rewards and incentives
(often elements of channel partner programmes, that should
help bridge any credulity gaps). however, the real challenge
in South Africa right now is that gamification vendors
are somewhat thin on the ground, particularly those that
specialise in applying the concept to the channel. Be that as it
may, such vendors do exist and include Bunchball, Computer
Market research and Badgeville.

Gamify This

Know where gamification
has succeeded

While no one company is quite like another, proven success does help
to take some risk out of new ways of doing things. One area in which
gamification has experienced considerable success is training; after
all, learning new stuff, however valuable, has always been difficult.
Business2community uses an example to demonstrate what can be
achieved: “A large global It brand, involved in virtualisation, added
gamification to (its) existing content for training purposes, and received
engagement of between 50 percent and 500 percent.”
As for which companies are applying gamification, something of a
‘me too’ syndrome tends to emerge. Examples range from Facebook and
linkedIn, to Microsoft, Samsung and Oracle, and even to the World Bank
and the US Army. Channel, you say? d-link, Jabra and lSI logic are just
some companies that have gamified theirs.

Of course, you know your business best, and will have a fair
idea of where gamification might make sense. One area that
you could start looking at is training. While necessary, training
isn’t often embraced by staff members. Gamifiying it, with
leaderboards, scores, incentives and rewards could improve
engagement and help drive skills levels among your people.
how about sales incentives? Such structures are hardly
new in the channel, but by pitting resellers or sales executives
against one another in a highly visible, collaborative
environment, the competitive spirit could be fired up. A
centralised, social environment where points and progress can
be viewed could help drive sales whether that’s in Pofadder
or Jo’burg.
With any number of technology solutions, it can be difficult
to get resellers or sales execs to focus on a particular one.
gamification could help drive sales, customer loyalty and
interest in your solutions by focusing attention on selected
products or vendors through visible incentives and rewards
which keep salespeople motivated.
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Still the
hardest
sell?

Selling business continuity and disaster
recovery should technically be a lot easier
than it was five years ago because of
bandwidth improvements. It isn’t.

by Paul Furber
PHOTOGRAPHY Karolina Komendera

B

usiness continuity (BC) and disaster
recovery (DR) used to be a very tough
sell for the channel. Connectivity was
expensive and slow, redundant sites and
equipment were expensive and tools outside
specialist environments like the mainframe
weren’t that comprehensive. Convincing
customers to invest took a lot of selling. But
today, bandwidth has come down in price
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considerably, cloud computing seems to
offer BC and DR almost for free, and office
environments are a lot more fluid.
Christelle van der Merwe, customer
experience director, Mimecast says that
paradoxically, the environment has actually
become more complex than it was. “People
are coming to us asking for continuity
solutions,” she says. “For instance, increasingly
businesses are looking at Office365 as a way
of moving off premise. Businesses are also
realising that it’s not a one-stop solution – you
can’t buy continuity from a single provider.
You have to have a backup.”

The layer under the most pressure locally is
the physical one because of power concerns.
Linda Morris, customer experience director,
Smart Technology Centre, says in some way
Eskom has made her job easier. “Customers
are moving away from on-premise to the
cloud purely so that they don’t have to worry
about infrastructure being damaged by
surges or managing generators. As a service
provider we can analyse not only how they’re
consuming and storing data but also the
manner in which they have access to it. How
do you fit your DR processes and policies
into the cloud and virtualised solutions? It’s a

M o r g an
M aly o n ,
Actifio
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delicate discussion and often it’s down to cost
but also the speed at which you can recover
that data.”
Michele McCann, business development
manager at Teraco, confirms that physical
layer continuity is harder than it looks. “As a
datacentre provider, we see what everyone
does in the datacentre and there are a
number of different aspects about disaster
recovery that people aren’t thinking about.
They will have a massive cloud platform with
20 cabinets but they’ll run one cable to their
carrier or they’ll have a router that has one
power supply. We’re attracting customers
because the continuity requirements are
difficult. A customer of ours spent R5 million
on a generator in Sandton and stores
20 000 litres of diesel, but now he has
to spend millions to maintain it, including
employing a civil engineer and a diesel
mechanic. My point is unless you have the
basics right, don’t rush to cloud.”
Inus Dreckmeyr, CEO of Netshield agrees.
“We’re finding that there’s under-planning
on the backup systems. We find that people
run out and purchase a generator and think
that’s a solution but more often than not, they
haven’t investigated other options for creating
a stable platform for their datacentres.”
Paul Ruinaard, regional sales manager,
Nutanix, agrees that there’s a lot of current
concern about the physical layers such as
power. But there are other inherent problems
with data in the cloud. “There was a shocking
incident recently that showed everyone
that even if your data is in the cloud, backup
and continuity is still your concern. A lot of
enterprises are putting their tier two apps into
the cloud and that’s fine but the tier one apps
aren’t because of the cost and the risk. It’s great

Pau l
R u inaard ,
Nutanix

“It’s great having
physical failovers, power
backups and continuity
but your data needs to be
protected as well. ”
Paul Ruinaard, Nutanix
having physical failovers, power backups and
continuity but your data needs to be protected
as well.”

The business angle

The other challenge facing resellers looking

B radle y
J anse v an
R ensb u r g ,
ContinuitySA
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for new business in BC and DR is
the age-old clash between business
and IT at many of their customers.
Morgan Malyon, senior solutions
architect, Actifio notes that a lot
of the responsibility for BC and DR
was left with IT departments. “The
IT guys are quite reluctant to do it
because they don’t have the buy-in
from business. But it has to be both
a business and an IT decision. We
deal a lot with application classification rather
than data classification because it makes it
an easier deal for customers to see which of
their apps are tier one and where they can put
them. But, the decisions are not being made
jointly. From what I’ve seen, IT isn’t willing

M ichele
M c C ann ,
Teraco

C hristelle
v an der
M erwe ,
Mimecast

“When customers are adopting a
strategy for BC or high availability or
DR, it’s usually down to the financial
aspect. If a high availability is going
to cost millions, they battle to justify
the cost.”
Morgan Malyon, Actifio

to make the decision for the business. When
customers are adopting a strategy for BC or
high availability or DR, it’s usually down to the
financial aspect. If a high availability is going to
cost millions, they battle to justify the cost.”
Jonathan Kropf, CEO of Tarsus Cloud on
Demand, says cost is very much a factor in
some market segments. “We often forget
that the biggest market that needs backup
and disaster recovery is the SME,” says Kropf.
“They don’t care about a backup architecture
because they back up to a hard drive. As
technology people we often take technology
and try and start the conversation there. But
the answer is to talk about the business and
ask what it needs first. Enterprises normally
have a backup. It may have issues, it may not
be the best but it’s there. Small to medium
businesses don’t.”
Fred Mitchell, software division manager,
DCC, agrees. “Enterprises have budget. They
might be squeezing you for margin but at
least they have the money. Small businesses
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don’t. For them R20 000 or R30 000 is a lot of
capital outlay.”

Connectivity improvements

One aspect of continuity, backup and disaster
recovery that has changed for the better is
connectivity. Bradley Janse van Rensburg,
CTO at ContinuitySA, says bandwidth has
changed out of all recognition. “As a company,
we have quite a long history – twenty years
– so bandwidth availability now is almost the
‘promised land’ for us. We can offer solutions
to enterprises that Europe and Asia have had
for five or six years now. There’s been a lot of
built up technology potential that’s suddenly
viable. Communication between business and
IT at our customers is still vital though.”
Tarsus’ Kropf agrees. “Every month we
have to revise our connectivity pricing to our
channel partners because it’s dropping. It used
to be every six months but now it’s monthly.
You can now put a 100Mb fibre connection
between two sites for R15 000 per month
which makes solutions very viable. We haven’t
lost any opportunities around DR because of
connectivity.”
But there are still tricky hurdles to selling
BC and DR, adds Continuity SA’s Janse van
Rensburg. “It’s always been a complex,
difficult sell, especially to business. How does
this technology help finance, HR and sales?
Knowing the impact on various parts of a
business is difficult as well as deciding what
you’re protecting yourself from and where the
gaps are. You can do high availability but you

Fred
M itchell ,
DCC

Inus
D reckme y r ,
Netshield SA

M ike
C assid y ,
Mustek
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Advertorial

What else can
disaster recovery
do for you?
Disaster recovery no longer needs to
be a grudge purchase. The hybrid cloud
is opening new value even for cold data.
Backups and other tenets of disaster recovery inspire little joy.
Copies need to be synced and archived into a growing pool that
can become unwieldy. It’s not just a matter for governance and
record-keeping. Today’s technology-driven business environment
is critically reliant on data culture, from analytics to virtual
machines.
But disaster recovery’s status as a grudge purchase is changing.
Hybrid cloud services are altering how data behaves. A solution
such as Data Fabric creates a seamless view of data pools across
whatever cloud flavours a company engages in. It keeps data fluid
yet managed, avoiding lock-in as cloud providers wax and wane in
performance, price and features. This is a remarkable shift that is
changing the nature of data transactions.
New disaster recovery solutions are showing signs of the change.
Software such as Altavault already delivers direct-to-cloud
backup systems, doing away with archaic tape drives and overreliance on local storage. This is expanding what companies can
do with their archiving strategies.
“Speed of recovery is a key measure for disaster recovery
solutions, but it’s not a big differentiator anymore,” says Chris
Burnet, NetApp Cloud Services and Software Solutions Manager
for Middle East, Eastern Europe, Africa and Russia. “If your
disaster recovery is slow or unreliable, it may have more to do with
the network. Distance between systems is a bigger factor than
the performance of what lies on either side. The current challenge
with stored data is that it goes cold. Normally, 85 percent of what is
written to disk is never touched again.”

Chris Burnet, NetApp
Cloud Services & Software Solutions Manager
chris.burnet@netapp.com
www.facebook.com/NetAppAfrica
twitter.com/NetAppAfrica

So if hybrid cloud makes data more fluid and available, why not
extend that to the archives? A major advantage of cloud storage is
that it does not suffer the physical inhibitions of alternatives such
as tape backups. Data can be searched and sorted as need be, an
opportunity to drive new analytics projects from historical stockpiles.
“Analytics have been pushing the worth of mining historical data,
but it’s easier said than done. It would require migrating backups
into usable environments. But a cloud backup solution coupled to
a consolidating hybrid cloud layer changes that. Archives can be
accessed without compromising their roles as backup pools. You get
access to the library you already own.”
For example, software generation of audit reports is simpler since the
information is already on hand, even if it resides on a secure private
cloud. Cloud-based backups are highly accessible, allowing for
syncing and immediate recovery that is as fast as the network allows.
In an ideal scenario, a synchronous cloud backup service could kick
in without users noticing anything went wrong.
It even plays into the hands of the skills dilemma. As companies build
data-centric skillsets, they have to be picky. Hybrid cloud makes it
easier to segregate data priorities between internal and outsourced
parties, allowing for the development of business-focused data skills.
By enabling cloud-based disaster recovery, those skills can overlap.
“We pull everything together in one fabric instead of relying on silos of
data. This approach opens many more options of what can be done
with archived data. So it’s worth investigating the new options that
hybrid cloud services deliver for disaster recovery solutions.”

www.netapp.com
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“The last thing that people
want to talk about is where
the data will reside. The
thing they want to discuss is
how it’s all automated.”

I an J ansen
v an
R ensb u r g ,
VMware South
Africa

Ian Jansen van Rensburg, VMWare South Africa
can’t go back a day, or you can go back a day
but can’t go back a week. So technology sales
are already tricky and you’re adding business
complexity.”
Mimecast’s Van der Merwe says the
problem is one of attention. “Channel partners
have so many vendors competing for their
attention. You have to be an expert in
everything. You have to know about DR, about
e-mail and all sorts of other things to pick a
solution and package it up for a customer.”
Heidi Weyers, GM of sales at Attix5,
says that her partners are naturally suited
to this kind of packaging. “We only deal
through channel partners and they’re service
providers. So we’re piggybacking on their
offerings and we use whatever technologies
they have on the backend to provide data
protection and DR.”
Kropf says a difference in sales strategy
is also a factor. “We have about 280 channel
partners in the cloud space. Our best ones are
in the managed service space where they’re
used to talking about business as opposed to
technology. The traditional resellers need a
lot of handholding and coaching. And they’re
not used to annuity-type sales where there’s
no margin upfront from a box. Also you must
consider that these days, no-one asks us what

technology we’re using at the back end. They
just want the end result. It’s just a service and
it must work. That affects resellers who are
used to selling features.”
Ian Jansen van Rensburg, senior manager
of systems engineering, VMware South
Africa, has also seen indifference to the nuts
and bolts. “For the majority of customers we
discuss BC and DR with today, the last thing
that people want to talk about is where the
data will reside. The thing they want to discuss
is how it’s all automated. Manual intervention
causes problems. It shouldn’t take an expert to
do a failover. A secretary should be able to use
a PC to conduct a failover to a datacentre.”
If that’s an ultimate goal of BC and DR, then
the channel and their vendors still need a bit
more time to get there.
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Re-engineering
axizWorkgroup

ComPanIes are havIng To fInd new ways of doIng BusIness To survIve – and ThrIve –
In Today’s ComPeTITIve envIronmenT. axIZworkgrouP Is no exCePTIon. The dIsTrIBuTor
Is makIng Changes To The BusIness In order To remaIn a key Player In The game.

in

profile
by alISon JoB
photography KarolIna Komendera

o

ver the past year, axizWorkgroup
has been re-engineered with the
goal of becoming one of the most
cost-effective distribution businesses in South
africa. Ceo Pierre Spies says the business
is setting the foundation for the future. The
business has been realigned and has shed 17
different brands in the process. By so doing it
has moved from distributing components to
become a value-added distributor. Spies says:
“axizWorkgroup’s end-to-end product set is
helping us achieve our goal of becoming a
one-stop shop for our enterprise customers.”
The plan is to reach a whole new customer
set, one that’s looking for more solutions than
‘box dropping’. “To this end, we hold regular
boot-camps to identify and train resellers
to ensure that they’re aligned with this new
strategy going forward,” he explains.
Spies says that in addition to reshaping the
brand portfolio it represents, big data, security
solutions and converged infrastructure have
been identified as new focus areas. he adds:
“With the anticipated implementation of PoPI
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(Protection of Personal Information act) we
see security solutions as playing a critical role
going forward.”
With a technology offering focused around
security and converged infrastructure the
company is expanding its territory further into
africa and expanding its brands for the region.
“We’re taking these measures both in response
to customer demand and changing market
trends,” says Spies.
axizWorkgroup and parent holding company
Pinnacle have between them in the region
of 10 000 active customers. “To reach these
customers, we seek out a very specific type of
reseller per sector,” says Spies. “We’re applying
the same strategy and mind-set locally and in
africa. We’re doing ongoing roadshows in each
of the countries, and we’re proud to say that

axizWorkgroup has bricks and mortar in all of
the SadC countries.”
“We have specific initiatives in place for
each brand to broaden the breadth of our
customer base and these form part of the
KPIs of our business units,” he says.

People are the future

as part of the re-engineering process,
axizWorkgroup’s revised vision is to ‘become
the most successful distributor in the region’.
Spies elaborates: “one aspect of achieving that
vision is for the firm to become the number
one company to work for in the distribution
sector. In our view, everything revolves around
people and attracting the right people.”
axizWorkgroup is a firm believer in
investing in upskilling and empowering its
people. “The ongoing skills shortage
has impacted on the industry to
such an extent that we’ve had to
become a certified training facility –
we develop and grow people,” says
Spies.
“The purpose-built training
facility is used to train
axizWorkgroup staff and our
partners’ staff too. We decided we
had to go this route as skills are
sadly lacking in our sector,” he says.

“There are huge
opportunities into the rest
of Africa, as well as for the
distribution of commodity
products .”
Pierre Spies, axizWorkgroup

Money talks

AxizWorkgroup prides itself on ranking highly
in terms of ease of doing business, saying
its structure allows it to work closely with
resellers. One area that AxizWorkgroup has
addressed is that of access to finance when
corporates and government place orders
through SMEs. “In such an instance, credit
assistance is key and AxizWorkgroup is acting
more like a bank now than ever before,” says
Spies. “This is especially true in Africa.”
In addition, AxizWorkgroup has invested
R15 million into an executive briefing centre,
where it can provide proof of concepts for
all the brands it represents. Customers
can bring the end user to do full testing of
environments. Spies says: “One customer did
a proof of concept that turned out to be 360
times faster than his existing installation.”
Looking to the future, Spies says that
AxizWorkgroup has anticipated that the ‘next
generation’ will work from handsets, and is
readying the business for this shift by moving
into the prepaid market. He adds: “There are huge
opportunities into the rest of Africa, as well as
for the distribution of commodity products. We
see the growth opportunities inherent in shifting
from a distributor of traditional IT equipment into
handsets – the youth of today are never off
their phones. And we’re ready for it.”

P ierre S pies ,
AxizWorkgroup
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Movers and shakers

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

Dell SA has a new leader

Douglas Woolley has taken over as general
manager of Dell South Africa, replacing Stewart
van Graan, who has moved into a new expanded
role as enterprise solutions general manager
for Dell EMEA Emerging Markets while also
remaining chairman of the Dell SA board.
Woolley has more than 20 years’ experience
in IT services. He joins Dell after spending four
years at Business Connexion as group executive
focused on the restructuring of the company’s
technology division. Formerly chief executive of
AxizWorkGroup, and MD of Workgroup, Woolley
has a strong channel background.

SAP Africa gets a new chair

After seven years of leading SAP Africa, current
CEO Pfungwa Serima has been promoted to the
role of chairman of SAP Africa, with immediate
effect.
Serima’s new role will see him take on
increased responsibility for the strategic
direction of SAP’s business in Africa. He will
focus on a number of initiatives critical to SAP
Africa’s success, including the direction of SAP’s
investment plan in Africa, the development
of SAP’s focus industries across the continent
and managing sustainable growth in emerging
markets in Africa.

DiData appoints new CEO

Dimension Data has appointed Grant Bodley
as CEO of its Middle East and Africa (MEA)
operations, effective 1 October.
The appointment is aimed at accelerating the
company’s five-year strategy to double its revenue.
Bodley replaces current MEA CEO, Derek
Wilcocks, who takes up an executive position
within the global group. Sean Joubert, Dimension
Data’s current MD for MEA, will also take up an
executive role within the global group.

Riverbed promotes country
manager

Wimpie van Rensburg has been appointed as
country manager for South Africa for Riverbed
Technology. Van Rensburg, previously pre-sales
manager for Riverbed South Africa, will expand
his role in building executive relationships
with key customers and partners and taking
responsibility for all aspects of technical sales,
from mid-market up to enterprise.
“Wimpie has played a key role in developing
Riverbed’s market in South Africa since joining
the company in 2011,” says Karl Campbell,
regional vice president, UK and South Africa at
Riverbed. “His expertise in systems engineering
and solutions architecture, as well as his ability to
manage relationships with an increasingly varied
client base, positions him well to lead the South
Africa team and support our customers and their
requirements within a hybrid IT environment.”
Van Rensburg has over 20 years’ experience in
the industry. Prior to joining Riverbed, he held senior
roles at Datacentrix and Investec. He holds a B.Com
in Informatics from the University of Pretoria.
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Parker takes on new role

As a result of Pfungwa Serima’s move from CEO
to chairman of SAP Africa, Brett Parker has been
appointed MD of SAP Africa. Parker previously
held the role of MD for SAP Southern Africa. The
appointment is made with immediate effect.
As MD of SAP Africa, Parker takes on
operational responsibility for the company
in Africa, with particular emphasis placed on
delivering innovation to SAP customers and
partners. All regional MDs of the SAP Africa
team, as well as the other members of the Africa
Leadership Team, will report to Parker.

Bainbridge gets the call up
Westcon’s new channel
manager

Prebashini Reddy is the new channel manager
for WestconGroup Southern Africa’s Microsoft
FPP & SDA products, reporting to its Consumer
Solutions division.
Reddy will be directly responsible for driving
new market opportunities in the Microsoft
FPP & SDA portfolio for southern Africa while
assuming responsibility for maintaining the
relationship with the vendor, ensuring inventory
management, brand planning, price modelling,
the co-ordination of activities that extend
product sales training, promotions and the
sale of assigned products. Core to her function
will be assisting and facilitating sales through
WestconGroup’s retail channel.

Lenovo appoints MEA VP

Lenovo has appointed Marc Godin as VP and
GM for the Middle East and Africa (MEA) region,
effective immediately. Godin succeeds Oliver
Ebel who has moved to head up Lenovo’s
EMEA smartphone business including both
Motorola and Lenovo smartphones and wearable
technology.
Prior to this role, Godin was VP of the UK and
Ireland region where he led the PC business to
the number two position, more than doubling
market share in the past two years. Before
this, Godin led the Enterprise and Public Sector
business at western European level.

WestconGroup Southern Africa has appointed Luke
Bainbridge in the capacity of product manager
for its vendor partners Netshield and Solarwinds,
which form part of its Unified Communication and
Collaboration Solutions business practice.
Prior to Joining Westcon, Bainbridge worked
in various sales roles over the past five years,
within both the retail and leisure sector. The
exposure to these vertical industries provided
him the platform to better hone his customer
service and sales skills. Bainbridge previously
worked at Westcon in the capacity of internal
sales support since 2013.

VMware get new EMEA GM

VMware has appointed Jean-Pierre Brulard as
senior VP and GM for Europe, Middle East and
Africa (EMEA). Brulard replaces Maurizio Carli,
who is now GM of VMware's Americas region.
In his new position, Brulard will be responsible
for managing business operations and developing
go-to-market strategies for the EMEA region.
Both his immediate and long-term goals will
be to evolve the go-to-market strategy in EMEA
to better serve VMware's customers on their
journey to the mobile cloud era.
Brulard was previously VP for VMware's
Southern EMEA region, responsible for VMware's
business in France, Italy, Spain, Turkey, South
Africa and the Middle East. He has also worked
at IBM, Sun Microsystems and Unisys.
He was also a member of the Business Objects
Worldwide Executive Committee where he oversaw
the acquisition of the company by SAP in Europe.
He holds a master's degree in business studies
from the Sup de Co Le Havre.

WestconGroup announces
technical services manager

Jaco Malan has been appointed as the new
technical services manager at WestconGroup
Southern Africa, with responsibility for the
development and driving of new business for the
company’s Service Solutions business unit.
Malan, who previously served as technical
lead – Southern Africa Cloud and Software
Solutions in the company’s Cloud Solutions
business practice, brings to his new position
more than two decades of IT, technical support,
sales and management experience.
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partner

awards

Channel excellence

oracle recognises partners’ success
oracle Corporation South africa’s strategy of Partnering excellence has
resulted in a great deal of success. oracle recognised its South african
partners’ success in engagement, customer service and revenue growth.

Winners

Middleware
Partner of the
year:
Adapt IT

Systems Partner
of the year:
StorTech

Cloud/SaaS/
PaaS Partner of
the year:
EoH

Engineered
Systems Partner
of the year,
and Business
Analytics Partner
of the year:
Business
Connexion

Unfortunately, visions Consulting (which won Applications Partner
of the year), and omnidata (database Partner of the year) were not
present at the awards so aren’t pictured.
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DCC and Dell celebrate
channel achievements

outstanding
commitment
to DCC by Dell:
Brian Moss

drive Control Corporation, in partnership with dell, hosted an evening
of awards and entertainment to celebrate the achievements of their
enterprise channel partners.

Winners
Single largest
Dell Enterprise
deal:
Introstat

Largest
growth on Dell:
TCM

Cisco honours its African channel partners
Cisco honoured its top-performing african channel partners at its africa Channel Partner awards at the Cisco one africa Partner Summit 2015.

Winners

from the Cisco one africa Partner Summit 2015
Winners were:
Africa Partner of the year:
Telkom

Africa Solution Innovation
Award:
Dimension Data

Africa Security Partner of
the year:
Business Connexion

Emerging Services Partner
of the year:
Business Connexion

Africa Collaboration
Partner of the year:
Comstor South Africa

Emerging Architectural
Excellence Service Provider
Architecture Partner of the
year: Equinox

Emerging Cloud and
Managed Services Partner
of the year:
Dimension Data
Africa Architectural
Excellence Datacentre
Partner of the year:
SEE Egypt

Africa Architectural
Excellence Enterprise
Networks Partner of the
year: Dimension Data
Africa Distribution Partner
of the year: Comstor Africa
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closing
thoughts

4 tips

for the cloud
Niko Mykkanen, EMEA Partner Lead for Amazon Web Services

Amazon Web Services (AWS)
shares some best practice tips
for South African Systems
Integrators preparing their
business for the cloud.

O

ver the past few years we’ve seen
cloud computing becoming the new
normal for companies of all sizes across
South Africa and around the world. The ability
to access near-endless amounts of compute,
storage and other technologies over the
internet, on a pay-as-you-go basis, is helping
organisations to lower the overall cost of their
IT and dramatically increase their agility and
pace of innovation. This is leading companies of
all sizes from ‘startups’ like Airbnb, Spotify and
Pinterest to established enterprises like Shell,
Unilever and NASA to move their technology
to the cloud. Given so many organisations
are moving to the cloud here are some
best practices we have seen from systems
integrator (SI) partners around the world.

The cloud is your friend

SI partners sometimes hesitate when moving
to the cloud as they think that it eliminates the
need for a partner. Although customers have
the option to work directly with cloud vendors,
partners are still a key part of the cloud
ecosystem. Early on at AWS we determined
that the partner ecosystem was critical to the
success of our customers and our business,
because partners can have relationships,
insight and knowledge into customers that
technology vendors don’t. As such, SI partners
are in a strong position to be the conduit
between the cloud vendor and the customer –
helping the customer to make the most of the
new technologies while maintaining the same
strong relationships they’ve been used to in the
past while creating new business opportunities.
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Training is key

All SIs that are successful in the cloud
understand the importance of training and
development of their own teams and those of
customers. When building a migration roadmap
to the cloud, training should always be the first
step. With the cloud there are many familiar
technologies and programming languages but
there are also new concepts that need to be
understood, such as ‘Infrastructure as Code’

concepts behind the cloud before rolling it out
to their customer’s businesses. Some choose
to carve off their cloud division into a separate
business, positioning it as the innovation arm
of their organisation. While others integrate
cloud into all facets of their organisation
and start selling it into existing accounts for
new projects. This allows them to help their
customers innovate at low risk. One of the
great features of the cloud is it requires no
investment up front, you use as
much as you like and pay accordingly.
As this is the case we see many SI
partners use cloud as an opportunity
to upsell creative projects to existing
accounts with low risk. This allows
the partners to showcase their
creativity and innovation to the
customer while simultaneously
demonstrating their ability to use
the cloud which, inevitably, leads to
future revenue opportunities.

“One of the great features
of the cloud is it requires no
investment up front, you use
as much as you like and pay
accordingly.”
and Availability Zones. Training also empowers
teams to understand the business benefits of
the cloud, how to better consult customers, and
how to think of new and innovative ways to use
cloud technology, thus driving more revenue.

Go where you know

Once SIs understand the potential cloud has
for their organisation the first question most
commonly asked is – where should we start?
There’s no right or wrong answer here. Many
start off using cloud internally for their own
technology infrastructure. This allows SIs to
become familiar with the technologies and

Don’t fight gravity

Starting out in the cloud requires a mind-set
change for SIs. Understanding that cloud
poses an opportunity for their organisation
from the start helps to unearth the full
potential it has for your organisation.
Cloud is becoming the new normal,
both in the channel and for customers. Not
using cloud is just like fighting gravity. It is
inevitable. If SI partners are not using cloud
themselves or looking at where it fits into their
strategy, they run the risk of being overtaken
by others using the platform.

NVIROMON-1 S
What if you could check on the state of your server room
offsite? Manage your power demands on the fly? Grant access to your server room from the
comfort of your office? Prevent disasters from damaging your IT equipment?

You can.
The full range of Netshield Nvironmon environmental monitoring solutions are the perfect accompaniment for your IT server
room, data centre and other valuable IT assets and facilities.
Take advantage of …
• Remote management of server rooms, business networks and renewable energy sites from a single management console
• Remotely open and close gates, be alerted of movement or power outages in the environment via an alarm SMS or email
• Monitor the conditions in your server room and detect if it is too hot, too cold or too wet
• Manage who has access to your server room at any time and remotely grant access
Get your Nviromon-1 S, Naccumon, Nviromon Lite with Monone software, developed by Netshield, and you can ensure complete
environmental management of your precious IT assets.

ONE BOX – ONE DATA CENTRE
One self-contained IP 54 mobile unit… and you have a full Data
Centre in a Box.
With the Data Centre in a Box from Netshield you can now wheel in, plug and go an
entire IT infrastructure all managed from a single IP address, in minutes. Perfect for…
• Self contained environments
• Pop up sites and branch offices
• Areas where there are limited to no IT resources on site

Now you can …
… eliminate the need for costly construction of data centres.
… avoid the complexity of Simple Network Management Protocol (SNMP) with
a simple click through interface
… have a unit tailor-made with the network product brands and services including routers, network switches, wireless AP’s, networking
switches and cable structure patch panels
Each unit is equipped with: air conditioner, access control keypad, electronic locking, Netshield UPS, centre management and control device, fire
extinguisher, temperature monitor, humidity monitor, flooding detection, as well as smoke, fire and flood detectors.
Units available in 15U to 47U (67cm to 209cm) in height and 80cm, 100cm and 120cm in depth.

For more information contact:

Luke Bainbridge, Netshield Channel Manager

Eml: luke.bainbridge@westcon.co.za | Tel: +27 11 848 9216
Or email sales@netshieldsa.com
+27 11 848 9000 | WWW.WESTCON.CO.ZA

