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Battle of the
brands

I

wouldn’t say I’m all about labels, but I
must admit I do enjoy buying into a wellcurated brand. That’s probably not an
admission the majority of technology editors
would make, as we’re supposed to be cynical
and jaded, not taken in by the corporate
hype. But there’s something quite satisfying,
when I’m spending my own cash, about the
reassurance that comes with buying products
from a company that is at the top of its game.
From a professional perspective, I also find it
interesting to observe leading brands evolve
in the market.
While there might be some resistance to
admitting the airy-fairyness that’s associated
with marketing and branding has any real
impact in the world of technology, there are
certainly brands that generate excitement
among customers, partners and the industry
in general. If you don’t believe me, just visit a
vendor world annual event, where thousands
flock, all adorned with rucksacks emblazoned
with the vendor's logo, to hear keynotes from
tech CEOs, who take to the stage like rock stars.
From an editorial perspective, the feedback
I get from my online colleagues often indicates
the most read stories tend to feature the
biggest names in our industry. So, in this edition
of The Margin, we take a somewhat different
approach to normal and specifically look at
some of the biggest brands in technology.

At the time of going to print, the ten-year
anniversary iPhone hadn’t been released
yet; it’s arguably one of the most eagerly
anticipated events in the tech calendar. In
his column, Arthur Goldstuck looks at the
rivalry between Apple and Samsung, and how
profitability is actually trumping smartphone
market hysteria. In our analysis article, I
examine how the recent corporate strategies
of Dell and HP are so different – one making
acquisitive growth, while the other separates
to improve core focus – and how these are
progressing. How are these moves impacting
the local channel?
The In Focus section provides an analysis of
the hyperscale cloud providers that are coming
to South Africa. We also look at the top global
tech companies, by market capitalisation, and
scrutinise their strategies. Our Innovation
Focus article investigates the potential for
high-end solar technology being introduced by
the leading brands such as Tesla and Mercedes
Benz – will their presence spur adoption by the
more affluent households?
Among the other stories in this edition, we
compare five of the latest All-in-One PCs to
assess what the strengths and weaknesses
are, and which is worth investing in. And, in
spite of the hype around digitalisation, there
does appear to be a stable future for printing
technology; our roundtable discusses what

that is for the local market? In the first story
in our series of articles about digitalising your
channel business, we start with the front end
– what are the considerations when trying to
determine what your business’ digital strategy
should be?
As always, I hope you find the stories in
these pages interesting and insightful.
Happy reading.

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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Finding the
best Cloud fit
MARIAnA KRugER, MTN Business

T

he benefits of cloud computing are widely understood.
From its infancy a decade ago, cloud computing has
become the norm, as companies strive to lower costs and
boost performance.

“Cloud is at the front of every CIO’s mind,”
says Mariana Kruger at MTN Business.
“The questions at the forefront for them
are: Will it make their business faster,
more efficient and more customer
centric? Will it make them more agile and
innovative? Is it really cost effective and
will their company have to adopt it to
keep pace with their competitors? Does it
have to be all or nothing? What about the
‘shadow IT’ challenge? And how do they
evaluate cloud vendors?”
Kruger says that one of the biggest
misconceptions about Cloud is that it
will save money. “It most certainly can,
but according to Gartner, the primary
driver for adopting a Cloud model
should not be cost savings. Instead,
Cloud should be used for the increased
agility and dynamic scalability it offers,
which improve speed to market and
innovation.”
The fundamental question to be asked
should always be ‘What are we trying to
achieve?’, she adds. “In order to obtain
the full benefit Cloud solutions offer,
companies need to be very clear on what

mtnbusiness.com/za
011 912 3000

it actually means to implement. Rather
than trying to sell the cost-cutting or costsavings, re-sellers and implementation
specialists must aim to understand
what systems, people and processes
will be impacted and share this with
the client in advance. Keeping it simple
and concentrating on how to be more
efficient is key.”
In order to ensure success, Cloud
solution providers must understand their
customers’ businesses. The provider
won’t necessarily need to provide an end
to end technical solution, but it will have
to provide a solution that will allow the
business to achieve its aims, Kruger says.
“Customers can – and will – compare
your prices and services to others and ask
why you can’t deliver or why you’re not
as cost effective. Incorrectly applied or
implemented, the Cloud can become just
another expensive IT endeavour.”
Already on the journey
Despite the fact that the vast majority
of companies have moved at least part
of their environment to the Cloud, many

still don’t understand the different Cloud
models, and which is best suited to their
business. Kruger points out that by its
very nature, Cloud offers an array of
solutions that will enable companies to
place their workloads, applications and
data wherever they want, and that the
many variations of private, public and
hybrid Cloud solutions available put them
in complete control.
“Today’s Cloud solutions allow
companies to deliver some resources
and infrastructure privately, in-house,
and outsource some of it to a managed
host, or public Cloud provider, in order to
create a single, customised hybrid Cloud
infrastructure. The options are endless
– whether it’s just a need to manage the
company’s Microsoft Office 365 licenses,
a need for more and better storage, or
a need for self-service enabled rapid
resource provisioning, the right provider
should be able to assist its customers to
find the best Cloud fit for their needs,”
Kruger says.
“MTN Business allows companies
to choose what kind of infrastructure
they want as well as what software and
services they want to run on it. With our
continuing investment in the very best
technologies, customers will always have
access to the latest technologies and will
benefit from economies of scale.”

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

Internationals deals

• Accenture has been on the acquisition trail again. Acquisitions include:
Concrete Solutions, a Brazilian lean and agile software development
specialist; Clearhead Group, a US-based digital marketing company;
Intrepid, a mobile design and development firm; LabAnswer, a USbased research and laboratory informatics consulting firm; Media Hive,
an e-commerce solutions provider; Phase One Consulting Group, a
modernisation and digital transformation specialist; Search Technologies,
a big data analytics firm; SolutionsIQ, a provider of agile transformation
solutions; and Wire Stone, a US-based creative marketing agency.
• Alphabet, Google’s holding company, bought India's Halli Labs, a startup
focused on building deep learning and machine learning systems.
• Apple purchased Lattice Data, an AI firm, for $200 million; and,
SensoMotoric Instruments, an eye-tracking technology specialist.
• Certent bought IBM Cognos Disclosure Management (CDM), IBM CDM on
Cloud, IBM Cognos Financial Statement Reporting and IBM Clarity 7 products.
• Cisco acquired Observable Networks, a forensic security cloud service
provider.
• Cray bought Seagate's enterprise storage array business.
• DigiCert purchased Symantec's website security and related PKI solutions
for $950 million.
• Facebook bought Ozlo, a US-based artificial intelligence startup; and
purchased Source3, a content rights management startup.
• Garmin bought Alphamantis Technologies, a privately held designer of
aerodynamics testing and measurement technology for the cycling industry.
• IBM acquired TIMETOACT Group's digital workplace hub, XCC – web content
and custom apps extension.
• Logitech International purchased Astro Gaming, a video-game headset
maker, for $85 million.
• Microsoft acquired Hexadite, a cyber security firm, for $100 million; and
Cloudyn, a cloud cost optimisation vendor.
• Philips bought image-analysis software provider TomTec Imaging Systems.
• Rackspace acquired TriCore Solutions, an applications management
company.
• Red Hat acquired Codenvy, a provider of agile and cloud-native development
tools; and the technology assets of Permabit, a company that specialises in
cleaning corporate data for more efficient storage and faster access.
• Sage Group (UK) acquired Intacct, a US and cloud-based financial software
firm, for $850 million.
• Softbank acquired Alphabet's Boston Dynamics and Tokyo-based Schaft,
which design and manufacture robots that simulate human movement.
• ServiceNow purchased Qlue, to assist with applying artificial intelligence to
routine service desk conversations. ServiceNow Ventures also invested in
BuildOnMe, a development company specialising in AI-enabled applications
on the Now platform.
• Symantec acquired Israel-based Skycure, a move designed to boost its
mobile security capabilities.
• Thoma Bravo purchased Symantec's web certificates business.
• VMware acquired Apteligent, maker of application performance software.
• Wipro, made an $809.7 million (26%) investment in IT consulting firm
Drivestream.

International developments

• Apple was hit with an anti-trust lawsuit by Chinese app makers accusing
it of monopolistic behaviour for removing their apps from its app store.
Elsewhere, US trade officials have agreed to investigate Qualcomm's
allegations that Apple has infringed on patents. Apple was also ordered
to pay $506 million for infringing on a patent owned by the University
of Wisconsin-Madison, and had to pay out $2 billion to settle a patent
infringement with Nokia.
• A path has been cleared for Avaya to exit Chapter 11 bankruptcy in an
agreement with its senior creditors and the US government's pension insurer.
• Essential Products, the smartphone startup founded by Andy Rubin
a co-creator of the Android mobile operating system, has raised $300
6
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million in new funding. Strategic investors include Tencent Holdings,
Foxconn and Amazon.com.
Facebook has been fined €150 000 by France's data protection watchdog
for failing to prevent its users' data from being accessed by advertisers;
and has also been fined $123 million by the EU for misleading it over its
WhatsApp buyout.
A French court ruled Google wasn’t liable to pay €1.1 billion in back taxes as
demanded by the French authorities. Meanwhile in the EU, Google has been
fined €2.42 billion for illegally favouring its own shopping service.
Microsoft and Kaspersky Lab have settled a dispute that led to anti-trust
complaints in Europe and an investigation in Russia.
The EU anti-trust regulators will investigate the $38 billion Qualcomm/NXP
Semiconductor deal. This follows a loss of appeal by Qualcomm against the
regulators in a case where it was accused of using anticompetitive strategies
to squeeze software maker Icera out of the market. Qualcomm is also
engaged in lawsuits and counter-lawsuits with a group of four companies
including Foxconn Technology Group, Compal Electronics, Pegatron and
Wistron, which assemble the iPhone and other Apple products.
Sharp has filed a patent infringement complaint against Hisense in New
York, alleging Hisense produces and sells TV products that infringe its
WLAN-related patents.
SoftBank has made a $4 billion investment in Nvidia, making it the fourth
largest shareholder in the company.
Vertu, a luxury smartphone brand, has gone into liquidation.
Western Digital is suing its joint venture partner Toshiba for $1 billion regarding
the sale of the latter's memory chip division. Toshiba has counter-sued.

Local deals

• Convergence Partners has sold its 25% shareholding in Dimension Data to
NTT. Dimension Data will announce a new B-BBEE deal in October.
• Metrofile purchased Tidy Files (SA), a provider of end-to-end document
management and storage solutions, in a deal worth R75 million.
• Rectron bought a majority stake in South African ERP software
development company, Palladium.
• Seacom purchased Cape Town-based ISP, MacroLan.
• Siemens bought (Altron's) Powertech's Crabtree Electrical Accessories.
• Synnex acquired Datatec's Westcon-Comstor Americas business for
$830 million. Elsewhere, Datatec's Logicalis Group acquired a 51% stake
in NubeliU, a South America-based company specialising in OpenStack;
and the group also acquired a majority stake in Packet Systems Indonesia,
which will be integrated with Logicalis Metrodata Indonesia.
• Vumatel acquired a large portion of Link Africa's home fibre infrastructure.

Local developments

• Avanade is winding down operations in South Africa, and will service local
clients via Accenture.
• Curve Technology Group has expanded to the UK, with a new office in
London.
• Mustek and First Technology have officially been appointed as authorised
Apple resellers for the South African market.
• Neotel's enterprise operation has officially been rebranded to Liquid
Telecom South Africa.
• SAP has put four senior managers on administrative leave and begun a probe
into reports that it paid kickbacks in the form of sales commissions to a Guptalinked firm to help clinch a R1 billion deal with Transnet. In a related matter,
Software AG has launched an internal review following reports that it’s also
alleged to have paid kickbacks to Gupta-linked companies and individuals.
• Technology Corporate Management (TCM) has achieved an elevation on
its B-BBEE status to a Level 1 on the amended ICT sector code.
• Vodacom has announced the opening of a Narrowband Internet of Things
laboratory at its Vodaworld campus, to help incubate and commercialise
machine-to-machine IoT systems.
• Wireless Business Solutions, the holding company of iBurst and
Broadlink, has been rebranded as Rain.

Column

The ‘Greek Geek’ goes on frequent tech tours and
reports back on his travels, as well as highlighting
some of the stories from the world of tech that
caught his attention.
F ollow him on T witter @AkiAnastasiou

Parsing the peloton
The Tour de France is one of my favourite
events of the sporting calendar. And it’s not just
me; after the FIFA World Cup™ and the Summer
Olympics, the Tour de France is the third most
watched sporting event in the world. This year,
198 riders raced through four countries covering
a total of 3 450km.
The gruelling race, first staged in 1903, was
started to promote a newspaper, but over
the decades, radio and television became the
dominating platforms used to cover the race.
In the fast-moving digital age, staying relevant
with fans has been the focus of the Amaury
Sport Organisation, which owns and runs
the Tour de France. Fans today want access
to race information instantly and on a mobile device. With Dimension Data being the Tour de
France technology partner, the race has been transformed into a big data machine churning out
mountains of stats. This was done with the help of GPS transponders installed under the saddles
of each bike. The data collected from these transponders is combined with external data about
the course gradient and prevailing weather conditions to generate insights such as live speed and
the location of individual riders, distance between riders, and composition of groups within the
race. This year over three billion data points were created during the race, and over 150 million
geospatial and environmental data readings were analysed along the route.
Here’s the part that blows my mind: the Tour goes through some of the most remote areas
where there’s limited connectivity. To combat this, vehicles along the route pick up data from
the transponders, which is then sent to an aircraft flying overhead, bounced down to a media
van and then passed onto the Dimension Data truck. Data is then sent to the cloud, crunched
by Dimension Data’s datacentres and run through algorithms before being sent to the race
commentators and fans on their televisions and mobile devices. This entire process happens in
under two seconds. This year, Dimension Data also introduced predictive analytics that started
predicting race scenarios, such as whether the peloton will catch the breakaway riders at certain
stages of the race.

What’s up? Whatsapp’s
numbers
Whatsapp has 1.3 billion users who
send 55 billion messages every single day, which
includes 4.5 billion photos and one billion videos.
These numbers released by WhatsApp show
the astonishing growth the instant messaging
company – owned by Facebook – has had in the
last 12 months. A year ago one billion people
around the world used WhatsApp every month.

Audi takes the wheel
With self-driving vehicles and electric
cars on the horizon, the automotive industry is
without doubt undergoing the most disruptive
change in its history. New competitors such as
Tesla and Google are pushing the boundaries,
and the question is, 'Can incumbents survive
this transition?’. At the Audi Summit in
Barcelona, the German manufacturer signalled
its intention that it means business in this
fast-changing industry. “We are transforming
– from a premium car manufacturer into a
premium digital car company,” says Dietmar
Voggenreiter, Audi’s head of Sales and
Marketing.
At the summit, Audi launched its latest
flagship vehicle, the A8, calling it the first
production automobile in the world to have
been developed for highly automated driving.
The new A8 features a technology called ‘AI
traffic jam pilot’, which takes over driving in
traffic, at speeds up to 60 km/h. The car’s
semi-autonomous system manages the
starting, accelerating and steering during slowmoving traffic. The driver no longer needs to
do anything. With dozens of sensors, radars,
laser scanners and ultrasonic sensors that
collect data of the surroundings, the A8 is the
first production vehicle to reach level-three
autonomy. To put that into perspective, level
four is classified as fully autonomous with
some limitations and level five is completely
autonomous and has the same ability as a
human driving under any conditions.
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STAT ATTACK

Figuring it out

The Margin brings you some of the latest industry forecasts, statistics,
trends and predictions.

Compiled by Paul Booth, Simon Foulds and Adrian Hinchcliffe

What’s up?

What’s down?

R266 billion
in 2017, a 2.4% increase from

4.6% in 2017, according to Gartner.

IT spending in South Africa is forecast
to total

2016, according to Gartner.
Software is predicted to be the bestperforming segment, with a

13.2% increase year-on-year.

Total worldwide spending on augmented
and virtual reality (AR/VR) products and
services is expected to soar from

$11.4 billion in 2017 to nearly
$215 billion by 2021, achieving a CAGR of
113.2%, according to IDC.
The global market
for governance, risk
and compliance (GRC)
software is expected to
experience strong growth,
with worldwide revenues
reaching

$11.8 billion

in 2021, growing at a
compound annual rate of

6.7%

over the 20162021 forecast period, says
IDC.

Spending on devices (PCs, tablets,
ultramobiles and mobile phones) in
South Africa is forecast to decline by

Worldwide PC shipments
totalled

61.1 million units
in Q2 2017, a 4.3% year

on year decline, according to
Gartner. It is the 11th straight
quarter of
declining
shipments and
the lowest
quarter volume
since 2007.

1.4% in units shipped to
just over 530 000,

for Q1 2017, says IDC.

Q1 2017, totalling

54.5 million units,

8.2% on Q4 2016. The prime driver of
this downturn was a stark 17.6% decline in the

down

smartphone segment, with shipments falling from

$230.7
billion by 2021,

during the period, says IDC.

in 2017, and reach

predicts IDC.

in 2017, according to the Internet Access in
South Africa 2017 study, released by World Wide Worx in
association with Dark Fibre Africa.
Worldwide SD-WAN infrastructure and services revenue

69.6% and reach
$8.05 billion in 2021, says IDC.
| Q3 2017

a year-on-year decrease of

$97.2 billion

21 million, and is expected to
grow to at least 22.5 million

8

12.7% to
$2.7 billion and

revenue of

Overall shipments of mobile phones in Africa fell in
Worldwide purchases of
robotics, including drones
and robotics-related
hardware, software
and services, will total

25.8 million units to 21.2 million units

What else?

The South African internet user population
passed the 20 million mark for the first
time last year, reaching

will see a CAGR of

The EMEA server
market reported
a year-on-year
decline in vendor

Employees hide IT security
Total IT spending globally
by SMEs will approach

$568 billion in

2017 and increase by more

$100 billion

than
to exceed

$676 billion in

2021, according to IDC.

40%

incidents in
of
businesses around the world

48%

– this figure is
for
South African businesses –
that’s according to Human
Factor in IT Security: How
Employees are Making
Businesses Vulnerable from
Within, a report by Kaspersky
Lab and B2B International.

Column

A Goldstuck

Arthur Goldstuck is the founder of World Wide Worx and editor-in-chief of gadget.co.za.
F ollow him on T witter @ art 2 g e e and on Y ou T ube

Apple vs Samsung: the profit
The latest season of the smartphone wars is imminent. And it’s not just about features
and innovation.

T

he second most important product
of the mobile year is about to be
unveiled, as Apple prepares to launch
the new iPhone 8 in San Francisco. That very
description tells us how dramatically the world
of phone sales has shifted.
Just three years ago, it would have been
unthinkable to rank anyone ahead of Apple in
revenues or profits. A few months ago, it even
became the world number one in smartphone
unit sales, as it briefly overtook Samsung,
despite having only two current models.
But now a seismic shift is under way. For
the second quarter of 2017, Samsung became
the most profitable company in the world for
the first time. It reported more than $12 billion
in profits, versus less than $11 billion for Apple.
The shift is all the more remarkable,
in that it comes in the wake of one of the
most spectacular failures ever of a new
smartphone, namely the Samsung Galaxy
Note 7. Not only was it withdrawn from the
market by its manufacturer, but it was banned
from even being carried on board flights by
most airlines. The result was a crushing blow
to Samsung’s image. However, the blow to
the bottom line was softened by a vast family
of processors, appliances and gadgets the
company produces.
A year later, Samsung has firmly shelved
the disgrace. It has resurrected the Note
range, with the eighth edition launched in

New York just a few weeks before the Apple
event. The significance of the launch cannot
be overstated: Samsung pulled ahead of
Apple despite one of its two flagship products
literally crashing and burning; and now it’s
bringing the proverbial new, improved version
to market.
Apple, in response, has merely been able to
catch up to Samsung’s second flagship device,
the Galaxy S8+. The rumour mill around new

Both S8 models included iris recognition,
one of the most innovative features of the
abandoned Note 7.
The Note 8 was expected to resume
Samsung’s innovation trajectory with a
vengeance, putting even more pressure on
Apple to deliver. But this time, the pressure
points are both in the handset and the balance
sheet. This is one of the key reasons Apple
was expected, for the first time, to release
three models of the iPhone.
This is yet another example of
Apple playing catch-up in a market
that's eager for choice, with a wider
model range that caters to a wider
range of both taste and budget.
Craige Fleischer, head of mobile
for Samsung in Southern Africa, put
it more philosophically: “We clearly
understand that consumers aspire to top-end
devices, but we’re looking to democratise
this access to technology by creating devices
at various price points to suit consumers’
pockets. We’re democratising access both to
our ecosystem and to a lifestyle.”
Fleischer acknowledged that the second
half of last year 'wasn't too prestigious'. But,
in truth, the failure of one product underlined
the strength of the company: “We’ve proven
that we’re a diverse technology organisation,
able to achieve significant growth and bolster
profits, despite a massive setback.”

Just three years ago, it would
have been unthinkable to
rank anyone ahead of Apple
in revenues or profits.
iPhones, which have been uncannily accurate
in recent years, gave Samsung little reason to
lose sleep in 2017.
The key expected features of the new
iPhone, such as infra-red facial recognition,
a large 5.8-inch screen on the largest model,
and a bezel-less design with edge-to-edge
display, thanks to a virtual home button
lurking under the screen, represented the
sincerest form of flattery to Samsung.
These were some of the startling features
introduced in the Galaxy S8 back in April, with
the S8+ adding a massive 6.2-inch screen.
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analysis

Separation or
consolidation?
Both Dell and HP have undergone
restructures recently. How are these
working out?
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by Adrian Hinchcliffe
Photography 123RF

I

n the modern IT landscape, Dell and HP
are two tech industry names that have
stood the test of time. Both have recently
undertaken major restructuring strategies to
ensure their futures. However, their strategies
are polar opposites. Dell’s acquisition of
EMC brought together two complementary
businesses, creating the largest privatelyowned technology company. In contrast, HP
split its business into two – Hewlett Packard
Enterprise (HPE) focuses on the ‘core’ of the
network, while HP Inc. is centred around PCs
and printers.
Now that the dust has settled, The Margin
takes a look at how things have changed, what
their strategies are, and what that means for
the channel.

Dell swells

Dell officially completed the $67 billion
acquisition of EMC and its federation of
companies in September 2016. Jonas Bogoshi,
channel director for Dell EMC, SADC, says a
key reason behind the acquisition is to meet
market demands. “Gone are the days when
customers are buying point solutions; they
now require a comprehensive solution. Today,
we have solutions all the way from the edge,
to the core, to the cloud.”

the acquisition has been positive. “As a Dell
partner, we used to do a lot of EMC business
and then when they split, we lost some of
those accounts. Now they're back together,
we're starting to see some traction as those
accounts come back to us as a partner. We're
also seeing opportunities with companies
that are using EMC and another competitor
hardware vendor, but they now want to
standardise with Dell.”
This point ties into a key strategic focus for
Dell EMC. “Something that's started happening
this year, earlier than expected, is that we
can cross sell, so legacy EMC customers are
buying legacy Dell products and vice versa,”
says Bogoshi.
Patrick Reeves, managing executive, client
computing, Axiz, believes the acquisition has
resulted in a more focused sales approach.
“Dell can now speak about the whole
ecosystem. Since the delisting, it’s become far
more aggressive, there are no worries about
shareholder return; market share and units
are the new focus.”
Nick Dhaya, COO, Aptronics seconds
this: “The organisation seems to be more
aggressive and hungry for business.”

Channel growth

Historically, of course, Dell wasn’t a channel
business, and the EMC acquisition brought
strong channel expertise. Currently, says
Bogoshi, 55% of Dell EMC’s global revenues
are invoiced indirectly, while the figure is
70% in South Africa. These figures
compare to approximately 90%
indirect revenues for HP Inc. globally
and 95% locally.
Bogoshi says a key focus for
Dell EMC is growing the channel
business. “Going forward, maybe
we'll be on the other side of 80%
(indirect revenues),” he says. “We
have about 34 ‘metal’ partners
today, but I'm looking for a
minimum of 45.”
Dell EMC is also introducing its new partner
programme to ‘non-metal’ partners. Says
Bogoshi: “The legacy Dell programme was
quarterly and slightly cumbersome, but it paid
good rebates. The legacy EMC programme
was very easy, but didn't have such good
rebates, so we’ve now created a programme
with the best of both worlds.”

Historically, of course, Dell
wasn’t a channel business,
and the EMC acquisition
brought strong channel
expertise.
Regarding the acquisition, Forrester’s VP
and research director, Glenn O'Donnell, says
his company’s position is pretty positive. “At
the time, everyone knew something was
going to happen with EMC, and of the various
scenarios, the Dell acquisition was one of the
softer landings. Customers were generally
pretty positive about it. Indeed, a lot of Dell
customers were EMC customers too, so they
had this stuff together anyway,” he says.
Peter Hemsley, sales manager, AdvanceNet,
adds: “Dell used to have an agreement with
EMC, so it wasn't such a foreign merger. Then
Dell went on its own trying to do high-end
storage, which didn't work out. The merger
has made a much bigger market player.”
From a channel perspective, Hemsley says

Enter the enterprise

With different sales cycles – one requiring
a more intensive, complicated technical
approach, the other focusing on transactional
sales of commoditised products – HP decided
in 2014 to separate, forming two new focused
entities. The official separation formalised
a situation that previously existed, with
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separate teams operating within within HP.
HPE has reshaped itself with a couple of
strategic disposals, including the sale of its
enterprise services and software businesses,
as well as a series of corporate purchases.
“Thanks to acquisitions like SimpliVity, Nimble
and Aruba, the offering is now an end-toend datacentre play,” says Jim Holland, HPE
executive, Advanced Technologies, Axiz.
Leon Erasmus, country manager for
channel and territory sales, HPE South Africa,
says the company is now more agile and has
a new focused strategy. “We firmly believe
the world will be hybrid, so a key focus is
on the datacentre itself. We’re also focused
on empowering the edge, and IoT is very
important for us.”
“The freedom of the split has been
fantastic for HPE,” says Jamie Scott, business
development manager, Datacentrix. “Because
it’s no longer burdened by the other side
of the business, it’s going to keep buying
products and smaller companies.”
Forrester’s O’Donnell agrees there will
be acquisitions ahead. “They won't be huge,
as HPE doesn't have deep enough pockets.
However, there will likely be plenty more along
the lines of its recent acquisitions, such as
SimpliVity,” he says, adding these acquisitions
need to be made to bolster HPE’s ambitions.
“There have been mixed perceptions in the
market about HPE,” he says. “While it has
become more focused, and gotten better at
delivering what it does deliver, some customers
believe becoming smaller isn’t a good thing. It
also hasn't been making its numbers.”
The way out of this, he believes, is, “to
develop its software in a stronger way and
become the dominant player in softwaredefined infrastructure.”

Part of the DNA

The channel will continue to play a key part
of HPE’s go-to-market, says Erasmus. “Going
forward, partners will play a more strategic
role, and there will be greater opportunities
that go beyond the traditional solutions we
provide.”
The disposal of HPE’s enterprise services
business is an indication of its commitment
to future reliance on the channel. “It provides
us with new opportunities for closer working
relationships with the systems integrators,
because in the past, we were competing with
them, which caused conflict in the ecosystem,”
Erasmus says.
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The disposal of HPE’s
enterprise services
business is an indication of
its commitment to future
reliance on the channel.
“We've also structured the organisation so
that our sales people are ambassadors, selling
and engaging with our partners and resellers
into the customer base. We're also expanding
and partnering with new partners, such as
General Electric Digital.”
The role of distributors will also be
enhanced. “If you look at the distribution
landscape, it provides more opportunity for
them as we’ll involve them in the new partner
engagements. Distributors still have their
defined role, but there will also be opportunity
for them to expand," says Erasmus.

Reintroducing the ‘invent’

The enhanced role of distributors is something
that’s also central to HP Inc.’s go-to-market
strategy. As a devices company, HP Inc. is
in a competitive volume-based business. To
differentiate itself, it has focused on increasing
and improving products and innovation,
creating efficiencies, and an enhanced reliance
on distribution and the channel.
“The split (from HPE) has freed up more
research and development money, which
means HP Inc. is bringing more products,
more often,” says Elmari Keyser, end-user
computing specialist, Datacentrix. The
company is also innovating in go-to-market
offerings, such as its Device as a Service
proposition, she adds.
“They’re putting the ‘invent’ back into their
ethos,” adds Axiz’ Reeves.
As with its former stablemate, HP Inc. has
made a significant acquisition to solidify its
portfolio, buying Samsung’s printer arm in
2016 for just over $1 billion.
Following the separation, HP Inc.
underwent a restructuring to create
efficiencies. At a local level, HP Inc. has
expanded the territory from South Africa to
cover southern Africa, and the MD’s remit has
also been expanded to cover Africa, but the
headcount hasn’t grown. “The same people
are doing much more,” says Reeves.

analysis

is now paramount, as are capability and
understanding of the HP systems and
workings. The account manager relationships
don't exist in the way they used to, and
partners hopefully become more self-reliant
and independent.”
The opposite side of that is the disruption
experienced by partners during the change
management process. Some channel partners
The Margin spoke to felt that there was a
lack of communication around this shift in
approach, and they were being left to find
their own way, relying more heavily on
distributors than on HP Inc. itself.
Surjooden was honest in his response: “It
can be initially tough to work with, as there
are fewer people on the ground, but in many
ways, it’s more empowering for the partners
and distributors.”

Where to next?

HP’s separation and Dell’s acquisitive
growth have certainly kept a lot of people
on their toes. It should be remembered both
companies were at different stages and in
different spaces, and had different reasons
for choosing their paths. Teething problems
during the various changeovers were
inevitable, and included issues with partner
portals, quoting systems and logistics
through to confusion among partners based
on a lack of communications and slow
executive appointments.
Dell has historically had a strong
salesforce on the ground locally, and
the change in direct versus indirect
revenues will need to be balanced
carefully. By selling directly, Dell
has been more profitable by not
having to give away margin to
channel partners. Now with a wider
ecosystem offering, Dell EMC will
need to avoid following the path that led
HP to the point it reached in 2014, where it
needed to split due to a lack of focus on core
specialisations.
Dell EMC, HPE and HP Inc. are all looking
at growth strategies and the channel is
an important part of that focus. Each is
looking to grow its reliance on the channel,
and opportunities exist for distributors and
partners to take on more responsibility. And
what of the future? O’Donnell concludes: “It
would be premature to declare either path
a success just yet. None of the companies
is going anywhere, they’re big powerful
players in this market. We may see declines,
but don't count anyone out just yet.”

“It would be premature to
declare either path a success
just yet.”
Glenn O’Donnell, Forrester
Says HP Inc.’s local channel manager
Yesh Surjoodeen: “We believe we're as lean
as we need to be, and not too thin, but we're
never going to be heavy on the side of HP
resources. Every day we're challenging our
partners to get more to our customers.”
There’s now a flatter, less complicated
structure in place at HP Inc., Surjoodeen
says. This is complemented by a digitised,
omnichannel sales experience including
apps and the use of modern collaboration
platforms, he adds.
“We intended to use the split to make
us more efficient, more capable and less
reliant on big brother. That's the same habits
we want the channel to have. Certification
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Stock
watch

VC800 Room System
Category: 	Video conferencing
Brand:

Yealink

RRP:

Price on request

Distributor(s):

SkyGroup Communications, 011 463 0013

Date of availability: Available now

Specifications

Supports H.265/HEVC
Opus and HD voice, backed by Harman Kardon speaker
Built-in MCU, supports 24-site HD video conferencing and can be
split into two virtual meeting rooms

USPs

	Users can deploy the CP960 conference phone alongside the system
or simply use its two DECT-based wireless expansion microphones.
The Yealink VC800 can easily connect a television area or conference
table through a standard RJ45 network cable and through its
support of H.265/HEVC.
Can help businesses save up to 50% of their bandwidth costs.
Fully integrated with the Yealink Meeting Server.
Also supports third party video conferencing room systems and
integrates with all leading cloud platforms.

CSE800
Category: 	Video conferencing
Brand:

Barco Clickshare

RRP:

Price on request

Distributor(s):

SkyGroup Communications, 011 463 0013

Date of availability: Available now

Specifications

Built-in moderation functionality
Opus and HD voice, backed by Harman Kardon speaker

USPs

Simultaneous sharing of content by up to eight users.
Automatic and manual moderation, whiteboarding and annotation.
Supports connectivity options such as AirPlay and Google Cast.
Support for non-HDCP content.
Two HDMI inputs and outputs for direct connection with legacy
equipment and easy integration with conferencing systems.
Enables the user to run two 4K UHD displays through a single base
unit.
Manage the rapid switching of screens, which usually makes the
content difficult for users to follow, by manually selecting which
content appears onscreen.
Three levels of security.
Easy to install and deploy.
Supports one click collaboration from anywhere.
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AER2100 series router
Category:

Networking

Brand:

Cradlepoint

RRP:

Available on request

Distributor:	VOD Communications, 012 643 1550
Date of availability: Available now

Specifications

Integrated 4G LTE or 4G LTE Advanced (one modem included; dualmodem option)
10/100/1000 Ethernet ports (cable/DSL/T1/satellite/Metro
Ethernet)
WiFi (as WAN; Metro WiFi) 3×3 MIMO 2.4 GHz or 5 GHz (802.11
a/b/g/n/ac)
Serial console support with USB-to-serial adapter
Memory: 256 MB DRAM; 16 MB SPI Flash; 256 MB NAND Flash

CSE200
Category: 	Video conferencing
Brand:

Barco Clickshare

RRP:

Price on request

Distributor(s):

SkyGroup Communications, 011 463 0013

Date of availability: Available now

Specifications

Size: 260 × 214 × 45 mm
Stateful throughput: 940 Mbps

USPs

The first in a new generation of cloud-managed 4G networking
solutions that helps enterprises increase bandwidth and achieve
four-nines reliability in a secure, flexible, and open-architecture
platform.
As a cloud-managed solution, the Cradlepoint AER is designed for
the distributed enterprise to intelligently manage wired and 4G
wireless connectivity for a more reliable connected experience at
‘the Edge’.

AirPlay connectivity

Supports LTE Advanced, with SIM-based auto-carrier selection

HDMI output
ClickShare security features

Optimised for WAN diversity with integrated wired and wireless 4G
WAN (including private network support).

Login management

Dual-band concurrent 802.11ac high performance WiFi.

USPs

Share content directly from a laptop or mobile device, while
simultaneously connecting guests to a conversation.

Cloud-managed for zero-touch configuration at deployment.
Advanced routing and best-in-class, cloud-based security options.
Extensible and easily integrated best-in-class, enterprise
applications via an Open API.

	Users can connect to a conference call and share right away, with a
simple click-button, without the need for any training.
By simply plugging in the USB ClickShare button device into either
a PC or Mac, content can be shared from a laptop directly onto a
meeting room screen. Users wanting to run the solution from a
mobile or tablet, can do so through the ClickShare App.
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In this issue’s comparative review we test
five All-in-One desktop PCs
by André Schild
Photography Assorted

W

hat’s the bare minimum a user
wants from a desktop PC? A
screen and input devices like the
keyboard and mouse. The days of a clunky
black metal box hogging space on the desk, or
taking up valuable foot room, and catching the
occasional errant kick from an unintentional
swinging foot could soon be a thing of the
past, thanks to the All-in-One (AIO) PC form
factor.
The AIO aims to deliver the full computing
package in sleek and elegant design without
the traditional cable-clutter – as a standard,
these devices are bundled with a wireless
keyboard and mouse. All of the internal
processing hardware is mostly located behind
the screen with additional components such
as a webcam and speakers usually found
above and below the display.
The inherent downside to all of this tight
integration, as with laptops, is that upgrading
or customising internal components is more of
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a challenge since access to the inside usually
isn’t as convenient as with conventional
desktop systems. Some manufacturers have
tried to anticipate this by adding easy access
to some of the internal components.
For this comparative review, we put five
AIO PCs through their paces to find out which

The AIO PCs of five major brands were
put through their paces. As a minimum,
each PC had at least a 23-inch screen. To
give each brand some technical freedom,
and see what they’re ultimately capable
of without restrictions, no maximum
retail price was set. That said, we aimed
at configurations that offer both a good
balance between the hardware they offer
and their price.
Per brand, one specific configuration
was put to the test, but models with
varying specifications and pricing are
also available. Areas of variance include
more (or less) storage space and RAM,
better (touch) screens or a slightly more
advanced CPU or GPU. Although each
of the tested AIO PCs has a minimum
diagonal screen measurement of 23-inch,
smaller (21-inch) and larger versions (27inch) are optional in most cases.
Before commencing the test-run,
all AIO PCs were given a simultaneous
once-off update opportunity of both the
pre-installed operating system, as well
as all the other brand specific software
and drivers. After that, all settings were
left to their original values as defined by
the manufacturer to rule out any form of
optimisation.
The overall score was calculated by
carefully weighing and evaluating a set
of relevant aspects with the help of
industry-standard benchmarks, dedicated
measuring equipment and straightforward
practical, hands-on experience. Screen
quality was determined by aspects
such as resolution, brightness,
contrast and viewing angles
while performance reflects
how fast certain tasks could be
dealt with. The hardware aspect
was quantified by the technical
specifications for all components
combined. Build quality was
rated by the level of sturdiness
of both the main casing, as well
as the included accessories.
Versatility was mainly
determined by all of the connectivity
options. The ergonomics factor was
determined by how comfortable
and efficient the AIOs, and included
accessories, were.

The AIO aims to deliver the
full computing package in
sleek and elegant design
without the traditional
cable-clutter.
one is the best hybrid device for serious
business tasks, as well as more familyoriented activities like casual gaming and the
consumption of video, music and photos. As a
result, each machine has been evaluated and
rated with an equal weighting to business and
leisure use.

comparative

review
Acer Aspire U27

Acer’s brand new AIO PC features a touch screen with support for
10-finger input and is equipped with an additional infrared camera
to support Windows Hello facial recognition technology. Its design is
extremely thin with barely a bulge to indicate any components inside.
The LiquidLoop fanless cooling system facilitates quiet operation and
efficient cooling by using liquid evaporation and condensation for the
transport and dispersion of heat. Sound quality leaves some room for
improvement, despite the Dolby certified built-in subwoofer. It also lacks
front-driving speakers, so the sound isn’t as crisp and clear as expected.
The Aspire U27 features an HDMI input and output connector so the
screen can also be used for non-PC purposes, like connecting it to a
game console or second screen.
A smart leather cable management holder keeps the workspace neat
and clutter-free, while a screen that tilts from -5 to 25 degrees allows for
easy adjusting of viewing angles for maximum comfort when browsing,
watching movies, and taking video calls. Screen quality is quite good, but
the 1920 x 1080 resolution on a 27-inch diagonal results in a relatively
low 82 pixel per inch count. As a result, you can see the individual pixels
from a normal sitting distance, which can become be quite distracting.

1
Starting RRP:
Distributor: 

R19 999
Tarsus

Additional information:www.acer.co.za
Display:
Processor:

27-inch, 1920 x 1080
Intel Core i5-7400T (2.4 GHz)

Memory:

8 GB (max 32GB)

Storage:

1 TB HDD

Graphics:
Connectivity:


Nvidia GeForce 930MX (4 GB)
WiFi, Bluetooth, USB, audio in/out, card
reader, Gigabit Ethernet, HDMI in/out

Apple’s latest 27-inch iMac is an incremental upgrade
when directly compared to the 2015 model. This
2017 iteration features an even brighter, extremely
high-resolution (Retina) screen and more advanced
internal hardware than its predecessor. Although
the aluminium design remains unchanged, it
looks incredibly sleek and almost timeless. Small
annoyances, like the inability to adjust the display
height and slightly difficult access to the ports
in the back, remain in this new model. The hinge
mechanism, though, works like a charm.
This tested iMac houses a 1 TB Fusion drive, which
combines both solid state storage (SSD) for the
operating system and the more traditional hard disk
for user files and additional applications. For the high
price, we really would have hoped Apple fitted this
iMac with a complete, and much faster SSD solution.
The internal memory is easily upgradeable by
opening a small cover on the back and simply clicking
the memory modules inside.
With this 2017 iMac, Apple bundles the excellent,
compact and elegant Magic Keyboard which is
completely rechargeable. There’s no need to replace
batteries, it offers excellent key travel, feels extremely
solid and pairs with the AIO straight out of the box.
The included Magic Mouse 2 also comes standard with
this system and looks great, feels solid and sturdy, and
features a handy touch sensitive surface as well as a
built-in rechargeable battery.

Pros and cons
P ro s

Fanless cooling system

Slim design
Good build quality
Additional infrared
camera

B e s t f e at u r e s

Touch sensitive screen

Con s

Relative low screen
resolution
Unimpressive speaker
quality

Wor s t f e at u r e s

Build quality

8/10

Versatility

8/10

Screen quality

Ergonomics 8/10

6/10

Ov e rall

7.4

2
Apple iMac 27-inch (2017)
RRP:

R30 000

Distributor:

Core Group

Product page:www.apple.com/za/imac
Display:
Processor:

27-inch IPS LED (5120 x 2880)
Intel Core i5-7500 (3.4 GHz)

Memory:

8 GB (max 32 GB)

Storage:

1 TB Fusion drive (SSD + HDD)

Graphics:
Connectivity:



AMD Radeon Pro 570 (4 GB)
WiFi, Bluetooth, USB,
audio in/out, card reader,
Gigabit Ethernet, Thunderbolt

B e s t f e at u r e s
Build quality

9/10

Screen quality9/10
Ergonomics9/10

Pros and cons
P ro s

Beautiful, solid design
Jaw-dropping screen
Hinge mechanism
High-quality keyboard
and mouse
Easily upgradable
memory

Con s

High price
Lacks full SSD

Wor s t f e at u r e s
Hardware

7.5/10

Ov e rall

8.4
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Dell Inspiron 5488
Pros and cons
P ro s

Great sound quality
Touch sensitive screen
Good screen brightness,
contrast and viewing
angle
Easy to set up
Ubuntu as alternative
operating system

Con s

3

System build quality
Keyboard and mouse
build quality

Indicative Retail Price:
Distributors:


R19 990
Axiz, Drive Control Corporation,
Pinnacle, Tarsus

Additional information :www.dell.co.za
Display:

23.8-inch IPS LED (1920 x 1080)

Processor:

Intel Core i5-7400T (2.4 GHz)

Memory:

8 GB (max 16 GB)

Storage:

TB HDD

Graphics:

Nvidia GeForce 930MX (4 GB)

Connectivity:


B e s t f e at u r e s
Hardware

8/10

Versatility

8/10

WiFi, Bluetooth, USB, audio in/out, card
reader, Gigabit Ethernet, HDMI in/out

Wor s t f e at u r e
Build quality

6.5/10

Ov e rall

7.3

Dell’s Inspiron 5488 AIO features a smaller touch-sensitive screen than the Acer Aspire U27 while showing off the exact same resolution of 1920 x 1080 (FullHD). As a result, pixel density is slightly higher at 93 ppi so at normal sitting distance individual pixels aren’t as visible. In terms of performance, it matches the
Acer while image quality is slightly better thanks to its high maximum brightness, contrast levels and comfortable viewing angles. Nonetheless, it pales when
compared to the 5K Retina screen of the iMac. Build quality is sufficient, but unable to seriously compete with the Acer or Apple models.
The Dell Inspiron 5488 is very easy to set up and ready to use once it’s out of the box. Sound quality is quite good, considerably better than that of the
Acer. If you’re not a big fan of Windows 10, Dell can also supply this machine with a pre-installed version of the Linux Ubuntu operating system. As with
all the other tested AIO PCs, this Dell houses a complete range of both physical and wireless connectivity options. The HDMI in and out connectors enable
the display to be connected to various other sources and display devices like game consoles and projectors. The design and build quality of the included
wireless keyboard and mouse aren’t as good as those of the Apple iMac, though.

HP ProOne 440 G3
Estimated retail price:
Distributor:


R12 000
Axiz, Drive Control Corporation,
Pinnnacle, Tarsus

Product page:goo.gl/of8j7f
Display:
Processor:

23.8-inch IPS LED (1920 x 1080)
Intel Core i5-7500T (2.7 GHz)

Memory:

8 GB (max 16 GB)

Storage:

1 TB HDD

Graphics:
Connectivity:


4

Intel HD Graphics 630
WiFi, Bluetooth, USB, audio in/out,
card reader, Gigabit Ethernet, HDMI out

Pros and cons
P ro s

Good speaker system
Stylish design
Easy to reach expansion
ports

Con s

Lacks dedicated video
card
No HDMI in
Keyboard and mouse
feel flimsy

This HP ProOne 440 G3 features a stylish design with
some great sounding Bang and Olufsen speakers right underneath
the adequate 23.8-inch Full-HD IPS LED screen. Although its CPU is on par
with the rest of the tested machines, the GPU lacks horsepower since it isn’t
a dedicated video card with its own video memory. As a result, this specific
configuration can’t smoothly render the latest 3D-games at high detail levels. A
faster Nvidia GeForce 930MX card with 2 GB of video memory is available at an
additional price, however.
The ProOne also lacks an HDMI in connector but can be hooked up to a
second screen using the HDMI out port. However, the HP AIO features easy to
reach expansion ports on the back for additional SSD storage and additional
wireless functionality. The included keyboard and mouse, unfortunately, have
a distinct plastic feel to them and don’t feel particularly solid.

B e s t f e at u r e s
Ergonomics
Versatility

7.5/10
7/10

Wor s t f e at u r e
Hardware

6/10

Ov e rall

6.7
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Lenovo V510z
RRP:

Pros and cons
P ro s

Product page:goo.gl/wFEC5k

Fast CPU and GPU
Borderless screen

Display:

HDMI in/out

Processor:

Relatively easy to
upgrade components
Adjustable tilt and
height
Infrared camera

5

R13 860

Distributor:Rectron
23-inch IPS LED (1920 x 1080)
Intel Core i7-7700T (2.9 GHz)

Memory:

8 GB (max 32 GB)

Storage:

1 TB HDD

Graphics:

Con s

Bulky design
Dull looking keyboard
and mouse

B e s t f e at u r e s

WiFi, Bluetooth, USB, audio in/out, card
reader, Gigabit Ethernet, HDMI in/out

Wor s t f e at u r e

9/10

Hardware
Performance

Nvidia Geforce 940MX (2 GB)

Connectivity:


Screen quality

8.5/10

6.5/10

Ov e rall

7.7

This Lenovo AIO is clearly designed more for office, retail or reception environments than the four other tested machines. Its design is bulkier than the other
AIO PCs but compensates that with the fastest CPU and GPU in this test. Unfortunately, it lacks an SSD drive so it couldn’t blow the competition away
completely. It features both an HDMI in and out port to connect it to a second screen or games console.
The V510z has a functional, borderless design that facilitates relatively easy replacement of some internal components. In addition, it offers a range of
screen stands featuring functional tilt and height adjustments, meaning you can easily adapt it to nearly every working style. Like the Acer, this machine
houses an additional infrared camera to support the Windows Hello facial recognition login functionality. Lenovo’s Bluetooth Lock technology locks this
AIO when you step away from it, which is a pretty smart idea. Build quality is quite good. While its screen is adequate, it won’t blow you away either. The
included keyboard and mouse are functional yet nothing fancy.

In conclusion

Having put all five AIO PCs through their paces, it won’t come as a complete surprise that Apple’s latest 27-inch iMac is by far the best
machine for both home and office use. It simply beats the competition hands down, but that comes at an incredibly steep price.
If budget is a consideration, or for those who aren’t particularly fond of the Apple operating system, the 23-inch Lenovo is the next
best choice because of its fast hardware, relatively easy upgrade options, adjustable tilt and height functionality and additional infrared
camera. It isn’t the best looker, though.
Acer’s Aspire U27 is also worth a mention. The fanless cooling system, slim design, good build quality, infrared camera and touch
sensitive screen make it a good alternative. Do keep in mind that the relatively low pixel per inch count and speaker quality might turn
into a deal breaker in the long run, however.
Product →
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Acer Aspire U27

Apple iMac

Dell Inspiron 5488

HP ProOne 440 G3

Lenovo V510z

Screen quality

6

9

7

6.5

6.5

Performance

7

8

7

6.5

8.5

Hardware

7.5

7.5

8

6

9

Build quality

8

9

6.5

6.5

8

Versatility

8

8

8

7

8

Ergonomics

8

9

7.5

7.5

6

Overall

7.4

8.4

7.3

6.7

7.7
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Jargon

Softwaredefined anything
buster

Storage, networking, datacentre, enterprise –
all these and more apparently can be SOFTWARE-DEFINED,
but what’s the meaning of the term?

by Matthew Burbidge
photography 123RF

W hat do e s th e t e rm act ually
m e an ? Software-defined means that
software – instead of hardware – delivers
the solution. In practice, this means that the
workload is ‘abstracted’ from the hardware
that underpins it, or, to put it another way,
there’s a layer between the data and the
physical infrastructure, allowing the IT
organisation to decide how data is handled.
With this, there’s also a degree of autonomy,
as defined actions can be triggered when
preconditions, or rules, are met. There are
plenty of areas where this has now become
the norm, including infrastructure (networks),
storage, and compute, among others. In days
gone by, a server was provisioned for a specific
task. There weren’t any of the virtualisation
functions we have today, let alone cloud.
This all means a company’s resources can be
deployed in a much more flexible way. And we
haven’t even started talking about containers.

W h e r e do e s i t f i t i n th e t ech
s tack ? So ubiquitous is the term, it’s
now become a hold-all: ‘software-defined
everything’. This encompasses networking,
storage and compute, to name a few.
W hy i s i t s u ch a P O P U L A R T E R M ?
It’s become so wildly popular because it brings
significant cost and time savings, as well
increased visibility and better management.
In software-defined wide area networking,
for instance, it means that tunnels to branch
offices can be configured in a couple of
minutes and there’ll be a dashboard to
monitor performance.
I s th e t e rm g e tt i n g ab u s e d ? The
term 'software-defined networking' (SDN) was
coined at Stanford University in 2005, as part
of its OpenFlow project. Martin Casado used
the term in a thesis, but has since been quoted
as saying he’s not sure how it’s being deployed
at the moment.
"Now it’s just being used as a general term
for networking, like all networking is SDN,"

Casado told Enterprise Networking Planet.
"SDN is now just an umbrella term for cool
stuff in networking."
Casado's company Nicira was acquired by
VMware for $1.26 billion in 2012, after which
the term ‘software-defined datacentre’ has
become more prevalent. Here, the datacentre
is controlled by software, as opposed to
datacentres in which the infrastructure is
defined by hardware.
W H O P L AYS I N T H IS S PAC E ? It’s a
crowded market, and there are softwaredefined offerings across networking,
storage, and datacentres. Other vendors
that play in the space include Riverbed, Cisco
(networking), Hitatchi Data Systems, NetApp
(storage), VMware, SUSE, EMC (datacentre)…
in fact, the list is exhaustive. Chances are
that if they’re a vendor in the infrastructure
space, they’ve likely got a software-defined
something play.
As the technology evolves, VMware
has now coined the term ‘cross-cloud
architecture’ to describe how their customers
can use their applications and infrastructure
across a number of cloud environments.
C an w e mak e mon e y from
i t ? Fortunes have already been made,
particularly around modernising the
datacentre, as more companies adopt
a hybrid cloud and software-defined
datacentre model.
In many ways, new companies have an
advantage over older ones: they can begin
using their datacentre in operations much
quicker. Older companies, by contrast, have
more unwieldy systems that are resistant to
change. But change they must, if there’s any
hope of a company remaining competitive.
Q3 2017 |
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Block by block
There HAS been a flurry of modular
devices over the last few years, with
mixed success: will they ever catch on OR,
AT SOME POINT, will manufacturers cut
their losses?
by Lauren Rawlins
Photography 123RF / various

P

Cs and smartphones come standard with a lot of features most
users don’t ever utilise. Modular devices, which allow for different
elements to be easily removed, swapped, and upgraded, promise
to solve this problem.
Not every smartphone owner needs a 20 mega-pixel camera,
while others would find it indispensable. Not every PC owner needs
a disk drive anymore, while others still use DVDs in day-to-day
business. Modular devices allow customers to pick and choose a set-up
customised to their needs.
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The modular hardware is designed to have one main board, whether
it’s in a phone or a PC, which works with or without other components
and circuits.
Many of the large hardware manufacturers and tech companies
have taken a stab at creating a device that allows users to customise
their experience. It should be noted here that most of the mainstream
experiments are not completely modular, but merely have removable parts.
Not all of them have been successful. Many projects, such as
Razor’s Project Christine or Google’s Project Ara, have not made it
past concept stage.
Others have released a product that failed to gain mass appeal and
quickly back-tracked on their decision.
For example, last year LG’s flagship smartphone, the G5, had a
removable battery and a host of optional add-on accessories. At the
time, LG said if customers bought the extra fittings, they would fit future
models. This turned out not to be the case and the company made over
a $200 million loss on the phone. This year’s G6 features an aluminium
unibody with no place to add the mods.
On the other end of the scale, Lenovo – which now owns the Motorola
brand – launched the modular Moto Z smartphone last year, and earlier
this year announced an extensive list of new mods it says will work with

Acer
Revo Build

HP
Elite Slice

the Moto Z and future models. Lenovo reported relative success with
over one million units sold in the second half of 2016.
However, smartphones aren’t the only electronic devices getting the
modular treatment, Asus, Acer, HP and others all have released modular
PCs in recent years.

Enter the age of customisation

Acer’s operations and product manager for Africa, Michele Torrente,
says the mini PC segment of the desktop market has been one of the
few that has shown worldwide growth across all brands during the
overall decline of the desktop market. Modular PCs normally have a
mini PC as the base model, and Acer recently introduced a modular mini
PC called the Revo Build.
“I don’t believe this is a fad as consumers are looking for devices that
are flexible and cater to their ever-changing needs and the concept of a
modular PC is ideal for this type of lifestyle,” says Torrente.
She says the Revo Build, the first modular computer by Acer, has been
surprisingly successful and popular among earlier adopters.
The Revo Build base contains the CPU, memory, RAM and the
operating system. Storage, graphic cards, and other functions come in
the form of a block that is ‘built’ on top of the base.
John Geypen, HP’s area category manager of commercial for southern
and central Africa, says that the HP Elite Slice has had limited appeal in
South Africa since its February launch because it’s relatively niche, but
the company is on track to hit its sales targets this year. The Elite Slice
has a base model and separate expansion models that allow for different
client needs to be emphasised.
Geypen has confidence that the space will expand as technology
allows for solutions to become tidier and smaller.
The main benefit for customers interested in buying modular devices,
says Geypen, is that they only pay for what they need. “A lot of customers
don’t use optical drives any more, for example, and the audio module
works brilliantly for conferences, but if you’re not going to use it for that,
then there’s no need.”
He hopes manufacturers keep experimenting in this space. “Some
things don’t work and bomb while others are unexpected successes.”

“Consumers are looking for devices
that are flexible and cater to their
ever-changing needs and the
concept of a modular PC is ideal for
this type of lifestyle.”
Michele Torrente, Acer
The modular PCs and smartphones that have featured in the mainstream
market all require customers to buy into one particular ecosystem and
lock them in. Future mods will only ever fit that specific brand there's also
no guarantee that the brand will continue to make them or get popular
component manufacturers to create mods that will support the base model.

Group effort required

The technical process of making all components work with the base
model and each other is complicated. It requires extensive testing, which
pushes prices on the mods and the base model up. This means that the
units sometimes end up costing more than if a regular device was bought
– as was the case with the LG G5.
Ideally, customers would want to buy a mod, such as a projector,
sound system, or camera, with the knowledge that it would work with
whatever system or brand they choose to upgrade to in the future. This
would require collaboration between players in the PC market and other
component manufacturers to standardise how components fit into one
another and how systems work.
A lot of modular devices are touted as being for emerging markets and
the environmentally conscious because they're built to last longer than
traditional electronics. The separate parts can be upgraded one at a time,
which would lead to less money being spent and less e-waste.
However, only when manufacturers can guarantee that their modular
products will be around for more than a few years will this become a
viable reality. Time will tell.
Q3 2017 |
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Local
cloud

The cloud
gets ready
to rumble
Four major multinationals
announce plans to build
hyperscale cloud datacentres
in South Africa, dramatically
shaking up the local ICT channel.
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locally, he argues (Amazon added 1 200 new
features in just the past year), adding that
local services ‘start to look very provincial’ in
comparison with these global heavyweights.
Tullett says local IT players looking to
bolster and diversify existing revenues
through cloud computing have been ‘riding a
very large bow wave’.
“At some point, it was going to turn against
them,” he adds.

Speed is crucial

by Dave Glazier
photography 123RF

T

he introduction of local cloud computing
datacentres from global heavyweights
IBM, Microsoft, T-Systems and Amazon
will accelerate cloud adoption in South Africa
and spur greater levels of digitisation for
companies in every vertical.
With most of these local hyperscale cloud
operations expected to come on-stream later
in 2017 or in early-2018, Jon Tullett, IDC's
research manager for IT services for Africa,
says the local clouds offered by top-tier global
players will have a ‘profound’ impact on South
Africa’s channel, the IT sector and wider
economy.
These top-tier global cloud services are
markedly better than anything available

It’s time for local technology firms to leverage
the power of these global platforms, rather
than try to go toe-to-toe in competition with
them. Tullett believes the local winners will
be those that address uniquely South African
needs in areas like cloud orchestration, cloud
brokering, hosting, disaster recovery, backup,
and compliance with local legislation.
“The focus (for local players) will be to build
solutions and align them to business needs, to
leverage the power of the global platforms,”
says Tullett. “One has to be able to spot
opportunities, monetise them quickly and then
know when to drop them.”
Claude Schuck, regional manager for
Africa at Veeam, agrees that the rollout of
hyperscale datacentres will create massive
market opportunities for forward-looking IT
firms. In fact, he feels the impact will extend
further: “Announcements like that of Microsoft
could herald a new age of investment in
the continent – as other multinational
organisations are likely to follow suit with
their own datacentres.
“Connectivity concerns are taken care of
thanks to the datacentres being local,” Schuck
adds, "so instead of providing broad solutions,
local IT companies can specialise in niche value
propositions.”

Explosion of demand

But just how does the new wave of ‘local’
cloud services affect the structure of the local
channel?
Peter Reid, MD of Intervate (a key partner
of Microsoft in the local market for over
a decade), says there are three
important trends that are now
converging: “The introduction of
local hyperscale clouds, the maturity
and appetite in the local market for
cloud, and Microsoft’s restructuring
of channel relationships.”
Until now, Reid says, there existed
something of a dichotomy – where
Microsoft was pushing cloud
offerings, but didn’t have all the
capabilities at a local level to deal
with data sovereignty, legislation,
latency, cost and other issues.

“Connectivity concerns are
taken care of thanks to the
datacentres being local, so
instead of providing broad
solutions, local IT companies
can specialise in niche value
propositions.”
Claude Schuck, Veeam
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Mecer’s Xtreme Desktop Mini PC’s deliver exceptional value with uncompromising performance, security and
manageability. All the computing power you need in a stylish design barely noticeable on a desk or shelf.
Keep productivity high with powerful processors, graphics and memory. Mecer’s Xtreme Desktop Mini PC’s
supports Windows 10 Pro and/or other operating systems available. Mecer’s Xtreme Mini PC’s available in
three versatile form factors, pack the performance, features and reliability of a workstation into the price point of
a desktop PC ensuring low total cost of ownership.

Mecer recommends Windows Pro.

For more information, visit www.mecer.co.za

Local
cloud

Staying relevant in a
cloud world
Local technology firms need to ask
themselves some tough questions as
global competitors for cloud come to
town: What value am I adding? How
quickly will it be eroded? How can I
quickly innovate, capture value, and
move on to the next service?

Jon Tullett, IDC, believes that competing head-on with
AWS, Microsoft and other global heavyweights could
well end in tears. Speaking to The Margin, he offers
five potential strategies for local tech firms looking to
carve out their own niche:

Overall, he believes new cloud platforms
will spur greater demand for cloud services,
as more organisations look to benefit from
the business transformation that the cloud
enables.
Clifford de Wit, Microsoft South Africa’s DX
director and chief innovation officer, echoes
these sentiments – predicting the local cloud
market will explode over the coming years
and will redefine channel relationships. “There
are incredible opportunities for our partners,
especially those with strong IP, solutions,
consulting capabilities, and accelerators,” he
tells The Margin.
Adding that with local partners owning the
direct relationships with local clients, having
a local version of Microsoft’s global Azure
platform brings a number of advantages
over smaller, stand-alone clouds. Microsoft’s
globally-distributed database, Cosmos Azure,
for example, allows for data to be written and
made available in local servers anywhere in
the world.
De Wit says, ultimately, South African
clients will be able to pick and choose services
across the entire spectrum of on-premise,
customer-owned datacentres, hosted
datacentres and open public clouds. Local
partners need to adapt to these new value
chains and see opportunities to use cloud
services to solve clients’ business challenges.

Catalyst for international growth

Globally, T-Systems was one of the pioneers
of cloud computing, and its South African
head of IT Portfolio and Solution Sales, Mpumi
Nhlapo, says its local cloud will soon see a
proof-of-value programme with a number of
key clients. Known as Open Telekom Cloud, the
local commercial rollout will likely be in Q4 of
this year.

B rok e ra g e
Orchestrate and coordinate services from various
cloud platforms, giving clients a single point of
contact into their cloud environments. Where local
players can provide an edge is in accommodating
local cloud platforms and local services into these
offerings.

Nhlapo believes the cloud could be the
catalyst for international expansion for a
number of home-grown companies. “If we can
prove a service works in South Africa, we can
help clients grow internationally, stimulate
and support the ICT economy, and develop
new technical skills locally.”
He notes that T-Systems will be
invigorating and redefining its partner
approach, looking for partners that will
build new applications and solutions in its
cloud environment, ‘co-creating value’ with
T-Systems and with clients.
The German-based multinational expects
to leverage the cloud platforms of other
players, where it makes sense for clients to
do so, acting as an orchestrator and placing a
heavy emphasis on ensuring the overarching
management and security of clients’ data.
Henk Olivier, MD of Ozone IT, says the local
channel will benefit from the availability of
top-tier global cloud providers, as the market
benefits from greater awareness of cloud’s
advantages, and local partners enjoy more
options to provide customers with varied
cloud solutions.
“Until now, there have been challenges in
accessing international cloud services from
South Africa. At times, there are speed latency
issues, and concerns around the price tag
attached to exchange rate volatility,’ he says.
The coming years will certainly be a
boon for cloud computing, giving forwardthinking channel partners greater scope to
innovate with their clients and provide a
rich array of services.

M i g rat i on and mana g e m e nt
Many organisations (and particularly very large
enterprises) require complex and long-running
application consulting programmes to effectively
migrate hundreds, or thousands, of applications into
the cloud.
L ocal e x t e n s i on and
c u s tom i s at i on
Look to add locally-focused components to top-tier
global cloud environments. For instance, a financial
services software player could customise its
offering to consider tax, compliance, HR and other
laws for each country within the African continent.
Global players are unlikely to offer this kind of deep
specialisation in the near-future. In South Africa,
many sectors – such as mining, energy, public sector
and financial services – have some unique legal
requirements.
Sh i ft toward s o u tr i g ht
i nfra s tr u ct u r e ho s t i n g
For many local organisations, there will be a need
to maintain control and ownership over aspects of
their infrastructure, even if it’s deployed in a hosted
location. With longer cloud migration timelines
expected in the infrastructure space, outright
infrastructure hosting will remain a viable local
business for some time to come.
N e w opport u n i t i e s i n th e S M E
s e ctor
Cloud computing is certainly not the exclusive
domain of corporate giants. The opportunity for
local tech players is to onboard smaller, fast-growing
customers as quickly as they can (and before the
company starts using global Software as a Service
and cloud offerings).
Q3 2017 |
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Grandslam
by James Francis
photography 123RF

Apple
F o u nd e d : 1976
C EO : Tim Cook
M ark e t cap i tal i sat i on :
$800 billion

Alphabet
R e v e n u e : $214 billion
P rof i t mar g i n : 20%
M a i n i ncom e : iPhone

A ppl e mak e s a lot of mon e y – more than twice that
of Microsoft or Google. It also has more revenue streams than Google
or Facebook. The problem Apple faces is that at some point it will need
to change strategy and move beyond the iPhone, which still contributes
roughly half of its earnings. The fact that it dropped the ball with its
Macbook computers, to the point that Mac enthusiasts have taken a shine
to Microsoft’s Surface devices, is a worrying sign that Apple may be a bit
too narrowly focused on its top earner. Then again, can we blame it? The
margin on an iPhone is more than 35% – the margin on a new Samsung
Galaxy is 17%.
Apple has also has been building a strong services arm. iTunes, iCloud,
Apple Pay and a number of other businesses bring a combined $20
billion yearly to its coffers. But that’s a pittance compared to Apple’s
overall earnings.
Complacency combined with the pressure of being a leader may be
Apple’s biggest threat. As it struggles to rediscover the innovation culture
it had a few years ago, Apple is staying the course. There are glimmers of
hope: a revamped interface for the iPad may pump new energy into that
line, while Apple has also said it will address the grumblings of Macbook
and iMac fans.
Roughly eight percent of South African smartphones are from Apple and
it has several retail shops in metro areas. Unfortunately Apple’s premium
status and price does put it out of reach for most local consumers. With
rumours of the next iPhone possibly having a price tag above $1,000, the
brand will likely keep extending that gap. Then again, it would make up the
shortfall with the premium price, because Apple fans probably close their
eyes when they swipe their card for that purchase!

F o u nd e d : 1998
C EO : Larry Page
M ark e t cap i tal i sat i on :
$600 billion

R e v e n u e : $90 billion
P rof i t mar g i n : 21%
M a i n i ncom e : Advertising

It s e e m s j u s t l i k e y e s t e rday , but two years have
passed since Alphabet became the holding company of Google. This
separated Google from its experimental and development branches.
Alphabet takes care of these areas now, freeing Google to operate
more specifically as a business. Google also has a separate executive to
Alphabet, but beyond that it’s fair to say they are the same entity.
Google is a big business, but with a big problem. It draws almost all of
its revenue from a single source: its colossal ad network. Compounding
that, more than three quarters of it arrives through its own sites, such as
its search engine. That’s a very narrow feeding line. To combat this, Google
has been betting wide: fibre networks, internet balloons, self-driving cars,
healthcare and artificial intelligence (AI) are where much of its efforts have
been spent.
This may actually pay off very handsomely, especially when weighing
the potential of, say, AI delivered over Google’s vast network. Might you one
day reduce your utility bill by plugging your (possibly Android-powered)
smart home into Google and letting it run things? This is a very reasonable
scenario in the near future.
But Google is falling short in other areas. Despite having cloud business
services (Google Apps) on the market for longer, Microsoft’s Office365 had
no problem becoming the market leader. Google has a customer service
problem and it only seems to know how to do two things: innovate and sell
ad space. Lucrative, yes, but that’s punching well below its weight. Even
in South Africa the main focus appears to be on advertising. Perhaps the
huge gains by Microsoft and Amazon will stir Google out of its complacency.
AI and Android are great, but why isn’t Gmail home to the world’s largest
commercial business email service? That’s a question worth pondering...
Q3 2017 |
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Microsoft
F o u nd e d : 1975
C EO : Satya Nadella
M ark e t cap i tal i sat i on :
$500 billion

Amazon
R e v e n u e : $85 billion
P rof i t mar g i n : 21%
M a i n i ncom e : Cloud/Server

W hat a d i ff e r e nc e a f e w y e ar s mak e . It’s true
that changes at Microsoft were already underway when it switched
leadership in 2014. But only since then, boy have the tectonic shifts in
this company become evident. Microsoft’s Windows operating systems
are only the fourth-biggest contributors to its earnings, the first being its
cloud and server operations.
Microsoft has adopted a “Cloud first, Mobile first” vision, in the words
of its new CEO. The cloud portion is easy to see: Office365 has grown to
become the biggest cloud business service in the world, while its Azure
cloud platform has come out of seemingly nowhere to stake a significant
claim in the public cloud market. The mobile portion may seem like a failure,
since Microsoft’s phones flopped. But it has made sure its services work
very well on smart devices, and it has managed to seize the 2-in-1 business
laptop market with its Surface devices (although not yet in South Africa).
A changing Microsoft means uncertainty, mainly for the people working
inside it. The company is currently busy with a major restructuring, which
could see thousands laid off across the world. An extensive partner
network is doing much of the heavy lifting in delivering its services. In
a few years, we may have a much leaner but more powerful Microsoft,
detached from its operating system addiction and helping lead the cloud
future. Already Windows 10 is transforming from boxed software to a
continually-updated connected platform. Your next version of Windows
may even be free.
The company has long had a strong presence in South Africa, but the
above strategy is cementing that considerably. Partners are becoming key
elements in delivering Microsoft services, while the 2018 arrival of two
hyperscale datacentres is a clear sign South Africa and Africa are firmly
part of Microsoft’s cloud roadmap.
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F o u nd e d : 1994
C EO : Jeff Bezos
M ark e t cap i tal i sat i on :
$430 billion

R e v e n u e : $135 billion
P rof i t mar g i n : 2%
M a i n i ncom e : Retail

W ho wo u ld hav e tho u g ht a book s hop started
in an investment banker’s garage would turn out to not only be the
biggest challenger to the industrial hegemony, but also the godfather
of the cloud era? Amazon’s revenue is very healthy and spread over a
number of reliable businesses. It’s true much of Amazon’s revenue comes
through its retail channels, and that the retail business has a really thin
margin. That’s because Amazon pours most of what it makes back into
development.
Is this a good strategy? Just ask the AWS cloud business. Even though
it only brings in seven percent of Amazon’s revenue, AWS is responsible
for half of Amazon’s profits. That’s in part because Amazon has built a
really good computer network: once commercialised, this has enabled it
to take up to 80% of the public cloud market.
Taking that further, the heavy reinvestment allows Amazon to take
real gambles that can pay off well. That’s how it could develop the
Kindle e-reader and the Echo – Amazon’s dark horse intelligent speaker
that’s becoming a not-so-silent revolution. It’s also pioneering drone
delivery and robotic factories, and taking a swipe at Microsoft Office
and Google G-Suite by developing cloud-based productivity software.
But perhaps most significant: AWS is poised to become a cloud
operating platform that could be compared to the reach of Windows
and Android. That is huge.
Amazon’s main problem may be growth. In South Africa its presence is
negligible as an online retailer and just on the radar as far as cloud services
go, despite a Cape Town office. However, the company is currently working
on understanding the region’s demand, not only in South Africa, but
across the whole of the region. With the intention of building its own cloud
infrastructure in the continent.

Grandslam

And the other
contenders…
Samsung

Did you know Samsung is the world’s largest chip manufacturer, bigger than Intel? It’s
also a staple smart device brand across all earning levels, successfully a competitor to
both Apple’s high-end devices and the rising Chinese brands such as Huawei. Samsung
continues to make good amounts of money, drawing over $40 billion in Q4 of 2016.
That the company was able to weather the scandal of combusting batteries in its
flagship Note 7 phones speaks volumes of its current strength and brand appeal.
Samsung’s biggest challenge is that a lot of its success is tied to factors often outside
of its direct control. For example, its smart devices are wholly reliant on Google’s
Android ecosystem. Any attempt to move away from that, such as its own Tizen
operating system, has failed to take off. Bixby, the personal assistant on the Galaxy S8
to rival Google’s virtual assistant, is a frequent target for jokes. Samsung is mainly seen
as a supplier of devices, not a player in the overall services technology game played by
Apple, Microsoft and the other tech giants. If it can convince the market that it’s serious
about being a contender in that world, Samsung will have to demonstrate it’s more
than a maker of nice electronics.

IBM

Out of all the companies in this list, IBM is certainly considered the most senior. Yet
age is not always a good thing in business, especially when you occupy a market that’s
changing very rapidly. IBM certainly knows how to transform, having done so several
times since the mainframe days. At face value it has been doing exactly this again: it’s a
cloud player, with roughly the same market share in the public cloud market as Google
(around five percent). It also continues to provide cutting edge server systems and has
been a driving force in artificial intelligence.
Yet the numbers show a different story. Its revenues have been falling for twenty
consecutive quarters and it’s losing ground in virtually all its major markets. Analysts
have declared it as being in a growth stall since 2014. Despite serious acquisition and
development, such as the ground-breaking Watson cognitive computing platform, IBM
is absolutely in a rut. This suggests the problem is culture: IBM is not being invigorated
from the top to adjust to the new breed of technologies. There are already calls that
the current leadership should be fired and replaced by outsiders with new perspectives.

Intel

When you have to threaten one of your oldest partners with legal action that means
the status quo is shifting. Intel did just that when word surfaced Microsoft and ARM
are working on a version of Windows Server that runs on ARM chips. Intel took over
the computer world with its x86 chips, but it couldn’t replicate that success into chips
for mobile devices, or the growing Internet of Things market, where it battles ARM and
Qualcomm. The world is changing, but Intel is struggling to change along with it.
That doesn’t spell doom for the technology giant, but Intel does have its work cut
out. It replaced leaders in 2014 and has since made several other changes. There are
also various experimental projects, such as 3D sensors for drones and augmented
reality systems. It’s been lucky with Nvidia, the graphics chipset company Intel acquired
because Nvidia chips are not only popular with gamers, but also used extensively for
running artificial intelligence. However, Intel is in crisis mode, and aims to lay off around
11 000 of its global staff.

Cisco

There’s an interesting trend emerging especially if you’re a provider of the systems on
which companies are building platforms. Cisco, the leading brand in all things networks,
is feeling that pinch as it competes against a growing market of cheaper network
systems providers, particularly out of China. Until recently, it has seen falling sales for
six consecutive quarters and is already shedding thousands of jobs.
Cisco may be a victim of over-specialisation and a lack of focus on software
services. But signs of the turnaround are already there having posted a year-onyear increase at the end of 2016, fuelled by double-digit growth in security and
services. Perhaps other ailing giants can take note that Cisco also took on a new
CEO in that window. Several years ago analysts earmarked it as one of the potential
losers of the cloud transition. It appears Cisco got that memo. But it’s too soon to
say if Cisco will return to its former greatness.
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The future of
your sales force

Kirill Makarov, 123rfcom

With online and automated fulfilment processes
becoming more common, are sales reps in the
channel going the same way of the door-to-door
encyclopaedia salesman?
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nline sales platforms have made
procurement and order fulfilment
infinitely faster, simpler and cheaper for
consumers and B2B customers alike. What does
this mean for resellers and their sales teams?
Distributors and channel partners have
been evolving their models since the arrival
of the cloud, so the move to automated sales
and self-service comes as no real shock. Cloud
solutions drove box-droppers to become
service and solutions providers, and selfservice online ordering systems are turning
sales reps into consultants. For those able
to adapt, this is good news. For those locked
in the traditional box-dropping and targets
approach, it’s not.
Across the world, traditional sales forces
are being cut. Microsoft recently confirmed
internal restructuring of its sales team, with
media reports claiming the company would
shed between 3 000 to 5 000 jobs. The sales
job cuts aren’t just in ICT, though: US-based
mobile advertising firm AdColony recently
laid off around 100 employees in favour of
automated ad sales; cereal maker Kellogg’s
is reported to be cutting thousands of jobs
– including 1 500 sales reps; pharmaceutical
houses such as Eli Lilly and AstraZeneca are
terminating scores of sales positions in some
countries; and retailers around the world are
looking to online sales, mobile apps and selfservice kiosks to reduce the salary burden of
shop assistants and sales people.
In contrast, the CareerJunction Index,
monitoring supply and demand in the online
labour market in South Africa, reports that
while hiring efforts slowed 20% year on year
in the ICT sector, sales reps and consultants
are currently among the most wanted
skills in the country. The report says: “Job
advertising for sales representatives and
sales consultants peaked in June 2017. During
the first half of 2017, demand strengthened
by over 70%. The job market remains
competitive for this sector. Salary offerings
increased significantly over the last year
for travel agents (18% – 23%), telesales and
telemarketing consultants (18% – 48%) and
sales managers (up to 28%) and decreased
significantly for account managers ( -40%).”

Win or lose depends on the sector

For FMCG and simple items, consumers are
flocking online to cut middlemen out of the
sales process. But in complex B2B and IT
arenas, sales won’t die, it will just change

shape, says Simon Campbell-Young, CEO,
Intact Software Distribution. “From a product
distribution perspective, self-fulfilment is
certainly the next big thing,” he says. “Entire
business models will move online, so channel
resellers will buy online. Our organisation
is moving online at the moment, with plans
to roll out ordering platforms across all our
African markets. Online sales platforms give
our resellers their own logons where they
can manage their orders, view credit limits
and so on, and they have the convenience of
ordering out of office hours. For us, it gives
more reach and quicker access to business, so
it’s essentially driving this part of the business
away from sales.”
But Campbell-Young says this isn’t all bad
news: “What it means is sales can now upskill
to drive new business. So they don’t need to
grind out routine orders all day; they can focus
on new products and drive new business.”
Rather than driving sales reps out of a job,
new solutions can actually help them become
more effective: for example, advanced CRM
tools and mobile stock management systems
help reps target prospective clients, close
deals and deliver more efficiently.

that need isn’t always easy. However,
Campbell-Young believes there will be a strong
demand for these high-level skills to represent
companies and close deals in the future.
“We think there’s significant potential for
high-level, skilled ‘guns for hire’ in the ICT
sector. Their skills are rare and expensive, so
most companies don’t have them on their
books. But there are latent skills for hire
across the continent,” he says.

Networks and knowledge still crucial

Fortinet, currently expanding across
Africa, believes local networks and market
knowledge is invaluable in the sales process
and has actively sought sales reps in its new
markets. “Understanding local conditions is
crucial, so our model is to hire ‘direct touch’
local staff to represent us,” says Paul Williams,
country manager: Southern Africa at Fortinet.
Pan-African markets are still renowned
for their dependence on ‘who you know’,
and companies expanding across the
continent can’t simply roll out online
ordering and expect sales to soar. They need
representatives who are knowledgeable
and connected to the right people to close
the deals. In some cases, this can
mean months of wining, dining and
demonstrations before a major deal
is concluded.
IT solutions aren’t like stationery,
where a one-click order will suffice,
Williams notes. IT solutions are
typically complex, they must meet
unique business requirements, and
Simon Campbell-Young, Intact Software Distribution
they must be configured to integrate
into the overall ecosystem. It takes
Sales gets sophisticated
an expert consultant to identify the need,
Changing procurement technologies and
recommend and demonstrate the appropriate
an increasingly tech-savvy customer base
solution, and illustrate its return on investment.
means sales representatives will need more
“The personal touch and technical skills
advanced skills, says Campbell-Young. He
are crucial when you’re selling something
sees growing demand for in-depth problemas complex as security. It’s not a thing you
solving ability and technology know-how
can sell ‘over the phone’,” says Williams.
from company representatives making sales
“Customers often don’t know what they need,
calls. “Sales is a skill not everyone has, and
or they want to make comparisons. You need
not everyone enjoys it. But as the industry
to build trust, develop documentation and
becomes more sophisticated, there’s a
design solutions that work for them. You need
requirement for more sophisticated people to
the sales skills to be able to identify the four
come into the sales role. Interestingly, when
sales role-players within the organisation –
technical people get their heads around it,
the ‘supporters’, ‘strategists’, ‘gatekeepers’ and
they make the best sales people in this new
‘assassins’ who can make or break the deal.
environment. When they talk passionately,
And you need the technical competency to
with knowledge and expertise, and they
become a trusted advisor.”
understand how the technology will meet
Harnessed correctly, online methods won’t
the customer’s requirements, they make a
kill off your sales force, but should be used
compelling sales case.”
to augment them in more complex solution
Finding skilled and experienced technical
sales. Just be sure you have the skilled sales
staff, who understand a customer’s business
force in place that can benefit from the
need and can identify technologies to address
complementary tools.

“When technical people get
their heads around it, they
make the best sales people in
this new environment.”
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Eco Bling: making
solar stylish
Systems such as the Tesla Powerwall are
bringing solar energy to homes with great
style and panache, but is it a trend for
South Africa?
by James Francis
photography 123RF
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n one of the funniest moments of The Simpsons, the family
patriarch Homer admonishes his daughter for building a perpetual
motion machine that keeps going faster.
| Q3 2017
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“Lisa, in this house, we obey the laws of thermodynamics!”
It’s a joke that works on many levels, not the least that if anyone could
develop a perpetual motion macine, they would become ridiculously
wealthy. In fact, they would change the world entirely. The global
appetite for energy is not just insatiable, but growing in leaps and
bounds. Even as new efficiencies carve away demand, these are being
replaced by new levels of consumption. For example, an electric car saves
a lot of fuel, but places extra pressure on electricity providers.
This has ignited a once-small solar industry, where prices have been
dropping hand over fist. In the last two years alone, over 300MW – solar
for roughly 60 000 homes – has been installed, according to estimates
from the SA Photovoltaic Industry Association (SAPVIA). But nothing
quite heralded solar’s time than when Elon Musk, innovation posterchild,
announced battery packs for homes called the Tesla Powerwall, then

“I know of several houses that have been sold
at prices above the expected market valueplus-solar system cost, apparently due to the
perceived additional value of the PV system.”
Nick Roche, Rubicon

Those two companies didn’t respond to interview requests, but
Rubicon was happy to give its views. Does the high price add any value to
homes? Roche says: "Beyond the actual financial return of such a battery
tied to photo voltaic (PV) over its life, it seems that there is perceived
additional value in the backup capability, green merit and lifestyle
contribution. I know of several houses that have been sold at prices
above the expected market value-plus-solar system cost, apparently due
to the perceived additional value of the PV system.”

Lighting Up Smartly
High-end solar is not the only green-minded power change a
homeowner can make. Smart lighting systems are also rising in
popularity, particularly as lighting companies invest heavily to
transform their business models from products to services. Philips
Lighting is a leading example of this, offering a number of smart
lighting systems that cover efficiency and mood.
One benefit of the lighting market is that many adopters aren’t
doing it piecemeal, says Reggie Nxumalo, GM of Philips Lighting
Southern Africa. “We have many instances where customers used
the opportunity to completely redesign their home lighting systems.
They aren’t just motivated by the economy of new lighting. There’s a
real interest in smart homes and future connectivity such as LiFi (a
wireless data system that uses light instead of radio waves).”
Asked if these installations are happening hand-in-hand with solar
adoption, Nxumalo declines to confirm an overall trend, but says there
are clear cases of overlap. The difference is that changing lighting is
far less expensive than adopting a comprehensive solar solution.

later roof tiles that double as solar panels. But as with all cutting-edge
consumer products, the price tag for these systems isn’t small.
In a country where sunshine is one of our most abundant resources,
but our economy is not exactly aligned with the the 'Eco Bling' of the Tesla
crowd, what does the picture look like for high-end residential solar?

Solar vs. the Joneses

The natural place to start is Tesla, represented locally by distributor
Rubicon. According to Nick Roche, technical director at Rubicon, around
150 Tesla Powerwall units have been sold and installed in the country.
That may seem low, but with kit prices starting at more than R116 000
it’s actually a significant amount. Still, that means only a select clientele
are able – or perhaps convinced – that spending so much is worth
their while.
Not all solar solutions would cost that much. In fact, comparing
alternatives on the market to the Powerwall is a case of apples and
oranges. The Powerwall, now in its second generation, uses lithium
ion batteries, which are considerably lighter than traditional lead acid
batteries. There are benefits and drawbacks to both, but the fairly new
status of lithium ion in the solar world is part of the higher cost.
The benefit the Powerwall has is its turnkey nature, when compared
to many other solar installations, it's relatively elegant and simple. But
that reflects in the cost. You could call the Powerwall an early pioneer
of ‘plug and play’ solar, a field slowly being filled by competitors such as
Mercedes and LG.

Solar’s challenges

Some argue that products such as the Powerwall may struggle in
the country due to the state of the market itself. According to Mikhail
Nikomarov, CEO, Bushveld Energy, South Africa lags behind countries
such as Australia: “To some degree, we still have comparably cheap
average electricity tariffs (if only pure exchange rate numbers are used),
but the structure of the tariff, where many residential consumers don't
have a time of use tariff or the difference between peak and off-peak is
minimal outside the winter months, makes it an impossible business case.
Thus, those that buy such products (as the Powerwall) do it for pleasure
or status and not because it’s viable economically.”
Another variable flagged by some commentators is that many
consumers still believe their solar investment could pay for itself by
selling power back to the grid, a practice called Embedded Power
Generation (EPG). Some municipalities, such as the City of Tshwane, have
announced plans to facilitate this. But this is a complicated issue and also
relates to whether people want to go off the grid. Nonetheless, those
who want to sell energy back are less likely to see batteries – still among
the most expensive components in solar – as an investment.
Solar is growing in South Africa, according to the South African
Photovoltaic Industry Association, though not as prolifically as when
Eskom’s rolling blackouts caused a panic around electricity availability.
“I don’t necessarily think PV installations are being held back. It has
been growing over the last number of years,” says Stephen Koopman,
R&D outcomes manager: Energy Centre at the CSIR. “But there are
factors delaying the growth of solar PV rooftops. For example, the
absence of a wiring code at low voltage levels for solar PV installation
can be one. Some municipalities have gone beyond this and put in some
mechanisms to ensure safe installations.”
He adds that more EPG programmes could accelerate demand.
Standards are also improving: after a number of problems emerged
around the installation of solar geysers, the local PV industry has
been forced to mature considerably. In fact, for homeowners willing to
start small, solar is very reliable and economically feasible. At a large
commercial and industrial scale, including residential complexes, solar is
attracting attention.
From a channel point of view, the solar game is still wide open. Though
it's too early to declare that ‘Eco Bling’ may create a new industry of
PV-supplying Richemonts and Louis Vuittons, South Africa’s brush with
‘load shedding’ has pushed it over the first hump towards industry
maturity. As the economics of solar start to show themselves – a square
metre panel in South Africa can harvest 6kWh of energy a day – and
more EPG programmes, adoption will pick up. The SAPVIA says solar is a
rapidly growing market locally. Maybe one day there will be a Powerwall
at every Dainfern and Camps Bay address, complete with designer solar
tiles. But for now, let’s aim for a solar panel on every roof in Soweto.
Q3 2017 |
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Vasiliy Koval, 123rfcom

Going full
frontal

36

Digitalisation is the epitome of tech buzzwords, but how to
infuse digital into your own channel business? In the first of
this THREE-PART series focused on digitalisation, we look at
the different options for digitalising your front-end.

| Q3 2017

Digitalisation
under the spotlight

by Tamsin Oxford
photography 123RF
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ndustry and platform are shaking in the
wake of digital disruption and the channel
needs to unlock new ideas, methodologies
and revenue streams to survive. For the
smaller channel business, the challenges are
even more pressing as budgets are finite
and resources limited. Where should they
be concentrating their resources? Which
platforms are the best for budget spend?
And how should they enter the digital realm
without losing time, money and patience? It’s
essential that the smaller channel businesses
look to digital front-end solutions that allow
them to manage customers' spend and
insights in real-time.
Hans Zachar, MD, Technology Strategy,
Accenture, recommends that digital be used
to: improve interaction with customers on
digital channels for increased sales and
revenue on existing business channels,
improve internal processes through
automation, and introduce new business
models that have the potential to disrupt the
market in a fundamental way. A blend of all
three can potentially allow for the smaller
channel business to not only open up new
markets, but transform internal and external
processes without the heavy price tag.
“When done well, the return on investment
from digital front-ends dramatically
outperforms traditional and physical
channels,” he adds. “A well-executed digital
engagement model enjoys a zero-incremental
cost for reaching new customers coupled
with the potential exponential reach through
the network enabled by a good social media
presence.”
It’s essential to differentiate your
digital front-end from the noise. It allows
you to create a compelling offering while
transforming the customer experience
journey. Done well, a robust digital strategy
provides the opportunity to solve customer
issues and engage with users to build
community and loyalty.

Digital options

“One of the most scalable ways to reach
new and existing customers will always be
via a digital channel such as the web, mobile
applications or social media handles,” says

Dr Willie Oosthuysen, director, Africa ICT.
“It’s great if the customer interaction touch
point also allows for accepting orders and
payment online. There are systems today
delivered as a service, that can facilitate web
interaction, catalogues/product lists, secure
payment gateways and customer relationship
management, all-in-one.”
So the experts agree that a strong strategy
for the digital front-end is essential, and not
having any form of full frontal approach is
probably a very bad thing. But who gets what
and why? Should the reseller have a website
and social media? What about the systems
integrator? Are they to create Instagram
accounts and send pictures of women and
men at work?
“Resellers are brands so the same
marketing rules apply,” says Deseré Orrill, MD
of HoneyKome and CEO of the Ole! Media
Group. “At the very least they should have a

they say about you and your development
team. If you’re not driving conversation about
success in the industry, it never happened.”
Many smaller businesses underestimate the
value of a website. In fact, research by Clutch
found that 46% of those surveyed didn’t have
a website, that 23% have websites that aren’t
mobile-friendly and that ten percent still aren’t
sure if they need one. This compared with
research undertaken by BrightLocal, which
found that 40% of customers are more likely
to contact a business if they have a website
and 43% think it adds credibility. It’s a silver
bullet, so use it.

Where to begin?

“Channels such as the website, brochures,
contact forms or social media are the right
way forward, but the smaller company has
to ask where they should start,” says Mark
Carel, CEO, Xuviate. “It really depends on
where you have internal skills and
making a decision from there.”
It’s a relevant point. Considering
the amount of work that goes into
manning the digital front lines, the
small channel business has to pick
and choose with care. To reduce costs,
increase sales and deliver better
customer service, the business must
define what value they anticipate
before they implement it. Oosthuysen
believes that the questions the
channel should be asking are: How
much will the digital channel save us in
costs? How much incremental growth
do we expect to see through the
implementation of this initiative? Will it enable
us to reach new markets?
“Where agencies are resellers of large
multinational brands, re-using marketing
campaigns and leveraging the marketing
budgets of the franchise can work very well as
they can use the same tools and applications
to reach customers,” adds Oosthuysen. “In this
symbiotic relationship, the smaller business
can leverage resources more effectively.”
Every business in the channel, regardless
of type or industry focus, can benefit from a
robust digital front-end strategy. Digital may
mean a million different things to different
people, but regardless of how you interpret
it, if you don’t use it, you run the risk of losing
it. Today is a good day to avoid sliding down
the Kodak slope, so take the digital bull by its
proverbial horns and get to shaking things up.

“One of the most scalable
ways to reach new and
existing customers will
always be via a digital
channel such as the web,
mobile applications or social
media handles.”
Dr Willie Oosthuysen, Africa ICT
website as their shop window. If the reseller
is heavily consumer oriented, then social
media channels would be worthwhile – which
ones would depend on the type of business
the reseller is engaged in. Reselling airtime
wouldn’t see anyone use Instagram, but
Facebook would be ideal as it allows for a
two-way conversation between the reseller
and the customer.”
For the systems integrator, the approach
would have to be slightly different, but not
a million miles away. The tools that define
customer engagement and experience are as
relevant to the integrator as the reseller.
Kevin Hall, national sales manager, Elingo,
adds: “Websites always win. They are the
front-end of your business and the only other
difference is the word on the street, what
companies you’ve done work for and what
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8 tips for handling

project scope creep

It’s happened to most organisations – you’ve undertaken the long tender process, customer and vendor have agreed on a
detailed spec and now it’s time to begin fulfilling the contract, only for events to have overtaken you and the customer to
have come to the conclusion that certain areas of focus must change. How should you handle the inevitable project scope
creep that occurs due to this?
by RODNEY WEIDEMANN | VISUALS ZACK HOOSEN

Be clear on deliverables

Keep legal in the loop

It’s important to be very clear from the outset on what needs to be
delivered and the success criteria of the delivery. You should look to
develop a custom ‘Scope of Work’ (SOW) document that’s approved
by your internal legal department, then stick to the delivery of this
SOW. Legally, the two entities will be bound to deliver what’s in the
SOW and not move outside of this contract.

Ensure the relevant legal departments are involved from the start of
the SOW. When changes or amendments are done, these must also
go through legal, and the department must be involved wherever any
change affects the terms and conditions or deliverables of the
project.

Watch for early signs
Early signs of scope creep tend to depend on who the
project/programme sponsor is and to what level business users are
involved in the process, says Ian Jansen van Rensburg, senior
manager: Technical Pre-Sales at VMware Sub-Saharan Africa.
Another early indicator of possible scope creep in larger transformation programmes and projects, he adds, is the lack of consideration
of change management. Without buy-in from the consumers of the
end-state of the project/programme, there will always be resistance
and this resistance will be appeased by customisation of the solution.

38
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How to handle attrition
People resigning from companies or moving into different positions is
inevitable, and its therefore imperative for the project in its entirety
to be well documented. From the business drivers, initial engagement, project methodology, signed-off deliverables (or time sheets)
through to knowledge transfer and post go-live support, as long as
there’s a central and easily accessible repository of documentation,
the project shouldn’t suffer due to attrition.

toolkit

Keep costs and timeframes in line
To keep cost and timeframes in line, make use of a project manager and work
according to a strict project plan, ensure the correct resources are available and
deliver what’s needed in time. The best way to manage this is through strong
project management. The project managers need the support of the project
sponsors as well, but it all comes down to being able to manage the project
deliverables against the business expectations.

Billing for additional work
Once scope creep begins, costs will inevitably rise. When it comes
to determining the billing for this, the best would be to create a
new SOW, run it through legal, and bill extra according to this
new framework. Depending on whether the project is a fixed fee
engagement or a time and materials engagement, the process
may differ slightly. However, the underlying principles are the
same – a change request form needs to be signed by both parties
to agree on the extra costs and possible extended timelines. If it’s
a fixed fee engagement, a new deliverable would be created with
a new billing milestone associated to the deliverable. If it’s a time
and materials engagement, extra time sheets would need to be
signed for extra hours worked.

What if the
client pulls the
pin?

Manage changing areas of focus
When the client wants to change some areas of focus or increase the project’s
scope, this will be seen as an amendment to the original SOW that will directly
affect cost and deliverables of the project or tender, notes Saurabh Kumar,
CEO at In2IT Technologies. In some cases, a new scope of work will have to be
issued. While changes should be catered for in the project plan by use of some
contingency, it’s always necessary for a project change request process to be
in place for any change in deliverables. This process should be managed by the
project managers from both the customer and the delivery team, as they must
consider the project budget and timelines.

In some cases – depending on the
legality – there may be penalties for
cancelling, since it’s ultimately a
breach of contract. This again
depends on whether it’s a fixed fee
or a time and materials engagement.
As with fixed fee, you would
typically have a clause in the SOW
that would state what expenses
would be billed if the project is
cancelled. This would likely be done
on a sliding scale, depending on the
progress of the project. If it’s a time
and materials engagement, there are
typically no penalty clauses,
although the client would be
responsible for any expenses
incurred up to the point of cancelation. The legal recourse depends on
the strength of the clause in the
SOW, which would have to be
agreed upon by the legal teams of
both parties.
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Expanding networks

and relationships

Tarquin Rohlandt and Neil Whitehead, Liquid Telecom

Delivering the
infrastructure Africa
needs to thrive
demands insight,
infrastructure and
innovation.
The South African organisation
needs access to connectivity and
communications to grow and thrive,
especially in these tough economic
conditions. These tools allow for richer
productivity, improved exposure across
continent and country, and deliver a
significant return on investment. Today
everything is connected and those that
have access to infrastructure that’s
faster, better and more efficient are more
likely to harness the power of digital and
disruption and bolster their presence in
the market.
“Broadband internet services are
incredibly relevant to the business today
as they play a pivotal role in supporting
it in achieving its productivity targets,
growth and market expansion,” says

Tarquin Rohlandt, Product Specialist,
Broadband, Liquid Telecom. “To
enable the local market, we have
reduced our broadband pricing by
as much as 50%, a competitive price
point designed to ignite adoption and
customer satisfaction. We deliver a
true broadband experience at a very
aggressive price point.”
The Liquid Telecom network offers
clients exceptional connectivity across
its pan-African network, granting
seamless access to markets that were
previously only accessible through
third-party service providers. Thanks
to this network and capacity, clients
now receive complete end-to-end
solutions that deliver the connectivity
and infrastructure needed to capitalise
on digital. This is further boosted by the
network’s pricing structure, which will
not only remain extremely competitive
over the next few years, but will be
consistently enhanced by value-added
services.
In addition to a dynamic broadband
offering, Liquid has revealed its new
channel strategy. It’s a fresh new face
that’s been designed to completely
reignite the market. The clearly-defined
strategy and mission statement for this
programme have been structured to

help partners achieve better outcomes,
enhance opportunities and extend
propositions for industry verticals and
geographic regions.
“This programme allows us to fulfil
deals across South Africa, even in
the most outlying areas, and to ignite
growth from the outside in,” says Neil
Whitehead, General Manager, Channel,
Liquid Telecom. “Our platform is defined
by five characteristics – the Liquid
Telecom accredited sales agent, third
party agent, the reseller, the channel
partner and the distributor.”
There are numerous benefits attached
to the new Liquid Partner Programme,
not least of which being the ability to
grow business and fulfil gaps both
technically and geographically while
building a rich partner ecosystem. The
offering provides a clear understanding
of partners’ core business and supports
the channel in strategic goals and
development.
“We have three channel partner levels
– Platinum, Gold and Silver – and each
one is designed to support optimal
business partnerships and inspire
sales growth,” adds Whitehead. “The
strategy will encourage a shared vision
and purpose with a clearly defined
identity and a profound understanding
of the market. Our tiered structure
and accredited status are designed
to reward our partners for their
commitment to our company.”
One of the stand out features of
the Liquid Partner Programme is the
Liquid accredited sales agent. These
individuals are exclusive to the company
and will be appointed in regions and
territories where Liquid has capabilities,
but no sales people to facilitate
relationships and strategic growth. They
will be trained by Liquid Telecom and
will support clients and partners in the
outlying areas, empowered through
tools and insights that will allow them to
excel in their roles.
“We plan to develop an effective
channel strategy through identifying
and selecting optimal business partners
and rewarding relationships that will
empower our partners and support our
plans for growth well into the future,”
concludes Whitehead.

INDUSTRY

round

table

Not a
copycat
Despite the industry call to arms to digitise everything,
the print industry may not be pushed to the SIDE LINES as
quickly as the digital transformation gurus would have
us believe.
by Adam Oxford
PHOTOGRAPHY karolina komendera

P

rint firms have been living on borrowed
time, or at least you might think so
if you’d been reading anything in the
tech press for the last 20 years or more. The
paperless office was originally to have been
brought about by desktop PCs, then the
internet, then laptops, then smartphones, then
tablets and – most recently – the cloud.
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The decline and fall of a print and imaging
business – Kodak – is taught as economics 101
to demonstrate the madness of not embracing
our all-digital future. Paper and printing is the
past, cling to it at your peril.
And yet printing is still with us, and some
studies are periodically wheeled out to show
that we’re printing more now than ever. But,
there’s a growing realisation that the future is
a bit more complicated than even that. What
we’re slowly learning, as the IT industry as a
whole matures, is that tech is as affected by
changing trends as anything else. Just as Sony

J e r e my
P ath e r ,

Nashua
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Printing is
the gateway
to a broader
digitisation
strategy

D

David Rozzio, MD for South Africa and Africa, HP

espite the name, digitisation is not something that’s going to lead to a
paperless society, at least not any time soon. What digitisation is doing,
however, is driving companies away from the concept of multiple small
desktop printers to fewer, larger machines in a designated printing room.
In this way, the cost of services is minimised, maintenance is made easier
and there’s more control over who’s printing what.

David Rozzio, MD for South Africa and
Africa at HP Inc, says that added to this new
approach to printing is the increasing need
for security.
“Your printer today has a hard drive
and is connected to the internet, which
makes it another endpoint that needs to
be secured, just as a PC would need to be.
HP Inc, of course, is both a printer and a PC
business, which means we’re able to secure
our printers in the same way we would
our PCs, which provides peace of mind to
customers,” he says.
Digitisation, he explains, isn’t only a key
aspect of HP Inc’s core business, which
focuses on its existing portfolio of products,
such as the latest laser printers, it will also
play a role in what the company refers to as
its growth business, which incorporates the
copier market.
“This is an area that hasn’t witnessed
much innovation for quite some time, and the

HP South Africa
12 Autumn Street
Sandton, Rivonia, 2198
South Africa
www8.hp.com/za/en/contact-hp/contact.html

digitalisation of business is going to change
this. In addition, our growth business includes
a range of new products that integrate all of
HP’s offerings related to security, the cloud
and the Internet of Things (IoT). We’re also
looking at digital printing, which enables
personalisation and customisation, for the
manufacturing industry.
“We also have what we refer to as our
future business, which focuses on taking
the next step in printing, and here we see
this next step as being 3D printing. There’s
little doubt this is going to be a technology
that will be disruptive to the manufacturing
space, and HP plans to lead with its latest
3D technologies and ultimately open a
platform for 3D printing. Such a platform
will enable other players in this space –
including software developers and additive
producers – to work with our solutions to
deliver the right speed, right quality and
right cost to end customers.”

Rozzio adds that from an African
perspective, 3D printing may offer the
continent a similar opportunity for
technological leapfrogging as cellular
telephony did a decade ago and potentially
making Africa the 3D printing hub for the
world. Moreover, he suggests that because
3D printing requires particular skills sets,
it offers us the chance to train people up in
these as a way of reducing unemployment.
“Whatever form of printing we’re talking
about, this is something that sits at the
very centre of digitisation. Printing is the
gateway to the organisation’s broader
digitisation strategy, and by digitising
printing and the processes around this,
the company can take the first step on its
digitalisation journey.”
“HP Inc’s managed print services
partners can not only assist companies
with putting in place the right models,
processes and policies, they can also
provide the attendant maintenance and
servicing requirements, within a flexible
contract. And success here begins with
having the right device, with the right
levels of security and connectivity in place
– so in effect, your digitalisation strategy
should start with HP Inc,” he concludes.

R i chard
Sta i nforth ,

HP Inc
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Printer on
lockdown
For the most part, printers are a key part
of an office network and the journey to
full managed print services began with
workgroup printers many years ago. As
recent malware attacks have proven,
however, cyber criminals are becoming more
adept at attacking non-PC devices, raising
security concerns for the print business that
haven’t been front of mind until recently.
“Traditionally, IT departments have been
very concerned about laptops and computers,
but they assumed the printer was safe,” says
HP Inc.’s OPS category manager for South
Africa, Richard Stainforth. “The responsibility
is on us to ensure that the security is there
at the hardware level, so that you can
automatically shut down devices behaving
unusually, for example.”
“We’re winning a lot of business based on
security,” says Canon's Jimmy de Waal. “It’s the
number one topic in IT worldwide.”

“Customers want
flexibility. There
are more and more
requests coming from
customers, but we
need to push them and
educate.”
David Rozzio, HP

is producing vinyl records and Kodak is back
in the film business, so ebooks are reportedly
falling out of favour with young buyers who
prefer the printed product.

What goes around

“We need to start thinking in cycles,” says Ricoh
SA’s director for direct channel operations,
Robert Janssen. “Print isn’t dying, because
there’s a social aspect to it. Just as in Europe,
banks are opening physical branches and in
the US, Amazon has bricks and mortar shops,
we’re seeing people interested in really oldfashioned technology like duplicators again.”

N ancy
Meyer,
Kyocera Document
Solutions
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Beyond paper
When low-cost, desktop 3D printers began
to appear in the market, it was assumed that
companies involved in traditional printing
would see them as an opportunity to recover
some growth and quickly build out new
product lines. That hasn’t happened, and even
HP Inc.– which does have some high-end
industrial 3D printers – doesn’t see much
crossover in the usecases..
“Blended reality, where physical and
digital exist together, is where the printing
world is going for office use,” says HP Inc.’s
David Rozzio. “However, 3D printing isn’t the
same world. It’s a manufacturing process.”
“We’ve looked at 3D printing,” adds Itec’s
Gavin Meyer, "but it's not in the same space.
The word is the only similarity, it’s just not
somewhere that we see ourselves in the
future.”
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What’s interesting about print, Janssen
says, is that trends aren’t as globalised as in
other industries.
“In different countries, there are different
drivers. In the Netherlands, no one wants
colour printers anymore, everyone wants
black and white,” he notes. “It’s bizarre, I
don’t know who’s in front or behind in the
cycles anymore.”
Conversely, in South Africa, the falling price
of colour laser printers is still a key driving
force in the market. It’s not the only one,
though, and as new technologies and prices
appear, they drive new trends.

“What we’ve seen is a shift in the way
people use printers,” says Frans Smit, head
of sales, Rectron. “Where you used to have
a small A4 machine on your desk, you now
have an Office Automation (OA) machine
doing three times what that one does, it
looks better and is the same size. So we’re
seeing the move into OA as it becomes more
affordable.”
More so than many other areas of IT,
however, vendors around the table seem
confident in their ability to differentiate
against each other and, as a result, a variety
of sometimes conflicting themes come up.

DIGITISE YOUR
MANUAL FORMS
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A dve rto r i a l

Evolution of
technology as
the total office
provider
Jeremy Pather,
products marketing
manager at Nashua

Print’s not dead – it’s now a multifaceted offering
keeping pace with changing technologies.

J

eremy Pather, products marketing manager at Nashua,
says: “Managed print services are becoming the norm and
in maintaining costs there is the transition into electronic
processes.”
It's bringing disruption and innovation into traditional
workflow process as print management is taking precedent
adding a security layer within the workflow layer paving the
way to enterprise content management.
In providing holistic solutions for customers it starts with
a needs analysis of the company from the top down. Starting
with the question – what is it that you need to print and is it
something that can be digitised?
There's also upward pressure from print vendors with OEMs
adding more intelligence into the hardware. “Smart device
interfaces on these machines make them easier for operators
to tap into the world of Internet of Things,” adds Pather.
Enabling customers to download applications, sync with
relevant cloud-based storage allowing users to push and pull
documents into and out of the cloud.
The office equipment is no longer simply an output device,
it has become an endpoint and because it’s a connected
endpoint it’s no longer viewed as an item that is just a photo-

+27 11 232 8000 | solutions@nashua.co.za
www.nashua.co.za

copier. It’s about embracing the connected office and how it
connects to other devices within the workspace.
“You have to have a structured methodology of looking at a
customer’s needs analysis, and how you can drive their return
on investment not only from a financial one but also from
operational efficiencies.”
Key is delivering services in phases as opposed to providing a
once-off solution. States Pather, the business model of today is a
consumption-based system, enabling customers to pay for what
they use when they use it giving them a layer of flexibility they
require. It’s about determining exactly what the customer wants
and transforming customers into the digital era, or ensuring they
can benefit even more from the office technology.
Pather is optimistic about the future as the company’s vision
of becoming a total office provider from hardware to business
solutions adds value to any business operation.
“It's an exciting time and with the single convergence of
technology all devices can be managed remotely enabling
new revenue streams and service offerings. We have the
ability of providing a full turnkey solution and with the
evolution of the connected office, rest assured, we are in for a
very interesting future,” he concludes.

round

table

R ob e rt
J an s s e n ,

Ricoh SA

For Smit, the move to entry-level OA drove
A3 sales, but Canon’s head of marketing,
Jimmy de Waal, says he’s observed the
opposite among his customers.
“The beauty is that we all sell differently,”
De Waal says. “The market is stable, but
it’s moved from black and white to colour,
from A4 to A3 and now back again. The
printing industry is becoming so diverse in
all segments. In our view, it's one of the most
exciting times to be in printing.”

“The landscape has changed, we’re not just
dealing with the IT people in a business
anymore. We’re talking to the finance people
as the costs change from capex to opex and
managing cash flows.”
Jeremy Pather, Nashua

Managing it all

“Our customers are getting smarter and
smarter,” adds Ricoh’s Janssen. “They’re
pushing us into different businesses and
structures, from scanning to invoicing to SAP
integration. There’s complexity, but we have
to meet it.”
What everyone does agree on, however,
is that the move to Managed Print Services
(MPS) is real and well under way.
“We’re seeing a large shift to MPS,” says
Gavin Meyer, executive director of Itec SA.
“For us it works because it can remove a lot
of a customer’s pain points. It’s about moving

away from focussing on the box and the basic
output on a page, and gives you the ability
to bundle services with intelligence behind
them, which will allow an IT department to
make decisions.
“A lot of the software in those bundles is
directly linked to workflow and moving away
from the traditional desktop and copier kind
of environment.”
The key to MPS, Meyer says, is the
intelligence in the network, using analytics
to understand what a business really

needs and make more efficient use of the
available resources. That means giving an IT
department the ability to reduce its device
footprint.
“A lot of people would think it doesn’t
make sense for us to be reducing, optimising
and printing less,” he says. “But I think
that’s our job right now, to take on that
responsibility.”
Jamie Scott, general manager for
technology at Datacentrix, agrees, and
highlights the upside to taking on that job.
Q3 2017 |
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Tap into The Margin
If you love The Margin but prefer to view content online, then we’ve got
some great news for you!!
The Margin’s website has been refurbished and upgraded. To get your fill of the information you need about key developments in the channel visit themargin.co.za.
With new and web-exclusive content regularly added, make sure you subscribe to our
newsletter service to stay in touch with what’s happening in your industry.
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Rectron

“There’s a lot of interest in MPS right now,”
Scott says. “In its purest form, MPS makes
printing something a business can totally
outsource, from the supply of hardware and
installation to the maintenance, management
software layer and automated delivery of
consumables. Everything can be outsourced,
and it’s something IT departments are happy
to give away because they can see the cost
benefit, and it’s one less thing for them to
worry about.”

“MPS is about the customer, not us. Our role
should be to challenge the customer and act in
their best interest; to ensure they’re getting
true return on investment and are hitting their
objectives.”
Nancy Meyer , Kyocera Document Solutions

Growing footprint

As the MPS landscape has evolved so have
the degrees to which companies are happy to
outsource their print and imaging needs.
“The beautiful thing about MPS,” says Canon’s
De Waal, “is that everyone has a different
idea about what MPS is. We’re differentiating
and in doing so, we’re driving the market
forward as we compete with each other. And
our customers are educating themselves,
they’re now asking for MPS solutions
because they’ve heard that they’re out there.”
That’s not to say that each vendor has a
single approach to the market.
“MPS is about the customer, not us,”
says Kyocera Document Solutions SA’s
COO, Nancy Meyer. “Our role should be to
challenge the customer and act in their

best interest; to ensure they’re getting true
return on investment and are hitting their
objectives. We have to constantly manage
that relationship and be honest about it. If
the pain point for a customer is cost, we need
to get the cost down. If it’s security, we need
to focus on that. We have to train our sales
people to have big ears.”
The shift from unit sales to trusted
consultant is one that has been a clarion call
across the whole IT industry for a decade, but

specific skills are required to be successful in
that quest.
“We talk about adding services and
finding new ways to generate revenues and
engage with our customers as hardware
becomes commoditised,” says Jeremy Pather,
product marketing manager at Nashua.
“The landscape has changed, we’re not just
dealing with the IT people in a business any
more. We’re talking to the finance people as
the costs change from capex to opex and
Q3 2017 |
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D av i d
Rozzio,
HP Inc.

“We have to train our
sales people to have
big ears.”
Nancy Meyer, Kyocera Document Solutions

J am i e Scott ,
Datacentrix
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managing cashflows. Technology is changing
at such a rapid pace as well, and the speed
at which we’re turning out new technology
makes managed services preferable;
customers don’t want to invest
in technology that will be redundant in
12 months.”
Once an MPS solution has been deployed
with all the bells and whistles of networked
intelligence and clever dashboards, though,
do customers really change their habits? Or
is a printer still just a printer? After all, in the
most recent ITWeb survey on the subject,
the feature considered most important when
making a purchase was the ability to print on
both sides of a sheet a paper – a far cry from
the sophisticated potential of printers today.
"HP Inc. has been making the shift to
‘Everything as a Service’ for some years,"
says local MD David Rozzio. “Customers want
flexibility. There are more and more requests
coming from customers, but we need to push
them and educate. They’re focussed on their

round
Gav i n M e y e r ,
Itec SA
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core business, but if you provide the right
solutions or predictive analytics, customers
will use it as long as there’s benefit.”
Selling the benefits can be tough, but all
agreed that it’s part of the move to digital
transformation of the workplace, although
that’s not generally how customers think
when making a print purchase. They like their
sales pitches fairly simple and, on the whole,
know what they want before they even call in
a reseller.
“Our first aim is to get the printers down.
Let’s outsource the fleet, then we can start
having the full ‘digital transformation’ talk,”
concludes Datacentrix’ Scott.

“A lot of people would think it doesn’t make
sense for us to be reducing, optimising and
printing less. But I think that’s our job right now,
to take on that responsibility.”
Gavin Meyer, Itec SA

caron d e
F ort i e r , Drive
Control Corporation
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Geared for the
future

The Gadget Shop is expanding its footprint online to
help create a better shopping experience.

by Simon Foulds
photography MIKE TURNER

U

nwrapping a simple Christmas present
in 2004 was perhaps the greatest gift
Hannes Van der Walt ever received.
Although it was quite an inexpensive USB
laptop light, it was the gadget that sparked a
dream. Fast forward 13 years and that dream
is now a reality for Van der Walt, founder and
CEO of The Gadget Shop, which comprises
15 physical stores, and has recently had to
expand into a new head office next to the N1
highway near Centurion.
In early 2000s, gift stores in South
Africa catering predominantly to men were
non-existent and this is where Van der Walt
realised there was a gap in the market. After
researching the concept, and borrowing
money from family, he imported a small
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shipping container comprising 97 lines of
inventory from China and opened the first
store in the Brooklyn Mall, Pretoria in April
2005. The first shop assistant from that
store is, today, The Gadget Shop’s head buyer
responsible for overseeing over 6 000 lines
that the company now stocks.
While Van der Walt was no stranger to
retail – prior to launching The Gadget Shop
he’d owned a computer store as well as a
sports bar – the main challenge he faced
initially was convincing a landlord to buy into
the business concept and allow him space
in a shopping mall. Van der Walt believes it
was his passion for the business venture that
convinced the mall owners to give him his
first break.

Franchising

With only a single store in Pretoria, the market
was hungry for more. Van der Walt was

inundated with requests to offer franchise
opportunities. And, in 2010, the company
decided to take this route, as it seemed to
make financial sense and would help to grow
the brand’s footprint. With a mixture of
entrepreneurial enthusiasm and naivety, Van
der Walt thought franchising was a simply
matter of taking his successful recipe, putting
it down into an ops manual and handing it
over to a franchisee. Then, the franchisee who,
after reading and understanding the concept,
would simply follow the steps and exponential
success would blossom from there.
Unfortunately things rarely run that
smoothly. The company’s backend wasn’t fully
geared towards the franchise system, which
presented operational issues. Then, after five
years, with six franchises in operation, Van
der Walt had a bad experience with one of
the franchisees who had ramped up supplier
accounts and then run into financial difficulty

Hannes’

hints for
success

“Don’t ever think the journey is easy,” says
Hannes van der Walt. “A dream can only come
true when you fully believe in it, are prepared to
work hard and put in the long hours.
“Inspiration, passion and determination are
three key elements in making the business
a success. It also pays to have people in the
stores who are passionate about the products
they sell, because it creates a wow shopping
experience for customers, which is key in
attracting them back.”
Faced as we are with a touch economic
climate, Van der Walt says, it’s important to
remain focussed on the things you can do that
are under your control, and do the best that you
can, whatever the circumstances.

Hannes van der Walt, The Gadget Shop

Online presence

“The business is specialised
and hands-on. It’s not another
fastfood outlet where you can
give a franchisee a ‘proven’ ops
system they can tap into.”
Hannes van der Walt, The Gadget Shop
and was unable to pay his bills. As the
franchisor, the suppliers approached Van der
Walt to make up the shortfall.
This was the driving factor that forced him
to take control of the stores. “The business is
specialised and hands-on,” says Van der Walt.
“It’s not another fastfood outlet where you can
give a franchisee a ‘proven’ ops system they
can tap into. Unless you’re passionate about
the products and the store concept you can

set yourself up for failure.”

Partnership

Part of the resulting
restructure was the creation
of a partnership with Neville
Read, who owned a number
of the franchises. Before that
Read, business partner and
director at The Gadget Shop,
had imported products for
The Gadget Shop through his own import
business. The new partnership now enabled
the business to expand into the wholesale
sector. Together the two partners took control
of the stores, which Van der Walt says, in
hindsight, was the best decision.
The franchise concept is not off the table
completely, as Van der Walt says it could be
re-visited in the future, but this time with
more experience of what’s involved.

Since the partnership formed in 2014 an
additional nine stores have opened, including
its e-commerce store. Having invested heavily
in the required infrastructure, the company
this year increased its e-commerce staff by
600% to meet demand and grow the platform.
Van der Walt admits the major challenge
is converting browsers into buyers. He does
recognise the benefits of having both a virtual
and physical presence, however. “It’s not
unusual for customers to arrive at a store
requesting a list of products they viewed on
the website,” he says.
With 15 brick and mortar stores in Gauteng,
the Free State, Eastern and Western Cape,
Van der Walt admits the business isn’t looking
at opening any further branches itself as
it intends growing its online presence as a
priority, and is currently devising a strategy to
achieve that.

The future

Van der Walt is optimistic about the future,
for both the retail stores, and the wholesale
and distribution side of the business. The
company also supplies specialised products
from China for independent toy, stationary
and outdoor retail stores. The new offices and
warehouse in Centurion will accommodate
future growth opportunities, from these
different channels. The move has also acted
as a turning point to help focus attentions on
ensuring the business’ backend systems are
aligned and refined to both current and future
growth possibilities and expansion, not only in
South Africa, but also with an eye beyond the
country’s borders.
Q3 2017 |
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IoT.nxt wins MTN Internet of Things award
IoT.nxt was awarded the Overall Winner at the second MTN Internet of Things award
event. The company also walked away with the Best Commercial Solution award.
(Left to right) Mariana
Kruger and Melao
Mashale, MTN Business,
with Terje Moen and
Bertus Jacobs, IoT.nxt

Other winners
were:
Best Enterprise Development
Solution award: MCXTech
Innovative Hardware in IoT
award: Digital Matters
Most Disruptive IoT Solution
award: HearX Group
Wildcard: Proximity ID

Kyocera recognises top techies
Kyocera Document Solutions hosted an annual Global Service Awards, which
recognises and rewards the company’s best service technicians. The South African
leg of the awards recognised the local top ten service technicians.
(Left to right)
Antanio Beling,
NRG Office Solutions;
Shaun Mathanlal,
Tshwane Digital
Solutions; and,
Christopher Wait,
Omni Technologies

Winners
1st Shaun Mathanlal,
Tshwane Digital Solutions
2nd Christopher Wait,
Omni Technologies
3rd Antanio Beling, NRG
Office Solutions
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Rest of the top ten,
in no particular order

Alan Benefeld, Page
Automation
Christiaan Smit, CBS/North
Holdings
Michail Eksteen, Universal
office

Morné Müller, Cruse Trade
Navin Dayanand, Copy Link
Wesley Stanbul, Nasatech
Xolani Majola, Kokstad
Copiers

Movers and shakers

INDUSTRY

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

Oracle appoints new MD

Meads takes new post

McCallum in the hotseat

Oracle South Africa has appointed Niral Patel
as its MD and technology leader. Patel will be
responsible for accelerating the adoption of
Oracle cloud solutions, identifying new growth
opportunities and enhancing engagement with
key stakeholders in the country.
Patel, who joins Oracle from Hitachi Data
Systems SA, has over 17 years of experience in
leadership roles and was previously employed
as public sector director at Microsoft SA.

Cisco veteran David Meads, has been appointed
VP for its Africa and Middle East operations – a
newly created role. He will oversee the execution
of Cisco’s strategy in the two regions. Meads was
previously VP for Africa.
“Combined, the Middle East and Africa region
has the world’s youngest demographic and
presents a significant market opportunity," says
Meads.

Orange Business Services has appointed Mark
McCallum, as the new country manager for South
Africa. He will take over the management role that
has been left by Yannick Decaux, who has moved
to a new position within the Orange Group.
McCallum will be responsible for the overall
business growth strategy of Orange Business Services
in South Africa. He was previously the technology
lead, heading up Global Solutions for Africa at
Orange Business Services, and has conducted
business in more than 20 African countries.

Bensch to join Sage

New chief for NetApp

F5 Networks hires Barker

Pieter Bensch is set to join Sage, replacing
founder member, managing director and
executive vice-president of Africa and Middle
East Anton van Heerden.
Kavir Kissun, Sage’s finance director will hold
the reins between Van Heerden’s departure and
the arrival of Bensch, who is currently MD of
Hewlett Packard Enterprise South Africa.
Bensch held various positions at Oracle since
2005, prior to joining HPE in March 2015. These
included VP Oracle Europe, Middle East and
Africa (EMEA), VP of customer support for MEA
and, finally, VP and MD of Oracle SA.

Morne Bekker has been appointed as the new
South African country manager for NetApp,
as well as district manager for the SADC
region. Bekker’s responsibilities will include the
development and execution of sales and channel
strategies, expanding the NetApp customer
base, local skills development and enhancing the
partner and alliances ecosystem.
Having started his career in the auditing
profession, Bekker then moved to the IT space.
Within that capacity, Bekker spent several years
within senior positions at Internet Solutions,
Datacentrix and Hewlett Packard.

Matthew Barker has been appointed by F5
Networks as director for sub-Saharan Africa.
Barker has been tasked with bolstering
development in key markets, with security
and cloud being key focus areas, along with
security, multi-cloud deployments and a further
expansion of channel reach.
Barker was previously employed as Aruba
Networks' sub-Saharan Africa country manager,
NetApp's channel manager and Symantec's
partner manager. He joins F5 from Fortinet,
where he was sales manager for secure access
architecture in Africa.
Q3 2017 |
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closing
thoughts

Building your
business, even
in tough times
Adopting good corporate governance
should be the beacon of hope to see us
through the harsh economic climate.
BY Guy Whitcroft, interim executive/business consultant
(former Interim CEO, Westcon-COMSTOR)

N

o doubt about it, times are tough in
South Africa. Employment is down,
as are retail sales and business
confidence. Businesses are also continuing
to delay investment to buffer against
potential lean times ahead. Yet shareholders
(and overseas principals in the case of
multinationals) continue to expect increased
growth and profitability regardless. Even the
relatively strong rand this year hasn’t helped
the IT industry – in years before, this would
have led to a buying spree as companies
upgraded ahead of likely price increases.
However, we’re not alone in finding the
business environment has changed – the
global recovery from the 2008 financial crisis
has been muted, with many major economies
only getting back to pre-crash GDP levels
fairly recently. This, coupled with recent
business scandals largely involving ethical
failures, such as fraud at Enron or fake test
results from Volkswagen, has led governments
around the world to look more closely at
how to ensure businesses operate as good
corporate citizens. But it’s not just the domain
of large companies. In fact, SMEs account for
around 60% of global GDP and a little more
in terms of employment (in South Africa and
other developing countries, it's around 60%
of employment and 40% of GDP), and around
90% of new jobs. SMEs are under as much
scrutiny as big business. Company directors
are increasingly in the firing line, too, with new
legislation around the world, as well as our
own Companies Act. Directors are increasingly
being targeted in their personal capacity for
failures in business.
So, how does today’s business manage the
multiple hurdles of growth in a flat economy?
How does it deal with increased competition
for every sale and rapid changes to the
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environment brought about by technology?
How does it cope with increased legal and
stakeholder oversight of the business and
its directors? Three words: good corporate
governance.
Interestingly, although the term ‘corporate
governance’ brings on an immediate yawn for

Corporate governance is a way to ensure
there’s a framework for attaining the
objectives of a company, covering every
sphere of management and balancing the
interests of shareholders, management
and staff, customers, suppliers, the
community and, of course, government. It
isn’t about stifling the business,
but rather ensuring a company
culture thrives that encourages
innovation, success, teamwork and
transparency at all levels.
It also sets out to clearly
distinguish between the roles and
duties of shareholder, director and
manager – roles often confused with
dire consequences in SMEs where
they generally overlap – to ensure
the business looks forward and not
just backwards. It also aims to hold people at
all levels accountable, right up to the CEO, for
their performance.
With an increasing pace of change – consider,
for example, an estimated 85% of jobs that will
be in existence in 2030 haven’t been invented
yet, and that’s just 13 years away – companies
need to involve all their stakeholders to
continue to evolve successfully.
Well-run businesses with good corporate
governance will flourish, even in the tough
times in which we live today.

“It isn’t about stifling the
business, but rather ensuring
a company culture thrives
that encourages innovation,
success, teamwork and
transparency at all levels.”
most business owners, there’s clear evidence
that companies of all sizes that practise good
corporate governance are more sustainable
in the long term. They also experience better
growth, and are generally more successful
than those that ignore this. And they have
much higher valuations, too.
So what is corporate governance exactly?
Well, what it’s not is a box-ticking exercise to
simply comply with the letter of the law – this
might keep the directors out of jail, but won’t
lead to a successful business.

Westcon-Comstor helps reseller partners drive
innovation through technology.

www.westcon.co.za | +27 11 848 9000

