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Where the digital
and physical
collide

W

hat I really enjoy about working on The
Margin is the diversity of channel companies
and the wide range of business and
technology areas we cover. Considering this, and the
old adage ‘you can never please all of the people all
of the time’, I’m sure some topics we cover will appeal
to a larger number of readers than others. That said, I
think the tech topic that is our focus in this edition – the
Internet of Things (IoT) – has the potential to impact and
provide opportunity to so many players in the channel.
I was fortunate enough to hear Kevin Ashton, the
founder of the IoT moniker, speak at the My World of
Tomorrow conference. He believes everything that’s been
achieved in computing to this point has been building
a foundation for the Internet of Things. We’ve been
manually inputting data into computers for years, but
with the connection of a plethora of sensors, the world
around us now has a voice and a way to be mapped
to the digital world. The phrase Ashton used that most
simply describes the IoT is ‘where the atom meets the
bit’. And the possibilities are massive. If you think how
big the ‘digital’ internet is, then add almost any inanimate
object you can think of and give it a voice, this will give
you some sort of idea of the potential size.
While some of the long-term visions around the
IoT may seem to come straight out of Hollywood
blockbusters, there’s certainly a swelling of activity
and attempted landgrab underway by some of the
biggest names in ICT. The progress being made means
we’re taking steps towards turning science fiction into
reality. And it’s here where it’s going to get exciting for
the channel – IoT plays in so many technology areas,
and therefore provides opportunity to a wide variety
of channel businesses. With wearables and mobility,
it’s likely to impact millions of individuals; with the
‘smart home’, it’s likely to affect home-owners too; with
sensors in everything from water taps to manufacturing
machinery, it will affect the enterprise; and with all this

data being created, transmitted, stored and processed,
it also draws on cloud, big data, networking, security
and connectivity. So whether you sell components or
gadgets to the consumer, or provide packaged tech
solutions to the SME, or architect and integrate entire
systems for corporates, the IoT is likely to impact your
business offering some time soon.
In this issue, we also look at product recalls in the
tech space, the impact of PoPI on the channel and
the potential diversification opportunities presented
by IP CCTV. We’ve also got a story that may have
significant implications for local hardware product
launch timeframes as the period for official certification
of electrical compliance has been extended from three
weeks to three months…just as South Africa seemed to
be catching up on technology. You’ll also find a host of
other regular stories in these pages, such as the minisurvey on the local storage market, a distributor profile
on Esquire Technologies and The Pitch, which is about
selling tech to marketing rather than IT.
I hope you find this edition an interesting and
useful read.
Happy reading

Adrian Hinchcliffe
Editor
Adrian@itweb.co.za
PS. You can also find us on Twitter (@The_Margin_ZA)
and Facebook (facebook.com/TheMarginZA). Find us,
follow us, like us, be part of the conversation.

To access the additional content in our digital
versions (iPad, Android and/or PDF), scan the
QR code or visit themargin.co.za/downloads
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Message from the publishing partner

THE FUTURE IS HERE –
AND IT’S IN EVERYTHING
Louise Taute, Comstor Director at Comstor explores
how the Internet of Everything (IoE) is shaping not just
how we think, but also how we work, how we engage
with those around us and the devices we use.
According to global vendor
and Comstor partner Cisco,
the IoE is a $19 trillion global
opportunity over the next
decade where private-sector
firms can create as much as
$14.4 trillion of value while
cities, governments and other
public-sector organisations can
create $4.6 trillion.

The index has brought to the fore a series
of insights about the IoE and the position
businesses find themselves in, what they
envisage for the future, and how they hope to
capture more IoE value today and in the future.
Looking at these insights we can safely say they
are, as we are in an emerging economy that is
technology hungry, relevant to South Africa on
almost all levels. But lets explore the findings.

The figures speak for themselves. If you aren’t
considering it, planning for it or doing it, you simply
aren’t doing business. Why is it then that there is
still a lack of understanding and then a subsequent
push back on all that is the Internet revolution?

According to Cisco these profits are a reflection
from corporations around the globe leveraging, or
planning to leverage the IoE as a means to make
their businesses more efficient as well as improve
their customer relationships and experiences.

The truth is that businesses have a bit of
technology inertia, they have been burnt by dot.
com bubbles and Y2K psycho babble one too
many times and they want to see the facts on
paper before they take the leap. Many just don’t
understand that the IoE is not “a technology”, but
the connection points or network that connects
people, processes, data and things. Lots of things.
It is with this stark misunderstanding and even
ignorance of business that Cisco created the IoE
Value Index, a tool to help companies understand
how the IoE will affect them and how they can take
advantage of it into the future. The IoE Value Index
strives to help executives across the business
value chain answer some fundamental business
questions. Firstly how they can create value for
their business today and tomorrow, as well as how
they can harness and ride the wave of the IoE in
order to increase innovation and strengthen their
competitive positioning.

poised to generate at least $613 billion in global
corporate profits in calendar year 2013.

Louise Taute

Insight No. 2: Corporations could potentially

Comstor Director at Comstor

nearly double those profits by adopting
business practices, customer approaches, and
technologies that more fully leverage IoE.

“

The Internet of Everything
is poised to generate
at least $613 billion in
global corporate profits
in calendar year 2013.

“

The value of the IoE

Insight No. 1: The Internet of Everything is

According to Cisco the survey highlighted
that while the IoE is driving a huge number of
corporate profits, an additional $544 billion could
be realised if companies adjust their strategies
to take better advantage of IoE. While the survey
was done in 2013, we are starting to only really
see the momentum of this locally now.

Insight No. 3: Traditional business
advantages are evaporating quickly.

In short the Value Index is in essence built off of
the back of a survey conducted with approximately
7,500 business and IT decision makers from
private-sector firms in 12 of the world’s largest
global economies (Australia, Brazil, Canada,
China, France, Germany, India, Japan, Mexico,
Russia, United Kingdom, and United States).

No brainer really. While the early winners have
been those companies in developed markets, as
they have continually invested into IT and have
experience with tech. The fact that Africa is still
a greenfields market in many areas is in itself a
huge advantage for us as a continent.

Insight No. 4:

Competition will intensify as
IoE evens the playing field between large and
small companies around the globe.
The IoE crashes through traditional business
parameters and creates parity between
businesses of all sizes. What this means for us
here in Africa is that as an emerging economy
our businesses finally stand a chance of taking
a sizeable chunk of a global market if we go to
market correctly.
As an example, the report highlights that companies
in emerging markets are more confident in their
ability to realise IoE value. On a scale of 1-10,
where 10 is “extremely confident,” executives from
emerging markets scored a 7.8, in contrast to 6.7
for executives in developed markets.
Locally we are seeing companies investing in
new technologies as business enablers, and
smaller, new businesses, are more inclined to
look at outsourcing their IT requirements to the
cloud. They are also more inclined to allow their
staff use of their own mobile devices, because of
the significant cost savings they can experience
off of the back of initial investment.

Insight No. 5:

Executives in surveyed
countries anticipate job growth and wage
increases as a result of IoE.
According to the survey: “Forty-seven percent
of executives think IoE will lead to higher wages
at their companies, while only 6 percent think
wage cuts are likely. This is particularly evident
in emerging markets. Thirty-three percent
of executives believe IoE will lead to higher
employment levels in their firms, versus 28
percent who think job losses are more likely.
In developed countries, executives, while still
positive, were somewhat more reticent about the
prospects for job creation.”

While developed countries are fearing job losses,
here locally this presents an opportunity as local
companies don’t need to scrounge for, or try
and find scarce skills that simply don’t exist, to
support their business.

investing in the right technology infrastructure
and capabilities, secondly integrating new
technologies with legacy IT environments and
thirdly updating processes to absorb new
technologies.”

Insight No. 6: Executives believe IoE will
make their firms more secure. Information
and physical security are seen as the primary
downsides associated with the increased
connectedness that comes with IoE.

Insight No. 9: Firms must invest in the right

50 percent of the respondents think IoE will make
information more secure, while just 19 percent
fear it will be less secure. Locally customers are
still very concerned about cloud security as an
example, so should the same report be unpacked
locally, I think the figures would be dramatically
skewed to have a higher “fear” factor.

Insight No. 7:

While technology is pivotal,
people and process make the difference.
While data analytics is an important enabler of
IoE, “data” has become ubiquitous, and is not
in itself a differentiator.
Cisco’s analysis reveals the quality of a company’s
technology infrastructure and tools is the single
most important factor in determining the amount
of value realised. This is an area where locally
we may falter as companies are often inclined
to take short cuts when it comes to technology
investment.

IoE capabilities to improve competitiveness.
Broken down by industry the research shows the
capabilities needed per industry as:
• Manufacturing firms: real-time,
multidimensional data analysis; integrated
video collaboration; remote tracking of
physical assets; intelligent robots
• Energy firms: integration of sensor data;
ability to locate experts when vast distances
are involved between experts and energyproduction sources; predictive analytics
• Retailers: data visualisation and predictive
analytics; BYOD; location-based marketing
While the above offers real insights into how
businesses should embrace the IoE, the most
important aspect of it all is that it is a very real
phenomenon that we as business can begin
leveraging to improve ourselves, motivate our
people and ultimately start making more money.

Insight No. 8: The key challenge: harnessing
innovation for business gain.
What is true innovation? This is a big challenge
for business – particularly those who appointed
innovation managers to unearth this Holy Grail,
and who have to date still come up with nothing.
According to Cisco, the top three challenges cited
by respondents in realising IoE value were: “Firstly
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ICT industry consultant Paul Booth keeps you abreast of
the notable deals and developments that have occurred in
the international and local sector in recent months.

Booth’s bulletpoint bulletin
HP splits business
Hewlett-Packard has announced
plans to separate its business in
two. One business will focus on
personal computer and printers, to
be called HP Inc, while HewlettPackard Enterprise is focusing on
technology services, such as data
storage, servers and software.
HP CEO Meg Whitman will
lead the Enterprise business and
HP PC and printer chief Dion
Weisler will be CEO of HP Inc.
Meg Whitman, HP
“The decision to separate into
two market-leading companies
underscores our commitment to the turnaround plan,” says Whitman. “It
will provide each new company with the independence, focus, financial
resources, and flexibility they need to adapt quickly to market and
customer dynamics.”
The split, if approved by the company board, is expected to close by
the end of fiscal 2015. Once complete, HP stockholders will own shares
of both companies.

Comment: Paul Booth says…
The HP split is part of a major trend that is now manifesting itself among
the bigger players. This year is expected to see over 60 spin-offs as
this spin-off/split trend continues to gain momentum. In addition to HP,
Symantec has announced a similar move; eBay has announced that
it will spin-off PayPal; IBM has already disposed of its printer, PC and
small server businesses and is close to selling off its chip business; and
Compuware, following its buy-out by a private equity company, has
announced the spin-off of its Covisint subsidiary. This list is just the tip of
the iceberg.
Regarding HP itself, this move is long overdue and allows the two
units to do what is necessary to stimulate growth as both sectors are
developing at very different rates.

10
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Windows 10 announced

In an announcement made in September 2014, Microsoft
revealed plans to launch its Windows 10 operating system
in late 2015, and in so doing will leapfrog any Windows 9
launch. The release will span all hardware from PCs to phones
and try to address the issues that have dogged Windows 8.
Windows 10 is expected to be a hybrid of Windows 7 and
Windows 8. It combines the reborn Start menu with Windows
8’s live tiles, and adjusts its behaviour depending on how
you’re using your device. In its initial announcement, Microsoft
focused on the benefits for enterprise users as opposed to
the consumer. Tech enthusiasts can sign up for the Windows
Insider Program to trial the new features before anyone else.

Comment: Jon Tullett says…
Microsoft has massively changed its development strategy
for Windows 10, using open public access to obtain feedback
ahead of the launch. This will smooth the way for the
commercial deployment, hopefully avoiding the negative
kickback that the introduction of Windows 8 evoked.
Much of the innovations in this version entail the reintroduction of features that were removed for Windows 8,
such as the Start menu. The most interesting addition is the
Enterprise app store, which means that the app licence stays
with the company and not the individual. This is very much top
of the enterprise app manager’s wishlist.

Compiled by Paul Booth, Adrian Hinchcliffe and Alison Job

African developments

International developments

• Seacom has deployed two new POPs in Uganda.
• SAP is investing $500 million into African growth through 2020.

• Alibaba saw huge demand for its record-breaking $25 billion initial public
offering.
• The EU’s investigation into Apple has uncovered alleged illegal Irish tax
deals.
• Cisco will invest $1 billion over two years to expand its cloud offerings.
However, the network equipment maker has also revealed restructuring
plans, which include slashing 6 000 jobs.
• Ericsson is exiting the modem business.
• HP has been fined $58.8 million for bribing Russian government officials.
• IBM has patented a technique that helps clients automatically analyse
and manage the location where their public and private cloud data is
stored.
• Infineon, Philips and Samsung have been fined by the EU over a
smartcard chip cartel.

Local developments
• Business Connexion’s shareholders have approved the proposed
acquisition by Telkom.
• Pinnacle Holdings said the Financial Services Board investigation into the
distributor has been closed with no enforcement action.
• Samsung will invest R212 million to open a television manufacturing plant
at Dube Tradeport in Durban.
• Flexenclosure, manufacturer of prefabricated datacentre buildings and
intelligent power systems, has opened an office in Johannesburg.
• Virtual Instruments, a Silicon Valley-based Infrastructure
Performance Management solution provider, is looking to invest in
the South African market.
• SITA sued by local IT suppliers for R33 million.

Local deals
• ADP Streamline has appointed SageVIP as its channel and service
partner in key African countries.
• Altech Netstar has bought FleetPro.
• Blue Label Telecoms acquired Via Media, a mobile content and valueadded services provider, for R144.3 million (75 percent).
• Blue Turtle has signed a value-added reseller partner agreement with
Courion.
• Brand-Rex, a supplier of standards based structured cabling systems, has
appointed Mustek as its local distribution partner.
• Bytes Systems Integration has signed up as a value-added distributor
for Alcatel-Lucent Enterprise, and created a business unit dedicated to
its solutions.
• ConvergeNet Holdings made a R109.23 million (17.64 percent) investment in
Digicore. It also made a 30 percent investment in Tellumat.
• Datatec has spent $12 million to buy assets from US-based Verecloud.
• Dimension Data is creating a new joint venture company with
MultiChoice, called WirelessCo. It will build and operate an open access
carrier-grade WiFi network.
• Foneworx buys a 35 percent stake in BMI Research.
• Grand Parade Investments has entered a joint venture with electronics
manufacturer Tellumat for the manufacture of electronic and related
technology products.
• Internet Solutions acquired various assets of MWeb, namely MWeb ISP
core network assets, MWeb Business and Optinet from MWeb Connect,
and the WiFi assets of MWeb Connect.
• IT Naledi Solutions has been appointed as a Samsung Authorised
Services Partner for the company’s B2B equipment.
• Navomax has signed with SAP Africa to provide managed cloud services
for SAP software solutions.
• Networks Unlimited will deliver F5 Networks’ application delivery product
set throughout sub-Saharan Africa. Networks Unlimited has also signed
a distribution agreement within South Africa and Africa with converged
infrastructure vendor, SimpliVity.
• Rectron has partnered with Taiwanese manufacturer BenQ for the
distribution of high-end products, including display monitors and
projectors.
• In an active period for SA’s online retail sector Takealot.com announced it is
to merge with Kalahari.com. Takealot also acquired Superbalist.
• Telkom has signed an agreement with Cisco to become the first Cisco
Hosted Collaboration Solution strategic partner in SA.
• Vox Telecom purchased Dynamic IT, a managed IT provider.

Vendor deals
• Cisco acquired Metacloud, which helps set up cloud services for
other companies.
• Citrix Systems bought Virtual, a startup that is the provider of a cloudbased virtualisation platform for iOS and Android.
• Ericsson bought a majority stake in Apcera, an enterprise IT cloud company.
• Facebook bought 100 patents in a move designed to spur initiatives
regarding virtual reality, video and speech translation.
• Google acquired Zync Render, a video-processing service provider; Gecko
Design, a mechanical engineering and product design company; and
JetPac, a startup that designs social travel applications.
• HP bought Eucalyptus Software, a cloud software startup.
• Huawei purchased Neul, a UK-based Internet of Things connectivity
specialist, for $25 million.
• IBM acquired Lighthouse Security Group, a cloud identity and access
management company.
• Infineon Technologies bought International Rectifier, a manufacturer of
power semiconductors, for $3 billion.
• Intel purchased 1 400 Powerwave Technologies-owned telecoms
patents and invested $1.5 billion in a 20 percent stake in two Chinese
semiconductor companies. The semiconductor giant also purchased LSI’s
Axxia networking business.
• Kaseya acquired Scorpion Software, a provider of security and
authentication software.
• KKR made a $90 million investment in Savant Systems, a smart home
tech company. KKR, one of the largest private equity companies, acquired
Pioneer’s DJ equipment unit for $550 million.
• Microsoft bought Mojang, the developer of the Minecraft video game, for
$2.5 billion.
• Murata Manufacturing (Japan) acquired Peregrine Semiconductor for
$471 million.
• Sage Group purchased PayChoice, a US payroll services group, for
$157.8 million.
• Samsung purchased Quietside, an air-conditioner firm, as part of the
former’s move to strengthen its ‘smart home’ business. It also acquired
SmartThings, a home automation start-up, and PrinterOn, a Canadian
cloud-printing company.
• SAP acquired Concur, an expense management software maker, in SAP’s
largest acquisition deal. It was worth $8.3 billion.
• Teradata purchased Think Big Analytics, a consulting and solutions
company focused exclusively on Hadoop and big data solutions.
• Thomas Bravo, a private equity investment firm, bought Compuware for
$2.5 billion.
• Vista Equity Partners purchased Tibco Software for $4.3 billion.
• VMware purchased CloudVolumes, a cloud startup.
• Zensar Technologies bought Professional Access, a major Oracle partner.
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ACROBAT ON
SUBSCRIPTION
ANYONE?

The real beauty of this offering is that customers
are no longer required to download and install
software on their device, updates are also
included which means that you don’t have to wait
for new features. They are instantly available and
more importantly don’t cost any extra. In fact
they are entirely free.
What’s under the lid? With an Acrobat
subscription, you get: Acrobat desktop software,
including any upgrades; the Adobe PDF Pack
online service to convert and export PDFs from a
browser or Adobe Reader; and Acrobat.com for
storing and sharing files in the cloud.
Why should you use Acrobat on Subscription?
Where do we start. A key bugbear for Acrobat
users is the number of updates required. As
these occur in the backend, you will no longer
have to download onerous updates as the
software isn’t physically installed on your device.
This also allows you to ensure that you get all new

“

The real beauty of this offering
is that customers are no longer
required to download and install
software on their device, updates
are also included which means
that you don’t have to wait for
new features.

“

Facilitating and rolling out BYOD
for your creative environment
just got a little bit easier with the
announcement of the availability
of Acrobat on Subscription. The
significance of this announcement
is that it will enable you to assist
your customers to better support
their employees that want to work
on multiple devices and in any
location. How? With the support
of online services that will let your
users create and export PDFs
from Android and iOS devices or
any browser.

Acrobat services and features as soon as they’re
released at no additional cost. The bottom line
for your clients is that they will no longer have
to laboriously track upgrade eligibility or do extra
budgeting for new versions.
Another upside of this is that your customers,
particularly their IT department, can now ensure
that they have a better grasp on version control.
Because of the “online” nature of the software
you are assured that your people are at any given
point, working on the latest version of Acrobat.
This will go a long way to helping you reduce the
cost and hassle of supporting multiple versions of
the software across your company.

ensure license compliance. Plus your company
can continue to purchase perpetual licenses the
way it always has.
Importantly, if you aren’t on the VIP programme
as yet, enrolment is free and takes only a few
minutes and once complete you can access and
deploy software instantly.
The availability of Acrobat on Subscription means
it is yet another way that Adobe is proving that it
is leading the race to the cloud and is enabling its
partners and their customers every step of the way.
Customers looking to take advantage of the
Acrobat on Subscription offering or need to
enrol on the Adobe VIP programme can contact
Bishen on bishen.gosai@westcon.co.za.

Another key benefit of making use of the
subscription-based service is that you can keep
upfront costs low, which in turn allows you to make
software budgeting more predictable with one
annual license that covers all your Acrobat seats.
What’s more is that Adobe has added Acrobat
on Subscription to its VIP programme, which
as a Westcon Adobe reseller you should have
access to. What this means is that you are
afforded an easy way to buy and manage all
your (Adobe) subscription software through one
buying programme. Using a single administrator
console, you can download, deploy, track, and
manage seats. Simplify version control. And

Bishen Gosai
Adobe Channel Manager, Westcon
Software Solutions, Southern Africa

+27 11 848 9000 | WWW.WESTCON.COM
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Aki’s eye
The ‘Greek Geek’ speaks about some of the stories from the worlds
of science and tech that have recently caught his attention.
Aki Anastasiou hosts the tech show Technobyte on
Talk Radio 702. Follow @AkiAnastasiou

Glow in the dark roads become reality
Poorly painted roads can be frustrating especially when driving at night and not being
able to clearly see the road markings. That’s about to change. What started off as an idea
by designer Daan Roosegaarde has now turned into reality after collaboration with Dutch
construction company Heijmans. The Glowing Lines project uses a special paint that charges
during the day using solar energy and then glows during the night making the road markings
clearly visible. The technology lights up when a vehicle is detected and dims when there
is no traffic to conserve energy. The project, which initially ran in a test phase, has now
gone live on the N329 in Oss, in the Netherlands. The team hope to roll out this futuristic
technology internationally as well as to use the Glowing Lines for marking bicycle lanes.

WiFi, WiFi everywhere

is the novelty wearing off?

By 2018 there will be nearly one
Wi-Fi hotspot for every twenty
people on earth, so says iPass,
a company that builds and
manages WiFi networks. According
to the latest research one hotspot is
added every second. Currently there
are over 47 million hotspots around
the world. The French are the hotspot
kings, and currently have over 13
million hotspots across the country,
followed by USA (9.8 million) and
UK (5.7 million). Interestingly 50
percent of commercial hotspots are
controlled by brands. According to
iPass, the total number of hotspots
globally is set to grow to over 340
million hotspots by 2018. Hotspot
growth is expected to happen mostly
in public areas with a strong retail
presence and in residential areas.
Massive growth is also expected
in trains and airplanes. Driven by
consumer demand for data and
connectivity the internet is fast
becoming a ubiquitous experience,
and in the next decade hotspots will
be like electricity and water – they’ll
be everywhere!

Do you have a wearable device like a
Fitbit or a smartwatch? Are still wearing
it after three months? Do your eyes
still light up when you show off your
fancy wearable gadget to your friends
or has the fad passed? The adoption
rate of these wearables is certainly
gaining in traction. According to the
PricewaterhouseCoopers’ Wearable
Future report around 20 percent of
Americans own some kind of wearable
device. Around 53 percent of those
owners are millennials and early
adopters of this new technology. The
interesting part of the survey shows
that 33 percent of surveyed consumers
who purchased a wearable technology
device more than a year ago now say
they no longer use the device at all or
use it infrequently.
Come to think of it I am in the same
situation. The truth is the excitement
does ‘wear’ off if I use the pun. Nobody
has quite cracked the user interface yet
and battery life can be cumbersome,
and that is probably the biggest issue.
Who wants to recharge something
every day!

Phablets, watches and
record sales
Much speculation and anticipation was
finally quelled when Apple revealed
a slew of product releases, including
a sneak preview of its foray into the
smartwatch (expected in 2015). With
new iPhones, an iPad and a 27-inch iMac
also launched at the September event
these new products are already producing
robust sales. The company is set for
record revenues heading into the festive
season, having sold 10 million iPhones in
the first three days on sale – a new record
for the company.
The popularity of the new iPhones has
been astounding locally as well, with diehard fans queuing up to get their upgrades
when the devices went on sale in South
Africa on 24 October.
The two new models, the iPhone 6 and
the 6+ feature a 4.7-inch and 5.5-inch
respectively and are both larger than
previous iPhones, with the iPhone 6+
falling into the phablet category.
Phablets are the fastest growing
sector in mobility, and network operators
have been surprised by the demand.
Initial expectations were an 80/20 split
in iPhone sales with most consumers
opting for the smaller iPhone. But since
the launch of the latest iPhone iterations,
that split seems to be changing to almost
a 50/50 split. These numbers coincide
with Accenture’s Digital Consumer Tech
Survey 2014 where over half (51 percent)
of US consumers surveyed plan to buy a
smartphone in the next year would prefer
a phablet.
Consuming more video and browsing
more, phablet users also use much more
data, which is probably why networks
think that phablet users are fab. Okay,
that was weak.

Q4 2014 | The Margin

13

ADVERTORIAL

GET “THE RIGHT COMPUTE”
WITH HP PROLIANT GEN9 SERVERS

E

xperts say, in the future all computing
resources will be converged,
allowing a business to define, move,
expand, or scale back the resources without
having to deal with the physical attributes or
limitations of the hardware.
This will allow for extremely granular
resource allocation, delivering improved
efficiencies and optimal performance as and
when workload demands change.

And instead of hardware defining the
functions, software will take over.
This means, server resources could
be utilised for processing, storing, or
communicating information, and that its
stated purpose (not to mention the role
it plays in the larger ecosystem to which it
belongs) could change as the business’ needs
evolve.
Future infrastructure will also be always-

THE FUTURE IS NOW
HP’s newly announced ProLiant Gen9 servers
usher in the future.
They are the first servers to be designed
expressly to help enterprises focus on
managing compute, storage, and networking as
programmable elements that can be optimised
to meet changing business needs, as opposed to
managing individual systems and servers for the
same outcome.
At a high level, they deliver:
• 4X compute capacity with lower total cost
of ownership (TCO), maximising data center
capabilities at the lowest cost of service (in
performance per dollar/per watt when compared
to a competing blade server for a single threaded
application);
• 66X faster service delivery with simple
automation, saving admin time and reducing errors
from manual steps (as proven by a recent IDC
study that showed the time to build and deploy the
infrastructure for 12 call centers reduced from 66

days to one by using HP ProLiant infrastructure); and
• 4X faster workload performance to transform
the business, growing revenue, margin, and share.
Combined with the introduction of HP ProLiant
Gen9 is HP Server Management, an industryleading infrastructure management innovation that
applies a software-defined approach to converged
management, and is best suited for managing HP
BladeSystem and HP ProLiant rack and tower
servers.
It offers out-of-the-box integration with HP,
VMware, Microsoft, and Red Hat enterprise
management solutions, as well as easy integration
with many other management products.
Architected to include open, industry-standard
RESTful application programming interfaces
(APIs) that enable IT staff to quickly and securely
customise provisioning of the Gen9 portfolio,
HP Server Management also provides a common
language and interface for integrating into cloudbased environments like OpenStack.

on, on-demand and be cost-aligned, so the
enterprise only pays for what it uses.
In other words, it will deliver on the
benefits of cloud, but not necessarily be
physical located somewhere off in the ether.
All of this means, future infrastructure will
be optimised for application performance
and business needs, and aligned to service
level agreement (SLA) and TCO targets. It
will be a dream come true.

MAKING EXPECTATIONS
A REALITY
In today’s data centers, small advances in
technology won’t solve big problems.
To respond effectively to exploding
demand for applications, data, and
digital content, today’s enterprises need
intelligent technology that aligns with the
business’s demands. That’s the promise of
the HP ProLiant family.
Only HP has the portfolio, system
management, and partner ecosystem to
deliver the computing modern enterprises
need today and tomorrow.
HP ProLiant is the one platform
enterprises can rely on to reduce time
to deliver new products and services,
accelerate IT service delivery, and
defer capital expenses while increasing
operational efficiency to run smarter IT
operations.
Only HP gives you the simplicity and
freedom to build IT that’s the right fit for
your business.

Learn more at hp.com/go/proliant or contact
Tarsus Technologies on +27 11 531 1000 or tarsus.co.za

column

Tullett’s tech talk
Jon Tullett has been covering IT for two decades. He is
ITWeb’s senior news analysis editor.

CIOs want your strategy, not your service

E

arlier this year, ITWeb’s Brainstorm
magazine (The Margin’s sister publication)
conducted its first major survey of South
African CIOs, asking in-depth questions about
strategies, concerns, and buying habits. Valid
responses received totalled 158, and the data
offers great insight into the patterns driving IT
spend. Although the target audience for the
results were the CIOs themselves, there are
some insights for the channel too, and those
were among the most surprising.
Many of the findings were expected: budgets
are under pressure, frequently failing to keep
pace with inflation; skills are in high demand;
CIOs are struggling to achieve business
alignment and deliver innovation. It didn’t really
need a survey to tell us any of that.
In terms of spending, there was a strong
skew towards infrastructure spend and
telecoms, with reductions in services and
consulting. Investments in cloud alternatives
are much slower than elsewhere in the world
– most of the respondents indicated a hybrid
strategy of in-house investment alongside
forays into hosted services.
This mirrored the sentiments expressed in
another ITWeb survey earlier this year, in which
CIOs were asked to discuss their perceptions
of cloud services in South Africa. Almost
universally, the CIOs expressed a dim view
of local providers, criticising them for offering
little more than barebones hosted infrastructure
rather than business services aligned to the
customer’s strategy. Hosted CRM, for example,

was highlighted as much more desirable than
a hosted server on which the customer gets to
manage his own CRM stack from OS up. South
African cloud providers, scored out of ten, were
given an average rating of just 3.5.

What do you want from us?
So what are CIOs looking for from vendors,
channel and implementation partners?
Surprisingly, despite almost universal budget
pressure, cost-effectiveness was ranked only
third among supplier criteria. Much higher
ratings were given to strategic alignment and
long-term vision. Customers are struggling to
develop technology roadmaps that align to their
businesses, and they’re demanding the same
alignment from their suppliers.
While those scores are damning, traditional
suppliers fared much better in the CIO Survey.
We asked CIOs to rate suppliers in terms of
skills, flexibility, meeting expectations, stability,
longevity and ROI. Across the board, suppliers
rated well in all categories save one – longevity.
Once again the drive for long-term strategy
comes to the fore, with a marked concern
indicated in the lifespan of suppliers and their
product lines.
Given high satisfaction with ROI (whatever
your clients may tell you when it comes to
contract renewals!) and the lower than expected
prioritisation of cost-effectiveness when
selecting suppliers, the conventional wisdom of
shrinking margins and diminishing returns may
be questionable.

By focusing instead on those key strategic
areas, much closer relationships become
possible. It is, however, considerably more
difficult to achieve. The channel always aspires
to add value on top of product shipments – the
margin is often in those services after all – but it’s
an order of magnitude more difficult to achieve.
And if the survey’s conclusions extrapolate
accurately, customers are cutting back on
services anyway – they want the products, with
infrastructure spend topping the chart. But they
also want to know that their suppliers share
their architectural vision and roadmap, and
will be able to continue to deliver appropriate
technology throughout that long-term
technology strategy.
Which probably boils down to more bad
news, I’m afraid. Customers want the tin, not the
high-margin stuff on top, but they do want you
to invest in relationship building by acquiring the
business skills to understand their (often vague
and fluid) long-term plans. The only good news
in that equation is that they may be amenable
to higher margins on the tin in the first place, but
only if you’ve put in the hard yards up front.

ITWeb Brainstorm CIO survey:
on.itweb.co.za/138332
ITWeb cloud perception survey:
on.itweb.co.za/137709
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Figuring it out
The Margin brings you some of the latest industry forecasts, statistics and predictions.
Compiled by Paul Booth, Alison Job and Adrian Hinchcliffe

By 2016, 80% of
businesses will find growth
constrained from a lack of new
datacentre skills, says Gartner.

The combined revenue
of the cloud computing
markets of Kenya and
South Africa will more
than double to

$288 million

by 2018, according to
Frost & Sullivan.

More than 1.25 billion
smartphones will be
shipped this year, up
23.8% from 2013,
according to IDC.

More than
75% of mobile
applications will
fail basic security
tests through 2015,
says Gartner.

By 2016, 40% of
consumer wrist-worn
devices will be smart
watches, according
to Gartner.

Global spending on
telecoms managed
services is expected
to grow at a CAGR
of almost
12%over the
next five years,
according to
Insight Research.

IT services
spending in South
Africa is expected
to increase 10.5%
in 2015 to reach
$5.7 billion, according to IDC.

Worldwide phablet
shipments will surpass
those of portable PCs this
year and those of tablets
in 2015, says IDC.

Sales of Chromebooks will
reach 5.2 million units
this year, up 79 percent from
last year, according to Gartner.

Consumer
3D printing is

more than
five years
away,

believes Gartner.

According to a recent survey,
unlicensed software in
South Africa
amounts to over

R4 billion, one of

the worst offenders
in the MEA region.

16

The Margin | Q4 2014

Facebook hit the

The worldwide softwaredefined networking market
is expected to reach
$8 billion by 2018,
at a CAGR of 89.4%,
says IDC.

100 million

user mark in Africa,

with 80% of users
accessing the social
network site via
mobile phones.

Analysis

“Should NRCS only
issue LOAs within a 120
working day period, it
means that we in South
Africa will always be
six months behind on
technology.”
Spencer Chen, Rectron

Hurry up, and wait
South Africa could soon find itself at the back of the technology adoption curve,
as a result of slower turnaround times on authorisations on imported products.
by Tracy Burrows
Photography Shutterstock

I

n an amendment quietly announced in
April this year, the National Regulator for
Compulsory Specifications (NRCS) of South
Africa, which certifies the safety and compliance
of the power components of imported servers,
electronics, TV and audio products, appliances
and power tools, extended its turnaround time on
Letters of Authority (LOA) allowing the sales of
these imported goods locally, from around three
weeks to up to 120 days.
NRCS states: “Letters of Authority are
required by all manufacturers and importers
of commodities that fall under the scope of
the above compulsory specifications prior to
the importation and sale of the product. This
LOA will only be issued after the successful
evaluation of the proof of compliance submitted.

“Before the LOAs can be issued to the importer
or manufacturer of a product that falls within
the scope of the compulsory specifications, the
company must register with the Electrotechnical
division of NRCS by completing the Application
for Registration form.”
In its Letter of Authority Administration
Procedure guide published in April this year,
NRCS advises: “The evaluation of the LOA
application will, under normal circumstances,
take +/- 120 working days from the date of
registration. If the application is approved, an
LOA will be issued.”
The NRCS had not responded to repeated
requests for comment by the time of going
to print, but did state in its 2012/13 annual
report that its Electrotechnical division was

challenged in meeting its (then) targets of a
21-day turnaround on approvals. In its report,
the NRCS said it had granted 7 453 approvals
in 2012/13, with only 38 percent of them within
21 days. It stated: “The delays were mostly
due to the increase in the scope of regulation,
capacity constraints, the inability to employ new
evaluators as a result of the complex recruitment
process and the negative impact of labour
relations issues.”
The extended turnaround time is reported to
have caught some local vendors by surprise, while
others said they had been unaware of the change.
Andrew McNiven, HP South Africa industry
standard servers category manager, says the
LOA required on imported electronics generally
took around one to two weeks to process
in the past. “It is essentially a paper-based
exercise, since all safety testing has already
been completed abroad. It’s just a matter of
submitting the tests and documentation to
NRCS for scrutiny.” McNiven says the new,
extended turnaround time could complicate
future launch plans and seriously impact HP
divisions where new products are launched
every quarter. “Servers, with a slightly longer
refresh rate, might not be as badly affected. But
nonetheless, we would still like our new product
releases to be in line with those in the rest of
the world,” he says. The issue of course is not
exclusive to HP, and other vendors would also
be subject to such restrictions.
McNiven adds that delaying product
introduction locally could also increase the
probability of grey market imports, “and this is
currently a major contributor to revenue loss for
vendors locally,” he says.
Spencer Chen, product director at Rectron,
says: “We believe that the change will
adversely affect Rectron and the IT industry
in general. IT products, especially PC, tablet,
notebook, monitors, power supplies and
printers, have model refreshes every three to
six months. Should NRCS only issue LOAs
within a 120 working day period, it means that
we in South Africa will always be six months
behind on technology. This may result in SA
not receiving updated issues from multinational
vendors at all.”
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Hemmanth Singh, Vodacom
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Selling to the CMO:
think results
by Tracy Burrows
photography various

Marketing decision-makers are an
exciting and potentially lucrative
target market for IT services and
solutions, say industry players. But
you have to move fast and deliver
measurable results if you want to
succeed in this market.

I

T procurement has moved beyond the scope
of the IT department, into every level of the
enterprise. One key division making increasing
use of ICT solutions to deliver on its mandate
is marketing. But selling to the chief marketing
officer (CMO) requires a markedly different
approach than selling to the CIO, say vendors.
Adobe Systems, which has long focused
on marketers, says the CMO has very different
priorities from the CIO when it comes to IT
procurement. Nicholas Leighton, enterprise
account executive: digital marketing at Adobe
Systems, says: “CMOs tend to be more focused
on the business side of things, whereas CIOs,
by the nature of their work, have to focus on the
systems. The CMO’s job is to understand and
engage with the customer, on top of getting the

brand message out to the world. So when we
speak to the CMO, we see greater interest in the
outcome, not how the solution works.”
Hemmanth Singh, Vodacom’s managing
executive of m-commerce, has played both the
CIO role and one similar to that of the CMO.
He says the key difference between the two
is that while the CMO is looking to business
acceleration, the CIO is more infrastructure-,
application- and data-driven.
“Often if you talk to a CIO, it needs to be
a pure product play. But with the CMO, the
discussion is more around a solution set, and it is
not brand-specific. The CMO is saying, ‘I want to
reach my existing customer, upsell them and win
new customers. Show me how your technology
can do that for me’.”

Outcome-based selling
Leighton says CMOs are challenged in
gathering and analysing data, improving
marketing and customer retention, and
proving the ROI on marketing spend. “There
are two sides to Adobe’s business – the media
component and the enterprise component. So
we take to market technologies that help both
the CMO and the CIO deliver on the enterprise’s
objectives, such as web CMS, analytics, ad
buying tools, social management and campaign
management technologies.
“This means we often engage with both the
CMO and the CIO in meetings. It’s necessary for

“When selling to the
CMO, we see the
primary interest is in the
outcome – the ‘what can
it do for me?’.”
Nicholas Leighton, Adobe Systems

them to collaborate on budget allocation and on
implementation. In South Africa, we see good
collaboration between the IT and marketing
departments of most enterprises,” says Leighton.
“When selling to the CMO, we see the primary
interest is in the outcome – the ‘what can it do
for me?’. CMOs also expect implementation to
be fast, and it’s an unstated requirement that the
solution must be simple to use and not require
much IT involvement,” he notes.
“Marketers just want to show results.
They’re under pressure to drive the right
customer experience at the right time. They
can be demanding customers, too – and rightly
so, because money and brand reputation is on
the line.
“Think of big-name brands: any mistake has
a huge impact on their brand globally. If their site
goes down or they don’t get the data they need,
it’s immediately visible to the consumer on social
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The pitch

Top tips for
selling to
the CMO
• Sell solutions, not technology
• Understand the client’s market, pain
points and goals
• Offer pilot projects
• Deliver fast – anything taking over a
few months is too long
• Show a measurable ROI

photography shutterstock

“Rather than going in and presenting a solution, you
should go in as a business advisor.“
Hemmanth Singh, Vodacom

media, and the brand suffers. Their data must
be accurate, up to date and enable real-time
decisions and responses.”

A fatter wallet?
Singh says the CMO tends to have a more
flexible budget too. “The CIO gets a budget and
says, ‘Within this budget, how can I optimise
systems?’. But the CMO is able to motivate for a
larger or more flexible budget, based on projected
returns. In fact, Gartner says that by 2017, the
CMO’s IT budget will be bigger than the CIO’s
budget in the customer-facing space. The CMO is
managing the budget for a range of areas – the
website, channel enhancement, campaigns,
customer databases, mining databases and
communications. So the budget is sitting in
the front-end space while the CIO budget gets
pushed deeper and deeper into infrastructure.”

However, Singh notes that collaboration is
necessary between the CMO and CIO. The CMO
may authorise the technology procurement, but
the risk is on the CIO, he says. “If it goes down
or there are problems, who gets the blame? The
CIO lives with the issues of support, resilience
and disaster recovery. So, fundamentally, CIOs
focus on risk minimisation while CMOs focus on
opportunity maximisation. Ideally, there should
be a strong partnership between the two roles.”

Tailored approach
Singh says when a vendor calls on a CMO, the
engagement should start with ‘How can I help
you?’, ‘What are your pain points?’ and ‘Where
do you see the business going?’.
“Rather than going in and presenting a
solution, you should go in as a business advisor.
I always say there are three important ‘Ls’ in

selling – look, listen and learn. Then go away
and figure out if you have anything to sell to
this client. Ask ‘How can I come back with a
solution?’ I see a lot more of this happening now
that I play a semi-CMO role. People call me and
say ‘I’ve read that you have a problem’ or ‘I see
you are moving into a new direction and I believe
I have a solution that will help’. I’m always
willing to see them,” says Singh.
“Because they tend to be creative, I believe
CMOs are open to new opportunity and to
change. They’re agile in their thinking, and
receptive to variety. They’re also receptive to
pilot projects.
“But the challenges of selling to CMOs include
that this market is volatile and people lose focus
quickly. You must be able to give quick results
and deliver a quick return. Very few CMOs would
do a one-year pilot. In fact, if you have anything
running beyond four months, you’ve lost their
interest – you almost want to do a production
system in four months and deliver a return the
next month,” he says.
While CMOs may be demanding customers
who want near-instant results, they’re a strong
and growing market for vendors with the right
solution sets. Singh says: “Marketing can be
massively lucrative, because the CMO budget
is linked to revenue. If your solution delivers
increased revenue, the budget will increase.”
Leighton adds that in South Africa, the market
opportunity for marketing-related solutions is
big and growing. “We see increased demand
for support, training and associated services
– depending on the type of technology in use.
So if someone is implementing a website, for
example, there’s a range of opportunities for
business, including content development, design
and creative teams. Vendors have a great deal of
scope to play a support and consulting role in a
number of areas.”
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Meet the Internet of Things
It’s the buzzword of the year, if not
the current decade. But what is the
Internet of Things and does it mean
anything for the channel?
by James Francis

W

elcome to the world of tomorrow, a
place where everything is connected,
where every bit of data is crunched
and where your lifestyle is catered for and
predicted by machines. We’ll never need to go
to the doctor for a check-up, because medical
wearables will transmit our condition to our
physician. We’ll never be late: our alarm clocks
and GPS gadgets will update dynamically to
keep us on schedule. And we’ll always have
milk, because our internet-savvy fridges will
order it.
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That is if you believe the utopian hype of the
Internet of Things (IoT). Reality may end up quite
different, but something big is certainly happening.

Defining the indefinite
The Internet of Things was first named in 1999
by Kevin Ashton, a trailblazer in the sensor
field. This term has since caused considerable
confusion, a bit like a joke about a pub argument.
You know: five drinkers, eight opinions.
“Even the IoT name is such a misnomer,” says
Russell Brand, senior consultant at T-Systems
South Africa. “The internet is made up of tons of
things – it can’t exist otherwise. The IoT is more
about the dynamic relationship that we maintain
with our environments through technology.
That’s what sits at the core of this revolution.”
The real issue in searching for a definition is
like that age-old question ‘how long is a piece
of string?’, exactly where does the IoT start and
end? There’s much debate about what to include
under the IoT umbrella. It has even prompted

“Often companies
don’t realise they can
or are already making
an IoT play.”
Sebastian Isaacs, Rectron

the godfather of internet architecture, Cisco,
to add its own bit to the lexicon: the Internet of
Everything (IoE), which seeks to encompass
more than the device-centric metaphors many
peg their IoT tent to.
“The IoT doesn’t create the biggest possibility to
sell new products into it, but is rather the outcome
of products being sold,” says Rudie Raath, chief
technologist and country presales manager at
Hewlett-Packard South Africa. “That’s where
a lot of people get mixed up with the various
contributors to the IoT, such as ‘big data’.”

Securing the IoT
The Internet of Things may bring incredible potential. But it’s also a security nightmare thanks to a cat’s cradle of connectivity, a sea of data and truly
countless devices. The natural instinct is to close the hatches and peer over the wall for intruders, but this is wholly incompatible in a world where it’s nigh
on impossible to say where a network really ends. Rectron’s Sebastian Isaacs puts it bluntly: security will always be insecure, especially with the end
consumer.
“Many companies can operate on closed networks and manage the risk, but once you look at end-users, the security risks multiply. There’s no easy
answer there yet. But there’s also room for new ideas in security, which we have seen appear. Solutions such as self-healing networks, hardware-layer
security protocols and two-step authentication.”
T-Systems’ Russell Brand notes that a lot of the IoT’s security concepts will be driven by end-user privacy concerns: “Trust is increasingly becoming the
only differentiator among both business clients and consumers. As such, many solutions are shaping around enabling privacy and data control. I believe
that will become a requirement from consumers as their views mature around data and technology. The sheer complexity of the IoT means it’s very easy to
cross that line without realising it. So the real shift going forward is how people respond to the security threats around us. There will always be technological
fixes, but it’s the mindshift that is key.”

The list of potential IoT alumni is a who’s who
of modern tech trends: cloud computing, big
data, machine-to-machine, artificial intelligence,
sensors, collaboration, smart devices,
virtualisation, wearables… Technically, the
IoT refers to the sharing and crunching of data
between devices – the removal of the human
element. But the name was soon appropriated
for a larger phenomenon: the consumerisation
of technology.
It’s the engine of the IoT revolution. Digital
technology was a journey that started in

earnest about 80 years ago. In his book Smart
Things, Mike Kuniavsky points out that the real
cornerstone of the IoT is ubiquitous computing.
Since microprocessors became commercially
viable in the 1980s, a CPU race has forged some
truly almighty chips. It’s often quipped that a
smartphone has more computing power than it
took to orchestrate the moon landing.
The truth is the 386 processor, introduced
in 1985, was already superior. While today we
focus on the latest and greatest processors,
behind them lies a long lineage of CPU

technologies, most of which are sufficient for
modern bit-crunching demands. You don’t need
moon landing technology for a GPS unit to
function. Of course key to this evolution is price:
Kuniavsky estimated that in its heyday the 486
CPU cost $1 500. Today you can pick up its peer
for as little as $0.50.
Processing technology came of age a
number of years ago, and today it’s dominantly
pervasive. The next step is to connect them
all – and that has also been happening for quite
a while.

Q4 2014 | The Margin 25

The connected home rush
Earlier this year Google paid
$3.2 billion for Nest, a startup that
builds smart smoke detectors and locks.
In September Apple, which also showed
interest in Nest, unveiled HomeKit, a
smart home ecosystem that third parties
can engage for their own products. These
all point to the belief that our homes will
be the next frontier in the meeting of
consumer and the Internet of Things. In a
recent survey commissioned by Fortinet,
nearly two thirds of respondents said the
connected home is very likely to emerge
in the next five years. Sixty percent of
South Africans agreed. But there are
several factors that concern users and
will impede uptake. Foremost is security,
but price is also a universal concern,
followed by features and functionality.
And of all the hubris around the IoT,
these four areas are among the least
resolved – even in business. The IoT
is anything but a unified technology
front and more critical pundits have
predicted extensive standards and
ecosystem battles before mainstream
consumer adoption will happen. Most
of these battles are likely to take place
in businesses, so don’t buy a smart lock
that works with a smartphone until you
see one in a hotel first.

“The internet has gone through a number of
evolutionary steps. We started with connectivity,
then moved to the network economy, then
the rise of social media and rapid end-user
empowerment,” says Alpheus Mangale,
managing director of Cisco South Africa. “Now
we’re embracing the Internet of Everything.
It’s partly a technology evolution, but what’s
happening is much, much bigger.”

Meet the Catalysts
The maturity of several key technologies is
creating this environment. Cheap sensors
are crowding the market: a smartphone has
more sensing capacity than bomb-detection
equipment from a decade ago. Dovetailing nicely
with this is connectivity – not so much speed
but pervasiveness. Even the most distant and
isolated spots on the planet can still be reached
through a satellite link. Connecting a device in
an urban area is really just a matter of doing it.
That sits at the core of most IoT definitions: more
devices are capable of collecting data through
sensors and connecting to remote systems.
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This defines a core IoT technology: machineto-machine. M2M is the removal of the people
element – instead, two machines talk to each
other and make decisions without human
intervention. It may seem frightening, but this
already happens constantly.
The next ingredient is artificial intelligence (AI).
Google and Amazon use AI to determine your
search results or what might tug at your purse
strings. Apple’s voice assistant Siri and other
similar services are AIs sitting on remote servers,
doing the thinking and transmitting results back
to your phone. AI is arguably the technology in
the IoT pool that has evolved the most in recent
years – and gone the most unnoticed. But it’s
changed the rules, because now machines are
able to make deep and complicated decisions.
“We’re starting to see the birth of real artificial
intelligence,” says Raath. “It’s an absolute
transformational journey that we’re able to be a
part of.”
Putting aside fears of machines running amok,
this has allowed technology to skirt humans,
traditionally the slowest and least reliable part

of any ICT ecosystem. But we’re not left out in
the cold.
“One key aspect being ignored is that this is
the Internet of Things for people,” says Brand.
“We often don’t think about the user experience
driving it. We’re not removing technology from
our grasp, but dissolving the barriers for entry
and what technology can do for us.”
Smart devices have already dropped the
technical requirements for operating technology
and currently wearables like health wristbands
are introducing a completely passive side. We’ll
only notice it when it’s not doing its job.
That’s the big central cog of the IoT (or IoE):
usage barriers are collapsing. Technology has
stepped up and users are grabbing technology
by the horns without needing to know anything
about it.

Your business on IoT juice
So what does the IoT mean for the channel and
what advantage is there to be had? The good
news is that in many ways the IoT is business
as usual.

Ultimately the Internet
of Things is not
something finite nor
new. It is a coming of
age for the blurring
between technology
and society.
“So many companies have already started on
the IoT without even knowing they’ve been doing
it,” says Sebastian Isaacs, business development
manager at Rectron. “One of our clients has been
collecting information from all kinds of sources.
Yet they were drawing very little of the available
value. Often companies don’t realise they can or
are already making an IoT play.”
Even the humble barcode is an IoT technology.
When groceries are being tallied, the store
assistant simply swipes barcodes across a sensor.
Machines do the rest. Barcodes have also been
in use for decades to manage inventories at
companies – Toyota is legendary for employing
barcodes to manage its vast spare parts world.
“The IoT represents a very practical way to
centralise processes,” adds Isaacs. “Through
communication and devices we’ll see increasing
overlap between different sectors and disciplines
to achieve better results. It’s hard to think of an
industry that won’t be impacted by the IoT, if it
isn’t already.”
Most companies are unknowingly invested in
a facet of the IoT. So the question of how to align
with this new age is a matter of what a company
has and wants to achieve.
“If we have conversations about the IoE with
customers, but don’t contextualise it, it just sounds
like another piece of jargon,” says Mangale. “Yet
once you start highlighting the real-life examples
at hand, people quickly start connecting it with
how to improve real situations.”
CCTV cameras are an apt example, feeding
footage into computer systems. Through
isolation and tracking technologies – innovations
airports have been using for decades to track
persons of interest – it’s practical to automatically
monitor an area for stock movement or assembly
line problems. This can be as simple as adding
the right software, freeing humans to focus on
specific events.
But this is not a conversation about
technology, says Raath: “We shouldn’t focus on
investing in physical, tangible devices, but rather
invest in humans, emotional connectivity and
experiences. That’s the success that will unlock
the business models of the future.”

Where bits meet
atoms
At the My World of Tomorrow
2014 conference, hosted by
Business Connexion and held
in Sandton, Kevin Ashton,
inventor of the term ‘Internet
of Things’, spoke about the
concept and how he saw it as
an opportunity for Africa to
leverage.
“Computing in the 20th
century required humans to
enter information manually,
through keyboards, cameras,
and microphones. It was
abstract and not in real-time.
Computing was in its infancy. In the 21st century computing is starting to catch up, and we’re now
starting to integrate with the internet of atoms, where things are hugely complex and happen in
real-time. The Internet of Things is what computers were invented for,” he says.
Part of the evolution has been that computing chips have become smaller, networked, require
lower energy and include sensing ability. But, perhaps surprisingly, translating the real world into
the virtual is not where the major stumbling block is, notes Ashton. “The challenge is not how
computers sense things; the challenge comes once you’ve gathered the data, it’s how to then
make that meaningful to either other machines or to humans.”

Sense

Transmit

Store

Analyse

Serve

Present

An African opportunity
With innovation often being driven by survival and a high mobile phone penetration in adults,
Ashton believes the IoT offers Africa a good opportunity to catch up where it may have been left
behind by previous digital developments. “With widespread access to basic connectivity, such as
SMS, Africa has all it needs to lead the Internet of Things,” he says.
One aspect that may be holding development back is standards. Ashton urges those with an
interest to get involved to do so with urgency and not to simmer their ideas. “Waiting for standards
to be developed is like waiting for colonisation,” he concludes.

Ultimately the Internet of Things is not
something finite or new. It is a coming of
age for the blurring between technology and
society. There’s no hyperbole in saying it will
impact everything in our world. That’s like
arguing that electricity has limited appeal.
But hype has confused things, because
companies try to market tech solutions
through an IoT prism. Instead the channel
should mull over its existing business practices
and see how the old and new can deliver

results. For example, tracking merchandise
movement with RFID tags, predicting future
stock levels through data analytics or even
selling packaged IoT solutions.
“Understanding how this is impacting your
company and your sector is very important,”
says Mangale. “That’s necessary to take
the right bold steps to embrace the IoE’s
opportunities. But companies can’t afford to
ignore the trend. It’s absolutely here and it is
here to stay.”
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Speedbumps on the road
Getting to grips with the ‘who’ and the ‘how’ of the Internet of Things.
by Donovan Jackson

B

atten down the hatches and prepare
for a hype storm not seen since the
ravages of ‘big data’. That’s right, bearing
down on us like a new Hurricane Sandy is the
fearsome prospect of the Internet of Things
(IoT). While that might sound like next summer’s
blockbuster creature feature, the IoT just means
lots – really, lots – of devices all hooked up and
communicating via the internet, all with the
purpose of making life and business easier, more
efficient and more convenient.
That comes down to the simplest of adages;
you can’t manage unless you can measure.
Measuring is what IoT is all about, as it provides
the ability to measure where no man has
measured before. But like all things technology,
before the juice comes a long squeeze. Right now,
as is the wont of the industry, there’s a lot of noise
around IoT. But just who is banging the drums?
Before we get to that, let’s take a look at
what intelligence operation Gartner has to say.
Most notable is its positioning of IoT at the very
apex of the Peak of Inflated Expectations in its
aptly-named Hype Cycle. The introduction to its
Hype Cycle report even begins, ‘The Internet of
Things has the potential to transform industries
and the way we live and work.’ The key word is
‘potential’ and that transformational effect can
be expected to impact on the datacentre market,
technology providers, technologies, and sales
and marketing models.
Gartner estimates that the IoT will include 26
billion units installed by 2020, and by that time,
IoT product and service suppliers will generate
incremental revenue exceeding $300 billion,
mostly in services. In a press release, research
director Fabrizio Biscotti notes “IoT deployments
will generate large quantities of data that need
to be processed and analysed in real-time,”
putting strain on datacentres and serving up new
security, capacity and analytics challenges.
But that’s all in the future. Right now, it’s
a case of ‘there’s gold in them thar hills’ and
vendors are looking to stake their claims.

The vendors of things
The IoT gold rush has plenty of prospectors,
since it depends on networks, network operators
and millions of tiny communication devices
which can be placed on even quite small goods.
The usual suspects are there: the likes of Cisco,

Measuring is what
IoT is all about, as it
provides the ability
to measure where no
man has measured
before.
Huawei, SAP and IBM loom large, as does
Google. Apple is definitely in there, particularly
as the concept of the Human IoT takes hold
(see box). But there are also a raft of lesserknown vendors such as Freescale and Rockwell
Automation, or vendors well known in other
industries, such as Bosch and Schneider Electric.
Locally, the mobile network operators and
systems integrators are eyeing up IoT, too.
Vodacom and MTN operate networks which
cover most of the country; organisations like
this leap at the possibility of any additional
connected devices which rely on their
connectivity for operation. And systems
integrators like Dimension Data and Business
Connexion are dead keen to put their expertise to
work to deliver solutions that businesses want.
However, in making head and tail of the IoT
vendor landscape, it’s not that easy to see just who

is playing in which particular sandpit: there is no
Gartner Magic Quadrant. Along with its precipitous
placing on the Hype Cycle, that’s telling.

Challenges on the road
Far from a foregone conclusion, the sheer
scope proposed by the IoT means it comes with
its fair share of problems, which are likely to
be confronted and ironed out along with the
plunge into the Trough of Disillusionment. Some
problems will be familiar. Others, not so much.
Foremost is the absence of shared
infrastructure; notably, Apple and Google
are already introducing vertically integrated
platforms, opening up the possibility of
interoperability problems familiar to the
technology industry since forever.
As a nascent concept, there’s also a lack of
common standards, another problem entirely
familiar to the industry. This takes time, more
than anything else, to resolve, and typically
happens with the cooperation of the Internet
Engineering Task Force (IETF) or the Institute of
Electronic and Electrical Engineers (IEEE).
Other issues include the more organic, such as
battery life, and the esoteric, such as data control
(not ownership – access is the more important
metric) and sharing.
However, the technology industry is nothing if
it isn’t about solving problems, so these and other
issues bound to crop up as the IoT takes shape,
will surely be resolved one way or another.

The Human and the Industrial
With technology becoming so ingrained that we’re already wearing it, some pundits are separating
out the Internet of Things into two distinct camps: the Industrial IoT and the Human IoT.
Aside from fulfilling the technology industry’s fascination with ever-more demanding acronyms
(you try pronouncing HIoT or IIoT), it’s a sensible distinction. After all, with seven billion humans
and counting, many of whom are falling over themselves in their haste to become cyborgs, the
sheer numbers exist for human networks.
The drivers are very different, however, as the HIoT tends to focus on the delivery of personal
services, tied to whims of fashion and budget, and with a possible concern for ‘personal privacy’
(although the popularity of Facebook and the pervasive culture of celebrity might suggest
otherwise).
Meanwhile, the IIoT is driven by the desire to look more deeply into the field to see what’s really
happening – and to improve process and performance with the resulting information.
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The IoT gets closer
While the sci-fi worlds depicted in BladeRunner and Minority Report are still some way off,
there are a number of real-world solutions that demonstrate the Internet of Things (IoT) is
already happening and its evolution is gathering momentum.
A familiar example of an IoT system that’s already in place in homes is the security system. Whether triggered by entry or motion sensors, beams or even the
electric fence, a signal is then sent (albeit through radiowaves) to the security company so a guard can be dispatched. Examples of IoT are going to get far more
complex, far more pervasive and far more commonplace.

Putting TV front
and centre
Most attention on the recent announcements about the latest TV set-top
boxes launched in South Africa has revolved around the TV content
and broadband connectivity. However, a couple of elements are worth
highlighting in the name of IoT.

DStv’s Explora

Where the web meets the world
We’ve gathered together some examples of products and prototypes currently
out there |that will give the IoT a kick-start.

Samsung’s front
loading
washing machine
(WW9000)
features WiFi connectivity
and is already on sale in
South Africa. It allows
users to start loads
remotely. Samsung
recently expanded its
smart home offering
and also acquired
SmartThings, creator of
an open ecosystem for
connected homes.

Multichoice has revealed it will be launching a WiFi connector to
plug into the Explora’s ethernet port. Initially this will let users set
recordings remotely (either through the DStv website or a mobile app).

Altech’s Node

The Node set-top box, launched by Altech in September, includes a
video on demand service, but more interestingly (for the purposes
of this feature) it’s also being positioned by Altech as the control
centre for the smart home. Surveillance cameras can be connected
wirelessly to the Node and then viewed remotely through a tablet or
smartphone. The Node also connects to ZigBee peripheral devices
(such as smart plugs), which means users can control house lights
and switch on appliances such as geysers, either through the set-top
box or through mobile devices.
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T.Jacket is a wearable vest

Dropcam’s WiFi video cameras
enable users to remotely monitor
their home, baby, pets or business
from their PC, tablet, or smartphone.

controlled via a smartphone/
tablet app and through adjustable
air pressure compression it
provides customisable deep touch
hugs to help calm and comfort
wearers. A built-in sensor in the
vest monitors user movement
activity (sitting, standing, walking,
rocking and running).

The most connected
human on earth

Philips has developed a smart lighting system
that uses LED globes (which can dim or change
colour) all from a smartphone.

Chief digital officer, and senior VP at
Healthways, Chris Dancy is a living,
breathing pioneer in the ‘quantified self’
or personal informatics movement. The
self-proclaimed ‘most connected human on
earth’ has anywhere between 300 to 700
sensors, devices, applications and services
that monitor his body and surroundings. By
recording these various readings in a digital
diary and analysing the findings, Dancy
is learning how a data-driven lifestyle can
improve his health and life. Thanks, in part,
to this data Dancy has managed to lose
50KG (see insert picture).

Belkin’s Crock-Pot smart
slow cooker allows users
to remotely monitor cooking,
set the temperature, and
begin or end cooking through
a smartphone. The Crock-Pot
uses Belkin’s WeMo technology,
which allows access and control
over the internet; WeMo is also
available for electrical switches,
motion sensors, light switches
and web cams.

Well Cow’s modules wirelessly

Oral-B’s SmartSeries
electric toothbrush
records brushing activity as
data that users can track on
their smartphone and share
with dental professionals.
Brushing routines can also
be programmed by dentists
to help coach patients to
improve dental hygiene.

monitor rumen stomach pH
levels and temperature of
cattle, allowing farmers to
monitor and manage
the wellbeing of
their livestock.

The HAPIfork is an electronic fork that helps
users to monitor and track eating habits, such
as number of ‘servings’ in a minute and time
taken to eat. Designed to help users slow down
how they eat, information is uploaded from the
smartfork via USB or Bluetooth and can be
viewed online or through smartphone apps.

Sport is one of the areas showing
high levels of early IoT adoption,
with fit bands and heartrate
monitors well-established among
amateur and professional athletes.

Adidas has developed a
smart ball with inbuilt sensors to
enable wannabe David Beckhams
to practice their set-piece taking
and analyse the kick afterwards on
their smartphones.

Q4 2014 | The Margin

31

Vox Pops:

How will the Internet of
Things impact on business?
The Internet of Things (IoT) offers seemingly limitless possibilities that arise when
combining information from devices and other previously ‘voiceless’ objects with
computing systems in novel ways. Considering the massive processing capabilities
available today, it means all kinds of expansive analysis can be achieved.
It seems likely, then, that the IoT will have a powerful impact on business, but just how
prepared are businesses and employees to make the most of this opportunity? With this
in mind, The Margin asked key players in a range of industries the following question: “Do
you believe the Internet of Things will become a commercial reality in South Africa and if
so, how might it impact on your business?”

by Rodney Weidemann
Photography various

Pieter Bensch

Oracle South Africa
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Pieter Bensch, vice president and MD of Oracle South Africa,
says his company absolutely believes the IoT will transform the
business landscape as we know it today, as it represents not just
new technology, but a new way of thinking about technology and
its uses.
“To say that this potential multitrillion-dollar market will affect
business is actually a gross understatement. Gartner estimates that
within the next six years, the total global economic value-add from
the IoT across industries will reach US$1.9 trillion. In addition, the
IoT is creating new market opportunities and providing a competitive
advantage for enterprise users in current and new markets.
Moreover, it touches everything – not just the results a business gets,
but also how those results are generated and used.
“I believe the IoT is a whole new way of thinking about the
products and services a business provides. It represents a huge
opportunity for manufacturers of devices, providers of services and
other businesses that can manage the wave of high-velocity data
and find business value for their customers and their markets. To
compete, a business must focus on bringing high value products and
services to market that can differentiate it from the competition.”

Vishal Gautam, marketing and business development manager at Tega
Industries, says the all-pervasive reach of technology will have a profound
impact on the South African mining industry in years to come.
“For example, for safety reasons, automated and remote-controlled
mining will become the order of the day, with IP-addressed equipment
becoming commonplace. Already in the earthmoving and other industries,
we’re seeing equipment with the ability to self-diagnose, and schedule
maintenance and services all by themselves. Diagnostic data is already
being made available to operations management staff to hone the
performance of these machines.
“Similarly, minerals processing has become a science and hi-tech
equipment is ensuring optimum efficiency of plants. Thanks to modern
process control equipment, the plants nowadays can be run from remote
locations around the world – this shows that the IoT in mining is closer than
we all might think.”

Vishal Gautam
Tega Industries

Ridwaan Ismail, head of finance at Nace Logistics, believes the IoT will become
– if it has not already done so – an integral and essential business tool, not
only for communication but also for nearly every other aspect of business.
“Just in our line of business, there’s a host of ways in which the IoT
could benefit us. For example, with business registrations and other legal
administration, not to mention the sourcing of staff, assets and other business
resources. It could also play a role in the receiving of customer requests for
transport, responding to these and in sending instructions to staff to action such
requests. It will also assist in the delivery of information from handheld devices
in vehicles that will signal the successful completion of requests, provide an
online interface for clients to track the progress of their shipments from the
moment it leaves their premises, as well as through every checkpoint en-route,
to final destination.
“In addition to these functional areas of business, there’s definitely
opportunity for multi-system integration between transporters, suppliers and
clients. For example, a retail shop places an order with a factory for goods,
and a notification is sent to the transporter at the same time. In this way, the
collection and delivery are synchronised and all parties concerned are satisfied.
This is really the ultimate goal of IoT from a logistics point of view.”

Saurabh Kumar, MD at In2IT Technologies South Africa, suggests the
IoT is no longer a ‘future’ technology and is already making people’s
lives easier. As an example, he points to wearable devices that provide
feedback on real-time health statistics.
“Just like computers and mobile phones, as soon as the IoT
starts to impact beyond enterprises in South Africa and starts
impacting consumers, it will change the way we live. Therefore, a
smart parking system would expand and become a part of smart traffic
management. We will upgrade to smart homes and smart cities and this
will all be a reality.
“Approximately 14 percent of In2IT’s technology practitioners are
currently involved in building solutions around the IoT, such as smart grids,
sensors for smart cities, analytics on massive datasets being collected and
so on. We see this growing in the near future to include applications being
developed on these connected devices, as well as big data, security and
data privacy.”

Ridwaan Ismail
Nace Logistics

Saurabh Kumar
In2IT Technologies
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A channel of things
The Internet of Things offers
early opportunity.
by Carel Alberts

B

ack in 2012, Gartner named the Internet
of Things (IoT) one of its Top 10 Strategic
technologies (or more precisely,
‘technology collectives’).
Not quite two years later, the firm declared IoT
to be the most hyped emerging technology of all
– even more glorified than big data. In 22 short
months it had not so much matured as become
the most abused term of our time.

Opportunities – industry
perspective
To be fair, IoT does have a big future, but only in
five to ten years, Gartner predicts.
“Still, there is opportunity right now,” says
Brian Pinnock, general manager of innovation
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at Internet Solutions. Pinnock has the industrial
IoT in mind when he says that, and to some
degree ‘lighter’ IoT, including home and
building automation, machine-to-machine
communication and telemetry. The Human IoT
is a thing too, but very few in IT are seriously
interested in the Nike FuelBand.

Time perspective
Pinnock says the opportunity can be divided into
time horizons – short-term and medium-term.

Short-term opportunity
“Right now and for two years hence, the
opportunity is limited to home automation, retail
and manufacturing,” he notes.

Home automation offers opportunity for
hobbyists looking to deploy networked sensors
and actuators (a type of motor responsible for
moving or controlling a mechanism or system)
in a myriad home security, climate control and
entertainment applications.
“In a more industrialised context, IS offers
straight-forward telemetry in retail and
manufacturing, deploying sensors that monitor
variables like fridge temperature, water flow
and electricity consumption and trigger alerts
when there is variation outside certain ranges,”
he says. “Embedded intelligence in the system
actuates an automated response or allows
remote control.”

Gartner Hype Cycle for the Internet of Things
The Internet of Things in happier days (right now). Gartner gives it five to ten years before any real
money will be made.

Internet of Things on the Emerging Technologies Hype Cycle
VISIBILITY
Peak of Inflated Expectations

Plateau of Productivity

Medium-term
Beyond this time horizon (two to five years),
IoT will have broader application, notably in
the public sector, with offerings in smart cities,
smart buildings, transport and healthcare,
Pinnock states.

Gamification

Slope of Enlightenment
3d scanners

Smart
Robots

Functional perspective
An understanding of the solution architecture
of an industrial IoT setup hints at what these
opportunities might entail, and who stands to
pick up the slack.
At the outer edges, sensor components
(alarms, temperature gauges and so forth) and
actuators (door locks and thermostats) make up
the end-points of a cloud of things.
These are connected via local area network
to the enterprise/home network, with a gateway
providing the intelligence to direct the data
appropriately. From there, a backhaul network
connects the site to the internet. Depending on
the application, and hence the volume of data
collected (e.g. video stream versus machine-tomachine communications), this can be anything
from GSM to ADSL to a fibre optic link. But the
brains of the outfit is the IoT software platform
that acquires, processes, stores and analyses the
data and manages the sensors, says Pinnock.
This broad spectrum of gear, applications
and software platforms yields all manner of
opportunities for systems integrators, equipment
providers, internet service providers, network
operators, software vendors and specialists
in data storage, analytics and application
integration/middleware.
“Home automation is going to be huge,” says
Pinnock. “If I were a regular reseller I’d consider
starting there, at a very basic hobbyist level, to
try and work out how it all fits together before
taking on the more industrial opportunities.”

Operational perspective
From a purely operational perspective, the
IoT presents significant challenges to channel
companies.

Trough of Disillusionment

TIME

Technology Trigger
Source: Gartner, August 2014

“Home automation is going to be huge. If I were a
regular reseller I’d consider starting there, at a very
basic hobbyist level, to try and work out how it all
fits together before taking on the more industrial
opportunities.”
Brian Pinnock, IS Innovation
Sebastian Isaac, business development
manager at Rectron, says no single system
integrator (SI) can make IoT solutions by
themselves. “Software, hardware, cloud,
networking and interconnectivity solutions must
work together in order to get the best out of
it. SIs will be sought after because they have the
skills to turn the various elements into industryspecific solutions. Different data analytics and
applications are also required.”
Isaac says resellers will need to add different
resources and skills to their solutions portfolios or
develop strong partnerships with other resellers
or key industry partners.
For IoT to truly work in South Africa, Isaac
says, our internet infrastructure presents the

biggest problem. However, the recent fibre price
war may soon put paid to that.

Business perspective
Claude Schück, channel sales lead of EMC
Southern Africa, says the IoT presents channel
customers with new opportunities for offering a
more streamlined business that cuts operational
costs and stimulates new business, but there is a
major challenge with managing all that data.
“Channel companies shouldn’t get bogged
down by details like disk speed and I/O speeds.
This new phenomenon will also increase the
amount of ‘useful data’ that can be analysed. And
the conversation should be about the competitive
advantage of putting new data streams to use.”
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Visualising the
Internet of Things
A graphical view of the things,
the places and the potential of
the IoT.
Gartner describes the Internet of Things (IoT) as ‘a concept and
framework that describes how the internet will expand as sensors and
intelligence are added to physical items such as consumer devices or
physical assets, and these objects are connected to the internet’.

Beecham Research segmented the Internet of Things and
M2M into nine key sectors, namely:
Buildings

Energy

Consumer
and home

Healthcare and
life science

Industrial

Transportation

Retail

Security and
public safety

IT and
networks

Gartner estimates the top three sectors leading IoT adoption are:
manufacturing

15%

healthcare

15%

A recent study (July 2014) by Appinions found that

home automation is the most popular branch of
Internet of Things technology
with large companies like Apple, Google, Philips, Samsung and Belkin all looking
to have greater influence.
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insurance

11%

Momentum is certainly building.

Size of the market

According to data from CBInsights, a US-based venture capital research firm,
in 2013 IoT-focused startups attracted $1.1 billion in investments across 53
deals. This represents an 11 percent increase from the previous year. In recent
months major players have started to make moves:

Cisco estimates that in 2014 there are 14.4
billion connected devices in the world. Machina
Research reckons there are already about 100
million connected things in Africa.
According to UN estimates, there will be
a global population of 7.7 billion by 2020.
However, the estimates of the number of devices
connected by that date varies greatly. Gartner
says 26 billion, Cisco reckons 50 billion
and Morgan Stanley estimates 75 billion.

•

Google acquired Nest Labs (manufacturer of smart thermostats and smoke
detectors).

•

Cisco, AT&T, GE, IBM and Intel created the Industrial Internet Consortium, which
now has 85 members.

•

GE has announced a warchest of $1 billion to invest in Industrial Internet, and
will open its Predix software platform to developers in 2015. It is set to work with
US telco giant Verizon, as well as with Intel and Cisco on creating ‘Predix Ready’
devices.

•

Cisco made three investments in IoT startups – Alchemist Accelerator, Ayla
and Evrythng.

•

Apple announced HomeKit a development platform and associated certification
initiative to integrate existing and future smart home technology into Apple’s iOS.

•

Huawei recently bought UK-based Neul for $25 million (a relatively low sum
compared to other recent IoT acquisitions, such as Nest Labs’ purchase of
Dropcam for $555 million).

The most influential IoT
companies, according to
Appinions’ 2014 study are:

The most influential industrial
IoT companies, according to
Appinions’ 2014 study are:
757

Apple

549

Nest

243

Google

162

Intel

GE

22
22

Omron

Cisco

100

DataLogic

94

Emerson
Electric

89

24

Cisco

129

Vodafone

29

Google

Microsoft

Samsung

38

RTI

17
15

Blackberry

11
10

MediaTek

50

Rockwell
Automation

SecureRF

47

Apple

8

Connected devices per person
in 2020
Gartner:

3.4 devices

Cisco:

6.5 devices

Morgan Stanley:

9.7 devices

Value of the market
Research house IDC estimates spending on IoT
technology and services (components, processes
and supporting IT and connectivity) was $4.8
trillion in 2012, and expects it to rise to $8.9
trillion by 2020. Cisco’s CEO John Chambers
has forecast the global financial impact of the
Internet of Everything (IoE) will hit $19 trillion
by 2020. This figure results from people
buying more objects and efficiency savings
created from smarter systems.
Product and service suppliers will generate
incremental revenue exceeding $300 billion,
mostly in services, in 2020, says Gartner. This
will result in $1.9 trillion in global economic
value-add through sales into diverse end markets.
To take one small chunk of the IoT market,
Machina Reasearch estimates the global value
for M2M connected consumer electronics

will reach US$697 billion in nominal
terms in 2023 (US$540 billion in real terms).

Value of the local market

The IoE could generate R152.58 billion
($14.3 billion) in value for South Africa’s public
sector over the next decade. That figure is
created from two levels:
• City level (accounting for R131.24 billion),
which includes: smart grid, cyber security,
travel, mobile collaboration and chronic
disease management.
• Citizen (totalling R21.34 billion), covering:
payments, counterfeit drug programmes,
chronic disease management, telework and
smart street lighting.
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Bring your own
opportunity
Generation Y and its demand for working its way is driving disruption in the IT space.
by Ben Kelly
photography various

T

he concept of ‘bring your own device’
(BYOD) struck fear into many IT
departments when it was first mooted in
2005. The very idea that company employees
could bring their own computers and connect
them to the company network raised the spectre
of secure networks being exposed to all manner
of evils. For those making their margin from the
supply of desktops and laptops to large clients
the prospect was more dire. Fortunately for all
involved the concept of employees buying their
own computers never really caught on.
In the end, however, it wasn’t the laptop that
provided the beachhead for user-owned devices
gaining access to the company network, it was
the smartphone, starting in earnest with the
launch of the first iPhone in 2007. While the
smartphone was the first device to give users
real control over their computing environment,
the BYOD game is getting more interesting by
the day, driven by the entry of Generation Y into
the workforce and the proliferation of new device
and service categories.
It’s not simply that users are bringing their
smartphones to work and demanding they can
access their e-mail on them, it’s that they’re
using services like Dropbox and Google Drive to
store their data on cloud-based systems, posing
a real security risk to the enterprise. This creates
a new level of disruption for both corporate IT
and for service providers.
Kim Anderson, chief technology officer
at T-Systems SA, says Generation Y – the
oldest of whom are in their early 30s and
the youngest are just leaving school – have
set a new enterprise technology standard,
demanding they’re always connected and able
to communicate in the manner of their choosing.

For IT departments that like to control every
aspect of the corporate IT infrastructure this can be
challenging. Not only are these users starting to
dictate the agenda, they’re continually changing
the rules as they expect each new device or
service category to be instantly adopted.
“This has gone far beyond just connecting a
device to a network, this is just as much about
cloud services as it is about devices,” he says.
“Generation Y do not simply consume
services, they actually work with the tools, the
services are an integral part of how they function
on a daily basis. They actively look for the tools
that can make them the most productive and use
those, irrespective of what company policy may
have to say on the matter,” says Anderson.
The disruptive force that these employees
will have will be felt not only by internal IT
departments, but also by service providers
working with these companies. Issues such as
what sites are allowed or blocked and how much
bandwidth is provisioned for the protocols that
these services use are all things that outsourced
service providers will have to take cognisance of.
Service providers are also being forced to
compete with platforms that are popping up on
a daily basis and which their clients – the South
African enterprise – have chosen not to use, for
any number of reasons.
Maintaining the status quo will simply
result in disruptive users sidestepping the
corporate network and using their own internet
connection to keep information that may be
considered confidential..

Wear your own device
Web services are the clear and present danger
for service providers but the new class of

wearable devices will bring their own disruption
with them.
The side-effects of the adoption of Google
Glass and the impact it’s had on the realms
of security and privacy are well-documented.
Early adopters are already wearing activity
trackers and the launch of the Apple
Watch early next year is likely to push the
smartwatch firmly into the mainstream of public
consciousness. When this happens it will be
good news for mass market and online retailers
that will be the preferred channel for consumers
to acquire these devices.
“While smartphones, tablets and the like
were dismissed as something of a fad, most
businesses have learned their lessons and
are better prepared to react to developments.
What’s more, the professional use cases
are more easily recognised (think wearable
cameras for the police or head-mounted
displays for surgeons), meaning there will be
a greater readiness in some quarters to adopt
the technology,” says Martin Walshaw, senior
engineer at F5 Networks.
Building solutions around these technologies
before clients feel the effects of the disruption
will enable service providers to be more flexible
when the demand arrives.

Opportunity or threat?
Anderson points out that rather than IT
departments looking at the threats posed by
these new classes of device, companies should
be looking at how they can leverage these
devices to improve productivity or even provide a
greater degree of security as smartwatches can
be used to monitor the location of the employee
within the premises.
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“While smartphones, tablets and the like were
dismissed as something of a fad, most businesses
have learned their lessons and are better prepared
to react to developments.”
Martin Walshaw, F5 Networks
While this may sound intrusive, using
location-based security could enable companies
to enable or disable access to services or
information based on where the user is when
they are accessing the system. This could differ
depending on whether they are in the building or
on the other side of the world.
Anderson explains that if companies choose
to enable access to specific services depending
on who the user is and where they are many of
the security concerns surrounding this area can
be negated.
For example, in a banking environment, core
financial information would only be available if
the user is on the corporate network, but not while
they are using an external network such as WiFi
or cellular. Using a virtual environment where the
data never leaves the server is the other element
that makes real security possible when it is next to
impossible to control the device.
“Almost half of South African companies
(44 percent) either do not have a plan in place

to manage the use of personal devices for
work-related purposes or employees were not
aware of a plan in place. This is a concern as it
immediately makes them more susceptible to
security threats,” says Kian Ellens, sales business
development manager at Cisco South Africa.
This doesn’t mean that South African
employees are not already bringing their
own devices into their work environment and
connecting them to company resources.
Research conducted by Cisco and released
in August indicates that at least 52 percent of
South African employees bring one of their own
devices to work and 63 percent of employees
are allowed to use their own devices to access
corporate networks. Most of these are smart
devices such as smartphones and tablets, but
as other technology form factors become more
common, this will likely change.
At the same time the research indicated
that 87 percent of employees are allowed
to use their company-issued computers for

personal business. In addition to indicating that
IT departments have loosened their grip on
what people are and aren’t allowed to do with
work-issued equipment it also shows that the
company-issued computer still reigns supreme
when it comes to PC-based computing devices.
While the potential for new technologies,
bought off the shelf at retailers or online, to
disrupt the conservative world of corporate IT is
very real, the opportunities for these new classes
of devices to increase productivity is equally
relevant. Part of the challenge, however, remains
the need to connect people to their services
wherever they are.
For those thinking they have time to wait
and see where the disruption is most likely to
be felt research firm Gartner’s list of the top
ten technology priorities for 2015 sounds a
salient warning. Top of the list is ‘computing
everywhere’ with the firm saying: “Phones and
wearable devices are now part of an expanded
computing environment that includes such
things as consumer electronics and connected
screens in the workplace and public space.
Increasingly, it’s the overall environment
that will need to adapt to the requirements
of the mobile user. This will continue to raise
significant management challenges for IT
organisations as they lose control of user
endpoint devices.” And where there are
challenges to be solved, there is opportunity.
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Securing personal information
PoPI offers the channel opportunity, but don’t overlook the implications for
your own business, warn the experts.
by Clare Matthes
photography Shutterstock

I

t’s been a long time coming (although elements
have existed in various forms for a while), but
the Protection of Personal Information (PoPI)
Act seems now to be entering the home straight.
Enacted in November 2013, we’re still waiting
for clarity on when the framework legislation will
commence. Organisations, however, will have one
year to become compliant once that date is set.
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With so much information residing on IT
systems, it’s certainly an issue that affects the
channel. The smart channel companies will
recognise that PoPI offers business opportunities,
such as advising clients on the pitfalls and
providing compliant solutions. But, tempered with
the opportunity are potential internal operational
issues to be addressed for self-compliance too.

PoPI is currently the most comprehensive
piece of privacy legislation in the world, so
says EY’s South African IT Risk Advisory team,
comprising Russell Opland, associate director,
and Thagraj Moodley, senior manager.
According to Opland and Moodley, one of the
aspects of PoPI that may catch some organisations
unaware is that in addition to protecting the
information held about individuals (including
customers and employees), companies are also
going to have to safeguard the information held
about organisations – whether that’s customers,
business partners, vendors or suppliers.
Francis Cronje, an information governance
specialist who advises large entities on the

“PoPI opens up opportunity for the channel but I
don’t think channel companies know enough yet.
The guys that are however moving on it have a great
advantage.”
Fred Mitchell, Drive Control Corporation

“South Africa doesn’t have this kind of
arrangement with the States,” Cronje says.
“As many cloud solutions are based in the US,
for me, that creates a huge dilemma – not just
in terms of security but if it comes down to
jurisdiction, it’s going to be very difficult to fight a
court battle in the US to gain access to my data.
“South African companies therefore need to
offer all these safeguard solutions and explain
how they can benefit a client. It’s important to
know whether they have their own datacentres or
locally-based service providers, or do they merely
act as a conduit of a bigger cloud provider.”
Ostensibly, this presents a huge advantage for
those offering locally-hosted cloud services as
they can promote that these services are local
with no jurisdiction issues.

The path of least resistance
Safe-guarding customer-specific information
is quite challenging from a managed service
provider (MSP) and cloud perspective, believes
Eren Ramdhani, solution strategist, CA Southern
Africa. “Lots of cross-border information flows
will have to be taken into consideration.”
Ramdhani goes on to note that PoPI also
presents an opportunity for channel companies
to revise master service agreements and
contractual obligations with both existing
customers and vendors.
He believes it’s in the channel companies’
own interests to embrace PoPI. “It would only
serve as a protection measure for themselves in
terms of being held accountable for inadvertent
loss of data or even the malicious type of loss.”

Looking closer to home
impact of PoPI, states the reverse is also true.
Business partners, vendors and suppliers could
also be held accountable for any data they
consume and, importantly for those offering
cloud services, store on behalf of their clients.

Local cloud
Another consideration for those offering or
reselling cloud is that, under PoPI, there are good
reasons for South African companies to store
their customers’ data in the locally-hosted cloud.
The Safe Harbour Agreement exists between
Europe and the US and allows data transfer
within areas that might not have adequate data
protection legislation.

Ramdhani advises that channel companies use
this as an opportunity to review their own data
handling processes. “If you unpack PoPI into the
eight conditions, it really isn’t anything new, it
just gives reason for other frameworks and best
practices that already exist but might not need to
be complied with as seriously,” he says.
PoPI does require organisations with
legitimate reasons for collecting personal
information must destroy that data once it has
fulfilled its purpose. Defaulting firms could face
punishment of up to R10 million fines or ten
years’ jail time for the executives responsible.
Ramhandi offers a recommended approach
to apply to client-facing services, but that could
be adapted for internal processes too. “Initially,
try to prevent lots of technical controls that could

be an unnecessary cost. Generally, if an MSP
revises its own internal behavioural practices
in terms of internal use policies and in terms of
possibly making staff members sign NDAs, those
could be cost-effective measures.
“Behavioural change and creating
awareness for MSPs is a start, but MSPs also
need to be ready for customers that are quite
strict – as in using the customer’s own assets
to prevent data from leaving a customer’s
site. They need to be open to the fact that
customers might insist on having agents on
their accounts, so as to prevent data from
leaving the organisation – that’s a different
mindset for MSPs because they will work
differently and will find they have to align
themselves to what the customer adopts.
“And lastly, create awareness guides,” says
Ramdhani. “If your staff know the implications
to the company of their actions, they might be
more mindful of what processes are not okay.”

Channel opportunities
Beyond the cloud and channel companies’ own
operations, PoPI and compliance unlocks all
sorts of potential business for the channel, says
Fred Mitchell software division manager, Drive
Control Corporation. “PoPI opens up opportunity
for the channel but I don’t think channel
companies know enough yet. The guys that are
however moving on it have a great advantage
because end-users and end-user organisations
have to adhere to the law.
“From a security perspective: How is the
information protected? Where does it sit?
What barriers block access to the information?
And what alerts are there once someone
has accessed information? Also, if and when
someone has accessed information, they should
not be able to encrypt it.”
Bryan Balfe, enterprise account manager
at CommVault agrees. “This is a chance for
channel companies to gain a competitive
advantage to market themselves as compliant.
You then look like a safer pair of hands, which
boosts your reputation, your brand and the trust
in your company.”
Balfe’s final recommendation to channel
companies is: “Get a view on PoPI, understand it
yourself and how it pertains to your organisation.
Know how you could help your customers with
a service you already supply them with. This
will increase efficiencies and produce massive
potential for saving,” he concludes.
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When tech goes
wrong
Product recalls can be a disaster for equipment suppliers and retailers. Smart
risk management strategies, however, can soften the pain.
by Simon Cashmore
photography SHUTTERSTOCK

I

f there’s a phrase sure to send shivers down
the spine of tech executives throughout the
world, it’s ‘product recall’. While software can
be patched or updated, hardware’s a different
kettle of fish altogether. Exploding notebooks,
smouldering laptops and bending smartphones
can potentially kill a promising product line, end
a corporate career, depress share prices and
cripple a technology vendor. Users of recalled
products often endure enormous upheaval as
they attempt to identify, remove, replace and
return equipment suspected of being defective.
The high costs and bad publicity associated
with product recalls can quickly damage the
businesses of both suppliers and users.
While pharmaceutical firms, car
manufacturers and food retailers have been the
focus of the biggest product recall campaigns,
technology suppliers are increasingly forced
to recall products they discover to be faulty or
dangerous. Earlier this year, HP and Lenovo
warned customers they might have a potentially
hazardous device nestled in their laptop bags.
HP is recalling an estimated six million notebook
power cords shipped around the world. Lenovo
is looking to call back around 15 000 lithium-ion
batteries installed in its ThinkPad notebooks. In
their histories, Dell, Apple, Toshiba and Sony
have experienced similar travails.

Shout or whisper?
Improved quality controls and closer checks on
component suppliers may reduce the likelihood
of product recalls, however no technology
supplier is immune from such setbacks. Effective
management of product recalls is vital to avoid
these events escalating into corporate disasters.
UK insurance group Catlin Crisis Management
points out that governments around the world
are passing stricter consumer legislation that
gives state agencies greater power to intervene
in local markets and order product recalls.
Safety standards and the testing capabilities of
such agencies are also improving. Regulations,

however, differ considerably from one country
to another. Recalls of technology products are
still rare in South Africa but are likely to increase
as consumer laws get more clout and more
advanced devices continue to proliferate.
“The big challenge is to communicate with
customers affected by a problem without
triggering mass panic,” says Mark Parsons,
technical director at Apple reseller Digicape. If a
problem is widely broadcast, he adds, resellers
and dealers are likely to be swamped by
customers concerned that they may have faulty
equipment.

Extending the warranty
Parsons says he has been involved in several
Apple warranty extension programmes in South
Africa but not any actual product recalls. These
extension programmes allow customers to have
faults remedied at no charge provided they
bring their equipment to an Apple supplier for
repairs within the new warranty period. Apple’s

MacBook Air, iMac and iPod Nano are among
the products that have been affected by such
programmes. The warranty extensions can be as
long as two years beyond the original expiry date
of the warranty, he adds.
Unlike product recalls, where a supplier
endeavours to recover and replace faulty
equipment or components, warranty extensions
merely give customers the opportunity to have
their products repaired at no additional cost.
Product recalls are usually triggered when a
product is discovered to be potentially hazardous.
They’re often prompted by a public safety
agency such as the Consumer Product Safety
Commission in the US or the National Consumer
Commission in South Africa.
Parsons says Apple carries the cost of
warranty extension repairs. He points out that
Apple is able to communicate directly with
customers who register their products. The setup process of the Apple machines and devices
automatically provides this facility. Apple will
then know the serial number of the equipment
bought by a specific customer and can e-mail
them if it becomes aware of a fault on that
product, says Parsons.

Through the channel

“The first step
companies must
take when they
have a faulty
product is to
issue a public
apology.”
Peter Cheales, Hellopeter.com

Nicole Orr, national marketing executive at
Mustek, says the company operates an indirect
business model and relies on its resellers to
communicate with customers. “We have more
than 7 000 resellers and distribute 26 brands,
including products from Acer, Lenovo, Asus
and Toshiba, as well as our own Mecer brand,”
she says.
Orr says she’s only aware of two product
recalls in Mustek’s 27-year history. A few years
ago, the company sent technicians to customer
sites to replace faulty motherboards. Before that,
the distie had to recall a Fujitsu hard drive. “We
accepted all the returns from customers and
either replaced them with an equivalent hard
drive or issued a credit,” says Orr.
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Counting the cost of
product recalls
Direct costs:
• Tracing and returning the defective
products
• Repair or replacement of faulty
products
• Laboratory and other investigation
costs
• Legal and other professional advice
• Business interruption
• Redesigning and re-engineering
defective products
• Brand restoration and rehabilitation.

Indirect costs:
• Loss of market share to competitors
• Opportunities missed because senior
staff occupied with product recall
• Product may become obsolete
• Channel relations may be weakened
• Damage to brand and fall in sales of
other products
• Damage to company reputation may
increase cost of finance and impair
ability to hire and retain staff.
Source: Catlin Crisis Management

Peter Cheales, customer service champion

Suppliers striving to recall a defective product
need swift and accurate communications with
their customers. Users of technology products
are quick to broadcast their frustrations and
disappointments to vast audiences on Facebook,
Twitter and an array of blog sites. News of
product faults is fast seized upon by online news
services and rapidly relayed across the globe.

Admitting liability
“The first step companies must take when they
have a faulty product is to issue a public apology.
The second step is to apologise to each user of
the product,” says customer service champion
Peter Cheales. The second apology mustn’t
be a generic response, he warns. It must be
a communication to a specific person from
a specific person stating the reasons for the
problem, asking for forgiveness and notifying
them what the supplier is going to do to remedy
the situation, he says.
Honesty and humility are essential if a
supplier wants to repair and retain customer
relationships, says Cheales. He adds that
suppliers need to be proactive when they have

a problem and respond quickly rather than wait
and try to resolve customer complaints. “This
allows them to better control and manage the
situation,” he says.
The Hellopeter.com website, which Cheales
founded in 2000 and recently sold, provides
an online forum for consumers to share bad
and good experiences of customer service.
It often includes responses from companies
whose service has been singled out. Technology
firms, particularly cellphone service providers,
frequently appear on the site.
Cheales says large organisations tend to
provide far better customer service than their
smaller counterparts. “The big exception is
state-owned companies, whose service is often
dismal,” he says.
Effective product recalls require suppliers
to back their communications initiatives with
speedy and efficient customer support. They
need to replace faulty products promptly,
with little inconvenience to customers.
Digicape’s Parsons says turnaround of warranty
replacements is quick if the local distributor has
the required component or product in stock. If it

has to be imported, it can oviously take longer,
he acknowledges.
Gary Hadfield, CEO at Loot SA, says the
online retailer takes responsibility for informing
customers if it discovers they’ve been supplied
with a faulty product. “We usually arrange for our
couriers to collect the product,” he says. “The
distributor would have to specify if it wanted us
to return the faulty item. If so, we would package
the item and make it available for collection. If
not, the distributor would issue us a credit note,”
says Hadfield.
Catlin Crisis Management recommends
companies prepare themselves for possible
product recalls by using social media to
monitor customer complaints, keeping
product batches small, enforcing strong
supply-chain management, maintaining
good communications with their distributors
or retailers and implementing a robust crisis
management plan. Not surprisingly, it also
encourages companies to buy insurance.
Product recall insurance not only covers the
cost of refunding or compensating consumers
affected by defective products, it can also offset
the expense of withdrawing the product and
reimburse the company for lost revenue.
Prudent risk management may not be
able to eliminate product recalls but it can
limit the damage caused by such events. In
business, as in other aspects of life, calamity is
sometimes unavoidable.
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Gaming PCs

Miles Regenass, ASUS

The Empire of the PC
The gaming PC has died, it has risen
and it has fallen again. What does
the future hold for this niche and
demanding market in South Africa?
by Tamsin Oxford
photography karolina komendera
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ark Twain may seem an unlikely soul to
share a commonality with the gaming PC,
and yet it seems that in both their cases,
the reports of their death were greatly exaggerated.
In July 2014, a report released by John Peddie
Research (JPR) boldly claimed that the PC
gaming market is both strong and healthy with an
expected turnover in excess of $21.5 billion in 2014
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and estimated growth reaching over $23 billion
by 2017. These figures are double those of the
console gaming hardware market, globally. And
that last is the important word – global.
Proportionally, these figures are not
necessarily valid when placed in the
context of the South African market with
its unique challenges, not least of which
being cost and bandwidth. According to the
PricewaterhouseCoopers’ (PwC) Entertainment
and Media Outlook 2014, South Africa’s video
games market was worth R2.4 billion in 2013, an
impressive increase on the R1.6 billion in 2009.
But figures for the PC gaming market are not
positive, with an expected drop in revenue from
R402 million at its peak in 2012 to an expected
R306 million by 2018.

PwC attributes this to an increase in casual
online and mobile gaming, rather than gamers
moving to console platforms, but connectivity
remains a concern. Digital games (Steam, EA’s
Origin, mobile and casual) are set to account
for 85 percent of PC games revenue globally
compared with a mere 53 percent in South
Africa. Online gaming is growing – R161 million
in 2013 to an estimated R291 million in 2018 –
but the immature broadband market remains an
issue, with only 19 percent of homes expected to
have broadband by 2018.
Nic Simmonds, founding editor of My
Gaming and COO of Clockwork Media, says:
“The market is already highly competitive and
distributors are faced with some pretty steep
challenges, such as fluctuating exchange rates.

Weighing up the channel opportunity
Pros

Cons

• Globally, the gaming PC market is growing
• There’s a strong PC gaming market in South
Africa
• Gaming PCs are often viewed as a
continually upgradable project
• Dedicated PC gamers choose the platform
as a lifestyle
• PC gamers are knowledgeable and prepared
to ‘jump through hoops’ to make things work
• Peripherals offer a significant revenue
opportunity in addition to PC hardware
upgrades.

• Increasing competition for gamer attention
from other digital platforms
• PC gaming in South Africa is already a
competitive marketplace
• Online access may lead to cheaper software
and hardware purchases.

In 2014, the event attracted over 31 200 gamers
and the LAN event that caters exclusively to the
PC gaming enthusiast saw over 2 500 tickets
sold out within ten minutes of going on sale.
“We do have a strong PC gaming market and
built a strong PC gaming base in South Africa
because of our historic isolation from the rest of
the world,” says Michael James, publisher of
NAG and manager at rAge. “PC gamers are also
used to struggling to make things work and are
more willing to jump through hoops to get what
they want.”

A specialised solution

“The biggest issue is that consumers compare
local prices with US dollar prices and often
find themselves paying close to double. The
reality is that the local market for gamingorientated PC hardware already has firmly
established online retailers that offer excellent
choice to consumers, as well as price points
that are about as lean as possible while still
being viable. If someone were somehow able to
reinvent and expand the market for PC games
and hardware locally, they could capitalise on
that, but I don’t think South Africa is ready for
anything that radical right now.”
The PC gaming market is definitely not about
to crash and burn, a fact that’s easily confirmed
by the attendance of avid gamers to South
Africa’s biggest video games convention, rAge.

Two of the biggest trends in the PC gaming
market are digital downloads and free-to-play.
Riot Games announced early in 2014 that it
had 27 million daily active users of its online
multiplayer game League of Legends, which
ranked in second place on the SuperData
Research charts, with CrossFire coming in at first
place with 2013 revenues of $957 million. Freeto-play titles make their revenue from in-game
purchases that gamers can buy to build up their
characters or their armour and weaponry, small
amounts that are easy on the wallet but add up
incrementally over time. In addition, digitally
downloadable content – games bought in bulk,
on offer or through online stores such as Steam
– is less expensive and easily accessible to those
with a broadband connection. This underpins
the fact that gamers are purchasing more games
online than in hard copy.
“Portals where users can purchase their
games, such as Steam or Origin, are a leading
trend in the PC gaming market, as are the
free-to-play games,” says Miles Regenass,
marketing specialist, open platform business
group: ASUS. “PC gaming is very healthy and
ASUS has no plans to discontinue PC lineups in the next five years. The market is just
becoming more specialised.”
According to Regenass, games are always
pushing the limits of what the hardware can
do and the PC gaming market has become

very specific, with users purchasing a PC as a
continually upgradeable project. The gaming PC
has become a lifestyle choice, like a Land Rover,
where there’s a heavy initial investment, but a
proportionally smaller amount is then used to
keep it updated and improved so it can cope with
heavier loads and graphic demands.
George Moss, Dell consumer business unit
manager at Tarsus, adds: “The money sits with
the end-users and for the big PC vendors such as
Alienware and Dell, it’s a huge advantage as PC
gaming is a passion and people are willing to pay.
It’s a ‘pull’ market and we market aggressively on
Alienware – purchased by Dell some time ago – to
as many resellers as possible, along with some
strategic partners. There is strong competition
amid all the resellers as today anyone can access
anything in the channel.”
Moss also points out that, unlike a console,
the expensive gaming rig can play many roles –
workhorse during the day and gaming monster
at night. When the cost of investment is anything
from R20k compared with R14k on a business
PC and around R8k on a console, suddenly the
investment is not so high.

Capture the market
“The channel also has a rich revenue opportunity
in peripherals, they’re as big as the components
that the PCs need,” says Regenass. “We have
specific markets for the cases, motherboards,
graphics processors and memory. The channel
really has to focus on letting the user know they
exist and marketing heavily through social media
and channels such as YouTube or Twitch. These
platforms are an excellent opportunity to create a
bridge between the vendor and the user.”
PC gaming may not be dead, but it offers the
channel some fresh opportunities and platforms
through which it can capture the market and
build on the current base. Perhaps, once
broadband has matured in South Africa, and the
cost of hardware matches international markets,
the John Peddie report will be as accurate here
as it is globally.
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Gareth Ffoulkes-Morris - Senior Business
Development Manager, CompTIA Africa

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

CSA
TM

Skills Assessment

ABOUT COMPTIA

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

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

CSA

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

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

What is involved in the skills assessment:

Simply contact your CompTIA representative to start the process…

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

What subject areas can be assessed?

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

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

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

How do I see the results?

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

How do I use the results?

Your CompTIA representative is trained to guide you through

How much does it cost?

The CSA is a free resource available to ICT employers.

How do I get started?

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

Darryl Maroun
Managing Director
Netology (Pty) Ltd

In the trenches

The retail challenge
Although it’s taken some time, e-commerce is finally beginning to make its mark in South Africa. The Margin
spoke to two very different e-commerce sites that sell tech to find out just how successful online retail in South
Africa is at present.

by Rodney Weidemann
photography SUPPLIED

wantitall.co.za
They are from the higher LSM brackets and
tend to make gadget-type purchases.
What’s been your best-selling category in the
past 12 months?
No doubt our biggest category is electronics,
such as audio devices and accessories, cell
phones, e-readers and streaming media
devices, closely followed by PC hardware.
What’s been the biggest surprise product?
While not directly relevant to IT, we’ve moved
plenty of ‘Despicable Me’ minion figurines,
and actually do quite a brisk trade in various
bobble-head figurines based on movies and
TV shows – you know, the kind of geekoriented products. Electronics-wise, I’d say
amongst our best sellers are the Kindle and
Google Chrome books.

John Schikkerling, marketing manager, wantitall.co.za

Describe your business
The first Wantitall site went up in 2007 with a
direct link to a major third party retailer in the
US. This meant anything available on their site
was available to us. In other words, our aim is to
offer customers a direct link to obtaining those
difficult to find products. In essence, we can (and
do) supply clients with anything from cases of
baked beans from Mexico to expensive, high-end
electronic products.
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What does your typical customer base
look like?
Our customer base consists of both enterprise
and consumers, but it’s predominantly
private consumers. We tend to find that with
organisations, it’s usually a specific part for
a machine that they can’t find anywhere
else – they usually order a large number in
one shipment from us. Private consumers are
largely males in the 35-45 year-old category.

Is there now a strong e-commerce appetite in
South Africa?
Undoubtedly. There’s increasing competition
coming online all the time and if you search,
you will come across some wonderful niche
websites you wouldn’t expect to find. I also think
there’s plenty of room for more niche players in
our space, although the Kalahari/Takealot axis,
coupled with the fact that most bricks-andmortar players have online presences, has
pretty much got the general merchandising
space sewn up. However, if you’re a niche
provider that can offer genuine value to the
customer, the opportunities still abound.
What are the biggest challenges you face?
These are mostly operational challenges.
We remain very focused on IT and systems,
in order to ensure we can implement proper
processes and eliminate errors as much as
possible. As an example, product returns
impacts both customer satisfaction and
the e-commerce player’s margins, so we
minimise this by our constant focus on
systems and processes.

Makro

Paul van de Waal, Makro digital
executive and Betty Lesuenyane, Makro
digital marketing manager

Describe your business
As a major retailer in the South African
market, Makro aims to complete the omnichannel experience for its customers, by
giving them access to our product range and
prices whenever and wherever they want.
While we aren’t a pure-play e-commerce
business, we do leverage e-commerce
and digital marketing to support the stores,
while the stores in turn support fulfilment in
e-commerce.
What does your typical customer base look
like?
At this stage, the bulk of our business is
mostly retail, although we are planning to
launch a commercial offering in 2015. This
will obviously influence the split. The online
shopper is, on average, a decade younger
than our in-store client, while the split between
male and female is approximately 50/50.

Generally speaking, we service the LSM 7
market and above in our stores, and this is
reflected in our online offering well.
What’s been your best-selling category in the
past 12 months?
We’ve certainly been surprised at how well
large appliances have moved in the last
year – these are selling extremely well. On
the electronics front, we’ve noted a lot of
movement in our range of high-end televisions.
What’s been the biggest surprise product?
We’ve sold a lot of large appliances which was
rather unexpected. The most expensive item
that we’ve sold to date has been a R52 000
3D Smart UHD curved TV.
Is there now a strong e-commerce appetite in
South Africa?
Definitely, although it’s worth remembering
that e-commerce is still in its infancy stages in
South Africa. There remains much work to be
done in general on the part of online players,
in order to gain the customers’ trust, before
they’re willing to start spending online. Card
security remains a major issue, with many

consumers concerned about capturing their
card details online.
What are the biggest challenges you face?
Using our stores as fulfilment centres means
that we have to work very hard to ensure stock
accuracy. In addition, it’s always challenging
trying to attract and retain skilled e-commerce
and digital marketing resources. Finally, there
are the usual worries around trying to integrate
online and offline activity, to ensure we
maintain a single view of the customer, and
the matter of gaining customers’ trust in our
online offerings.

To read the extended
interviews, download the
digital version. Simply
scan the QR code or
visit themargin.co.za/
downloads.
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innovation focus

CCTV goes IP
A new generation of networked
cameras is opening up a growing
range of opportunities for resellers.
by James van den Heever
images Shutterstock
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e’re all familiar with the old-style
analogue closed-circuit TV (CCTV)
cameras primarily used for security.
Such cameras were typically installed by
traditional security companies monitored at an
on-site control room. Now cameras, like just about
every other device you can mention, are getting
smarter and connected to the internet, giving rise
to the IP-based CCTV camera, and a significant
stream of opportunity for IT companies.

“You can teach an IT company what it needs to
know about security in a short time, but you can’t
easily teach a traditional security company about
networking, servers and storage,” comments Roy
Alves, business development manager at Axis
Communications. He goes on to note that resellers
stand to benefit from more than just the IP camera
solution as they can also supply the associated
cabling, network connectivity and storage as well
– not to mention the systems integration.

“You can teach an IT company what it needs to
know about security in a short time, but you can’t
easily teach a traditional security company about
networking, servers and storage.”
Roy Alves, Axis Communications

Used intelligently, Alves contends, an IP
camera project can help clinch other deals with
the same customer. For example, the storage
quote for a proposed ERP implementation could
be improved by bundling it with the storage for
an unrelated IP camera project as the price per
megabyte of storage declines significantly as
volumes increase.

Data enters the equation
Indeed, IP cameras produce data, lots of it, and
storage has become a big part of the solution. It’s
for this reason that storage vendor EMC is making
a play for this market. “It’s all about the data,”
observes Nigel Steyn, security subject matter
expert for EMC in the Middle East and Africa.
As is true in IT generally, data is only really
useful when it’s paired with analytics, and
providing this piece of the solution is also
something that resellers are obviously well
positioned to offer. EMC’s expertise in Pivotal
(jointly owned with VMware) and open source
Hadoop give it leverage in this area. The
company, Steyn emphasises, doesn’t go direct
and works exclusively with the channel. It
provides reseller partners with product training
and also equips them to use EMC’s Video
Surveillance Readiness Assessment tool to help
customers assess where they are and how to get
where they want to go.
In order to scope the opportunity presented
by IP cameras, it’s important for resellers to
understand that these devices can provide much
more than sophisticated security and monitoring
solutions. For example, IP cameras supplied by
TeleEye at OR Tambo are being used not only
for facial recognition but to detect travellers
who could be feverish using heat mapping.
Fever could indicate potential carriers of viral
infections like Ebola, flu and so on.

In retail, analysis of data from IP cameras can
be used not only to detect theft but to analyse
the movement of people. Such analysis can help
optimise the use of till operators, for example,
and improve store layout.
Creating and implementing these increasingly
sophisticated solutions means that resellers
who want to play in this market must combine
integration skills with some security-specific
expertise, as well as consulting. Steyn believes
the ability to provide pre-implementation
consulting and risk analysis is a critical success
factor, and thus a key differentiator for resellers
to offer.

Surveillance as a Service?
Axis Communications and EMC are examples of
original equipment vendors with whom resellers
can partner to craft end-to-end solutions. Another
option is for resellers to on-sell a solution such
as Vox Telecom’s Guardian Eye. According to
senior product manager Niven Perumal, the
service was originally created to utilise existing
data links that were unused at night. Guardian
Eye utilises these links to provide a security
monitoring service using IP cameras while client
offices are closed. The cameras can be used by
the company during the day to enhance existing
security procedures.
In response to customer demand, Vox
launched Guardian Eye into the home and small
business environment in September this year
with, Perumal says, huge uptake – the company
did R100 000-worth of business in the first
month. He confirms that Vox does work with
channel partners, who can gain annuity income
while adding value for customers by offering this
extra service.
All in all, IP camera solutions have clear
potential to be offered as a service although,

Market size
Undoubtedly crime is a common
problem in South Africa, and increasingly
businesses and private home-owners
are installing IP CCTV solutions to help
deter criminals or provide evidence in
the event of arrest. EMC believes the
storage portion of the IP camera market
for the Middle East, Eastern Europe and
Africa was worth around $740 million
in 2014 and set to grow at a compound
annual growth rate of 13 percent. Axis
Communications’ Alves says the African
market is worth around $220 million at
present, and should reach $300 million
by 2017 – a compound annual growth of
around 8 percent.
Margins: Alves says the very high
margins for analogue installations (as
much as 40 percent in some cases) have
declined to around 10-15 percent, or even
lower, thanks to the rand/dollar exchange
rate and the price transparency offered by
the internet. The IT market is also highly
competitive and corporate procurement
policies are very robust, he adds.
However, this has to be balanced against
the higher value deals – IP cameras are
sophisticated and cost twice as much as
their analogue counterparts; additionally,
as noted, an IP camera deal would also
encompass other integration services.

Perumal believes, fibre connectivity is necessary
given the volumes of data.
The bottom line? IP camera-based
solutions offer resellers a way to add value
to their customers and to complement their
existing business lines. Channel companies
have the advantage over security companies
of understanding how IT works, plus the
implementation skills to pull solutions together
– and as these projects are increasingly led by
the CTO, CIO or IT manager, resellers are a more
natural partner. However, the emphasis needs to
be on providing a solution; box-droppers simply
won’t make it.
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One for the future

Dr Nicola Millard, BT
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One for the future

No sounds of silence
Voice may feel like yesterday’s technology, but it’s actually leading us into the future.
BY James Francis
photography karolina komendera

C

ommunication is intrinsic to the
human condition and the problem of
communicating over distances has always
picked at us. It’s said that Subedei, arguably
history’s greatest conqueror, commanded
massive armies hundreds of kilometres apart
by using flags. In South Africa’s midlands, Zulu
women amplify their voices across the rolling
landscape, and all over the world the drum was a
breakthrough in long-distance communication.
The need to communicate from afar spawned
the insane idea of the Pony Express, itself
crushed just a year later by the telegraph. If
you wish to alter the course of history, simply
introduce the two-way radio to World War 1.
Even in science fiction communication can be a
barrier. How different would Ender’s Game have
been without the fantastical ansible?
Today’s world is not worried about distance.
Instead, we measure it by quality: is it good
and are we getting what we need from it?
The answer is inevitably ‘could be better’, but
there have been some remarkable advances in
aligning communication to our expectations. The
impressive range of video-conferencing tools is
an apt example. But video has its limits – us.
“Not everyone likes video. Introverts hate it,”
says BT Global’s Dr Nicola Millard. “But also,
sometimes I really can’t be bothered to dress at
4am for an international video-conference call.
So I stick a Post-It note over my video camera
and pretend it’s broken. And actually what you
then end up with is very good common ground,
which is voice.”

Some like it loud
Millard is a customer experience futurologist at
BT Global and her job includes predicting our
human reactions to technology. Back in 1992,
she was part of a study at BT into working
from home and has seen our communication
paradigms shift over the ages. It has certainly
gotten a lot better, she says.
“Remember video-conferencing back in the
old days, with pixelated mouths and sound
arriving seconds later? That was hard work!
Today’s high speeds and high-definition video is
making such a huge difference. It’s not perfect,
but does meet us more than halfway already.”
This is a core theme to all of Millard’s research.
We don’t come to technology, but technology
comes to us. Users frequently reject a perfectly
functional and helpful technology because it
simply doesn’t gel with our perception or cultures.
In a TED Talk, Millard mused on this by comparing

“Interestingly, when we look at high-definition
audio, you tend to get higher engagement. Different
bits of the brain start to kick in when you increase
the quality of the voice, both in clarity and spatial
awareness – bits that we’d use in a physical
conversation.”
Nicola Millard
automated ticket counters at railway stations and
airports. For various reasons airport terminals are
loved while rail ones are abandoned – and it’s all
down to the quirky human condition.
As such technologies should appeal to what
we’re already wired for, which is why sound is
resurging in popularity.
“Voice is a very good common ground. It’s the
ultimate. We’re pre-programmed to use voice
very well. Coming from our cavemen days, we’re
very good at interpreting spatial sound. We’re
very good at following verbal signals. We pick
up vocal nuance very well. I was on the radio
this morning, saying, ‘Why is radio still going?’
People kept saying it was going to die. Instead it
seems to be bigger than ever! So we know that
voice is a really powerful way to communicate.”
Indeed, trends indicate that voice is growing
strongly and some experts go as far as to say it
won’t ever be overtaken by video. As broadband
technology has proliferated, access to voice
has become broader. Voice-over-IP has already
changed the game and broken down traditional
boundaries. Today you can send voice messages
or chat in real time through traditionally text
communication platforms such as WhatsApp or
Viber. WebRTC, which aims to embed voice and
video communications as a browser standard, is
only going to spread the concept. In the future,
we’re likely to talk to everything from anywhere.

Do you hear what I hear?
But voice is as old as we are and technologicallyspeaking transmitting our voice is well over a
century old. Why aren’t we talking the ears off
things already? There are still challenges that
voice needs to overcome, says Millard, one
being that current voice still lacks a lot of the
engagement our brains crave, creating a sense
of distance.
“One of the problems with voice-conferencing
is frequently people multitask, because nobody
can see what they’re doing. There’s definitely

a sense of being removed and thus we start
cutting corners.”
Yet there is an easy remedy for this:
“Interestingly, when we look at high-definition
audio, you tend to get higher engagement.
Different bits of the brain start to kick in when
you increase the quality of the voice, both in
clarity and spatial awareness – bits that we’d use
in a physical conversation. A lot of distractions
mean we have to work harder and the more
that happens, the more likely we are to focus on
something else. Yet just getting more little bits of
the brain involved makes a world of difference.”
It’s for this reason that BT has been working
with audio company Dolby to build better
HD voice systems. Cisco, trailblazing virtual
conferencing technologies, has applied similar
focus to voice and also seen incredible results.
It turns out that decent sound is enough to fool
our brain from distance into immediacy. Indeed,
good voice communications can even backfire:
a recent AAA report fingers Siri and other voice
systems as the worst distractions in cars. When
presented with immersive voice, our brains
are not keen on splitting attention. That says
something and it’s what Millard and her peers
want to tap.
If you think about it, this is indeed early days
for voice. Spatial systems are emerging that
make even surround sound seem antiquated.
Truly robust conversations with machines,
such as with IBM’s Watson, are only beginning.
Cochlear implants are advancing at a staggering
pace: this year, researchers unveiled the first
hearing implant that requires no external systems.
Today, it’s for the hearing-impaired, but can those
systems one day belong to all of us? Imagine
hearing voice transmissions, regardless of the
noise levels around you. Sound has even been
proven as a vehicle to deliver software viruses,
so the book of audio is still largely unwritten. In
a world obsessed with improving our visual and
tactile stimuli, voice is the dark horse.
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Mini
Survey

Selling storage
As part of our regular series, The Margin’s mini-survey of local industry
experts in this issue focuses on the storage market, to determine where the
money and opportunity lie. We sent survey questionnaires to 31 selected
experts (including leading storage vendors, distributors and systems
integrators and value added resellers) and garnered 17 responses.

Where’s the opportunity?

Understanding the drivers

The top business drivers in the storage market are:

11

Public sector

12

Education

6

IT

6

Backup and recovery

11

Telecommunications

Customer need for lower costs

12

Customer’s business growth

7
Education

* Respondents were asked to rank the top three, although some gave multiple responses.

7

7

New storage tech/innovation

10

Increased data creation resulting from
latest generation of applications

According to the survey respondents, the sectors in the local market
that the respondents deem to offer most potential sales opportunity for
storage are:

Revenues and margins
Averaging the revenues made from
products vs services:
services

21%

The average margins made from
products and services are:

products

79%

The Margin asked respondents which types of organisations provided most
revenue and most margin. ‘Enterprise’ is seen to offer most revenue and margin.
The public sector was seen as the second biggest revenue opportunity, but it was
SME which was deemed to provide second most margin.

REVENUE

MARGIN
11

Enterprise
4

Public sector
products

15%

60 The Margin | Q4 2014

services

22%

11

Enterprise
4

SME market

Consumer

1

Consumer

1

SME market

1

Public sector

1

Mapping the
future

Products and
services
Which products are currently
fuelling sales?
Cloud-based storage
services

10
9

Storage appliances
Complete storage
servers

8

External hard drives
(NAS)

7

Which services are currently fuelling sales?
Infrastructure assessments
and optimisation

15

Cloud-based storage
services

11
8

Storage architecture design

8

Storage networking

Which products/services
currently give the most margin?

Cloud-based
storage services
Storage appliances

8
4

Which products/services do you
expect to give the most growth in
the next two to three years?
Cloud-based storage
services
Storage management
software

14
7

* Respondents were asked to rank the top three.

The Margin says:
Given multiple choice options, the majority of respondents (76 percent) described the
local market as having room to grow with an equal mix of mature and immature clients.
What’s also made clear from the survey data is that cloud is set to play a major part
in success when selling storage. Whether you’re hosting and selling cloud storage
services directly or reselling local-based cloud services, both offer good opportunity to
the channel players that can crack it successfully (we’ve covered elsewhere in this issue
around upcoming PoPI requirements that drive local demand, and that local services
offered to date have not been well-met by CIOs). Cloud-based storage was also deemed
by the majority of respondents to offer most growth in the next two-three years and offer
most margin.

The Margin asked our experts to give their opinions on how South
Africa’s storage market landscape will evolve over the coming years.
“South Africa is no different to the rest of the world when it
comes to storage trends,” says Claude Schück, channel manager,
EMC Southern Africa. “Data is exploding at an uncontrollable rate,
especially unstructured formats. Being able to control, manage and
secure this data will be key to organisations,” he says.
Kishore Natvarlal, managing executive: datacentre, StorTech, lists
a number of the factors driving growth in storage for the ICT sector.
“Data mobility, lower bandwidth costs, analytics, social networking
applications, and cloud-based storage are all factors,” he says.
Cloud will be a key factor in determining the shape of the future
storage market and opportunity, agrees Stuart Cheverton, business
development consultant at Hitachi Data Systems. “The South
African market will benefit greatly as more cloud service providers
come online. Due to challenges with communication links and the
legislation of data these cloud providers will need to be local to the
South African borders,” he notes.
That said, Cheverton does believe companies will still retain some
storage requirements in-house. “When companies start to utilise
these services further they will be able to create hybrid cloud models
taking advantage of the lower cost of storing data in the cloud,
however having the ability to keep core applications within their own
datacentre,” he says.
Greg Comline, general manager, Global Continuity SA, sees
further tiering of data storage. “Clients will move towards having
disk-based storage of immediate requirements for backing up data
(localised and cloud-based) and tape will be used for the archiving of
backup systems,” he adds.
“Where companies will derive competitive value is the ability
to manage data efficiently across the multi-tiered environments,”
says Mark Ridley, regional director for Africa at NetApp. “Moving
forward, the key differentiators will be driven by software capabilities
– optimising the functionality of hardware to enable more efficient
data management across environments and seamless integration
with legacy equipment.”
Leon Leibach, portfolio manager: storage, Fujitsu believes this
will be a factor causing the dynamics of the market to alter. “More
vendors will enter the market with software-defined, appliancebased offerings.”
Manfred Gramlich, public sector storage solutions lead, Oracle
also see market change ahead. “There will be huge transformation
of incumbent players into a competitive market of nimble players,”
he says.
So the technology strategies of vendors and clients are
changing, but what are the main business drivers that will affect
the local market? “There’s an increasing awareness of corporate
governance,” says Siobhan Hanvey, Huawei business unit
manager at Mustek, “with specific emphasis on frameworks
such as ITIL and COBIT, which have a heavy burden on the
availability of IT resources. These govern the length of time
specific information needs to be available in online, nearline and
offline capacities. South African companies are also becoming
increasingly aware of using storage and related technologies to
mitigate against down time, which drives sales in storage.”
Hanvey goes on to identify further opportunities: “Unstructured
data management is a huge challenge and the vendors and
channel partners who are best able to address this with welldesigned, highly reliable and cost-efficient solutions will be
successful,” she concludes.
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In profile

Mahomed Cassim and Asgar Mohamed, Esquire Technologies

An innovative way to slice the
channel pie
Esquire Technologies’ customtailored supply chain management
system is emblematic of the
company’s approach to the channel.
by Rodney Weidemann
photography karolina komendera
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here certainly seems to be a perception
that the channel is pretty much the same
thing, repeated over and over again. The
same concepts, the same ideas and the same
players all constantly using the same methods to
fight for their slice of the same pie.
That’s a perception that’s now being proved
wrong by Esquire Technologies, a distributor of IT,
mobility, digital and consumer lifestyle products.
Esquire’s business philosophy is to continuously
strive to be a leader in innovative business
practices, and this is reflected in the company’s
development of the world’s first custom-tailored
supply chain management system.
Known as the Virtual Reseller Network
(VRN), this innovation is changing the way this
distributor works with its resellers and is ideally
suited to meet the priorities and distribution
requirements of the online e-commerce,
business-to-business (B2B) and business-toconsumer (B2C) markets.

Founded in 1999, Esquire Technologies
distributes a wide range of key products from a
range of international vendors, and today has
branches in Midrand, Durban, Cape Town and
Port Elizabeth.
According to the company’s MD, Asgar
Mohamed, while Esquire Technologies is not
necessarily one of the biggest distributors in
southern Africa, it definitely has one of the
largest product ranges.

Key differentiators
Esquire has, Mohamed says, a broad base of
clientele of some 12 500 in total. No client
accounts for more than 0.5 percent of the
company’s revenue.
“This means that Esquire’s exposure to big
ticket clients is far lower than is the case with
many of our competitors, some of whom are
vulnerable, owing to revenue streams coming
from just a handful of high-paying customers.

Brands represented
•
•
•
•
•
•
•
•
•
•
•
•

Acer
ADATA
Alcatel
AOC
Asus
Boss Audio
Canon
Dell
Eye-Fi
Hisense
HP
Intel

•
•
•
•
•
•
•
•
•
•
•
•

Kguard
Kingston
Lenovo
Manhatten
Microsoft
OPLink
Promate
Samsung
Seagate
Sharkoon
Sony
Toshiba

One of our key
differentiators is the
fact that we’re now
pioneering online
sales. In this important
and fast-growing
market sector, Esquire
Technologies has
reached a milestone of
30 000 online orders
placed in just over the
past four years.”
Asgar Mohamed, Esquire Technologies

customers coming in to purchase a specific item
and walking out in the end with two or three
additional ones.
“The Xpress store format is thus proving to
be a steady income generator and we currently
have outlets in Midrand, Port Elizabeth,
Durban and Cape Town, with a further store
planned for Bloemfontein. We’re also now
seeing resellers starting to replicate the idea in
their own retail stores.”

Looking forward
“One of our key differentiators is the fact
that we’re now pioneering online sales. In this
important and fast-growing market sector,
Esquire Technologies has reached a milestone of
30 000 online orders placed in just over the past
four years.”
He adds that in the first two years of this
online drive, the company notched up only
5 000 sales. Therefore, he notes, the jump to
30 000 clearly demonstrates that the business
has experienced a 500 percent growth in the
past two years.
“We also have a number of ‘firsts’ at Esquire,
including being the first company internationally
to be permitted to sell official FIFA computer
accessories. This, in turn, has allowed the
company to divert its core focus in non-direct
markets to sell other Esquire IT products
directly,” he says.
“We’ve since taken things another step further,
having been announced as an official licensee

holder for Disney. Esquire is now selling a wide
range of Disney games and accessories.”
Aside from the VRN, Mohamed says the
company has also pursued what it calls its Xpress
Store concept. This operation essentially creates
a large showroom for the wide range of products
Esquire carries, while also giving resellers the
opportunity to touch and feel before purchasing.

Different distribution models
The Xpress Store is essentially a retail concept –
but only for registered clients – that has proved
very popular and is seen as a major convenience
for the company’s reseller base, many of
whom buy directly from Xpress. The stores are
nationwide, he adds, and are open on Saturdays
and public holidays.
“What we never anticipated was that
customers would start purchasing more
products, particularly those they never knew
we stocked previously. We would often find

Discussing the company’s future strategy,
Mohamed suggests that Esquire aims to increase
its revenues by around 15 to 20 percent per year,
which translates into revenue growth of between
80 and 100 percent within this timeframe.
“We also plan to invest a further R40 million
in expanding the existing head office in Midrand.
This expansion will include increasing the
company’s Xpress Store concept from its current
1 500m² to 4 000m².”
He also indicates that one of Esquire’s primary
future goals is to focus increasingly on the digital
and consumer lifestyle products market.
“Here we want to be one of the clear
leaders. It’s a burgeoning market and we want
to infiltrate this market aggressively. This
means that our focus is not just on IT; rather,
we’re increasingly becoming a broad-based
distributor, selling even multinational consumer
brands,” concludes Mohamed.
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Stock watch
UCS C220 M3
Category: Servers
Brand: Cisco
RRP: $8 830
Distributor: Westcon, Donovan Couve, donovan.couve@westcon.co.za
Date of availability: Available now

Specifications
Up to two Intel Xeon E5-2600 or E5-2600 v2 processors

Datacentre in a box

Up to 512 GB of RAM with 16 DIMM slots for memory-intensive
applications

Category: Servers

Four or eight SAS/SATA/SSD drives

RRP: on request

Two PCI Express Gen 3 slots and two 1GE LAN interfaces on the
motherboard

Distributor: Westcon, Werner Bruwer, werner.bruwer@westcon.co.za

Trusted platform module for authentication and tool-less access.

USPs
Delivers high performance for a large range of workloads, including
distributed database clusters, middleware, high-performance virtual
desktops, IT and web infrastructure.
Extends the capabilities of the Cisco UCS portfolio in a 1RU form
factor with the addition of the Intel Xeon processor E5-2600 and
E5-2600 v2 product families, which deliver significant performance
and efficiency gains.

Brand: Netshield

Date of availability: Available now

Specifications
Self-contained equipment cabinets available in various sizes 15U (wall
mountable)
25U, 42U, 47U size floor standing units
Available in both indoor and outdoor varieties
Monitors environmental conditions, reporting on temperature, humidity
and flooding, and controls air conditioners and checks air flow
Monitors and controls power feeds through the UPS and metered PDUs

Unique Cisco UCS Virtual Interface Card 1225: two x 10GE PCIe that can
support up to 256 PCIe virtual interfaces.

Smoke and heat optical detection, and controls and monitors solid state
fire extinguishers

Exceptional building block and entry point for the Cisco Unified
Computing System.

Access control managed through the onboard Wiegand ports
connecting to any RFID/biometric/keypad devices
All services managed from a single IP address
24/7 SMS backup emergency reporting and remote SMS control
Internal battery backup for controller.

USPs
The Netshield datacentre in a box enables businesses to rapidly wheel in
and roll out an IT infrastructure.
The unit acts as an entire standalone server room boasting all the
features required by a server room to secure and protect the customer’s
technology assets.
The Netshield datacentre in a box is a cost-effective solution that doesn’t
require lots of technical skills, hours of configuration, or large physical
investments in a server room
Units can be tailor-made for customers to include wireless bay station,
networking switches, patch panels, data blades and other technologies.
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G-Series GK Model
Category: Desktop printer
Brand: Zebra
RRP: Price on request
Distributor: Westcon, Kevin Norton, kevinn@westcon.co.za
Date of availability: Available now

Specifications
Print methods: Thermal transfer or direct thermal
Auto-calibration of media
Triple connectivity: USB, parallel, serial
Resolution: 203dpi/8dots per mm
Maximum print speed: 127mm per second
Maximum print length: 990mm

SonicPoint-N Dual-Radio
Category: Networking
Brand: Dell
RRP: $518
Distributor: Westcon, Adrian Noble, AdrianN@westcon.co.za
Date of availability: Available now

Specifications

USPs
Well-suited to retail, healthcare and manufacturing industries, the
compact Zebra G-Series GK Model desktop printer provides a lowpriced, space-saving printer for receipts, coupons, labels or tags.
Sleek and compact design boasts the smallest footprint in a 4-inch
desktop printer.
With both EPL and ZPL programming languages native on all
models, G-Series printers fit in with other Zebra printers. A variety of
connectivity options makes the Zebra printer easy to integrate into
existing local or networked systems.

PoE power requirements: 802.3at/0.35A
Power supply: PoE and AC Adapter
Antennas: 3 external SMA and 3 external RP-TNC antennas
Wired network ports: 1 10/100/1000 auto-sensing RJ-45 port for
Ethernet and Power over Ethernet (PoE); 1 RJ-45 console port
Mechanical: Wall or ceiling mount kit, logo and LED cover
Virtual Access Points: Up to eight per SonicPoint.

USPs
Combines 802.11n and 802.11a/b/g wireless management.
Provides seamless, secure WLAN connectivity as well as advanced
performance, management and scalability.
Provides enhanced wireless reliability, discreet deployment, flexible
deployment options, comprehensive wireless security, centralised
WLAN management, Virtual Access Point segmentation, broad support
for standards and protocols, granular secular policy enforcement and
FairNet wireless bandwidth allocation.
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ineo+ 1060L
Category: Digital production press
Brand: DEVELOP
Product name: ineo+ 1060L
RRP: Available on request
Distributor: DEVELOP South Africa, Rehana Omar,
rehana@develop.co.za
Date of availability: Available now

bizhub PRESS C1100
Category: Digital production press
Brand: Konica Minolta
RRP: Available on request
Distributor: Konica Minolta South Africa, Leon Minnie,
leonm@kmsa.com
Date of availability: Available now

Specifications
Colour press with an output of 100 ppm in colour and black and white
1 000 000 sheet monthly volume
1 200 x 1 200 dpi resolution with 8-bit processing for smoother, more
realistic images to rival offset printing at a lower cost
13 890-sheet maximum paper capacity for long press runs without
interruption
SEAD IV screen-enhancing active digital processing system that
continuously maintains image stability over long press runs
G7 greyscale calibration, enabling colour output to look the same and
be reproducible on other G7 equipment on various substrates and in
different locations
Enhanced Simitri HDE toner for superior halftone and skintone reproduction, with biomass plant-based material to reduce
environmental impact.

USPs
The bizhub PRESS C1100 offers high image quality and stability, and is
suitable to satisfy the growing demands of customers of in-house print
rooms and graphic communication providers.

Specifications
High-speed print/copy output of 60 ppm in colour and black and
white, with fast scanning of hard-copy originals
Up to 3 316 pages per hour
300 000 page monthly volume
1 200 x 1 200 DPI resolution with 8-bit processing for smoother,
more realistic images
SEAD IV screen-enhancing active digital processing system
continuously maintains image stability
Large 15” colour touch-screen display with familiar PC-like operation
7 500-sheet maximum paper capacity for long press runs without
interruption
Accepts paper sizes up to 13” x 19.2” and weights up to 300 gsm
Versatile inline finishing options to suit any production need.

USPs
Designed to meet the needs of corporate print rooms, print shops, print
providers, high-volume offices and advertising agencies, the ineo+
1060L offers maximum productivity, ease of use, media flexibility, and
a quality print in the entry-level production printing segment.
Critical features of the ineo+ 1060L include a print resolution of
1 200 x 1 200 at 8 bit; high quality image production thanks to SEAD
IV image processing; natural textures through the new high-definition
polymerised toner; enhanced colour density adjustment; and highprecision centreing correction.
The ineo+ 1060L provides offset-like print quality, enabling digital
print providers to compete in the production printing market.

Small lot orders and variable data printing jobs with tight deadlines can
be performed, creating new revenue sources for printers, with speeds of
100ppm on 55 to 350 gsm papers.
Maintains the stable high image quality demanded by professional
users for high-volume printing.
Enhanced efficiency during post-processing, with booklet making, auto
ring binding, perfect binding, hole punching, GBC punching, as well as
six types of folding and stapling.
Meets latest global standards, supporting various industry standards
as well as high-level colour management, with JDF support, APPE,
Pantone, industry-standard Fiery and Creo controller.
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Appointments

Van Staden takes Psion job

New at
the top
Some of the key
appointments made recently
across the channel.
Compiled by Alison Job
photography supplied

Westcon announces new
director
Westcon has appointed software industry
stalwart Leane Hannigan in the position
of software solutions director for its
southern African business. Hannigan brings
extensive experience of both consumer and
enterprise software environments, backed
by managerial and distribution knowledge
and experience.
“We believe that Leane has the breadth
of understanding and experience of the
software industry that will provide Westcon
locally with a resource that will help improve
relationships between vendors, strategic
reseller partners and where appropriate,
end-user customers too. While at the same
time gearing us to fully embrace the cloud
and what this means for distribution,” states
Paul Conradie, CEO at Westcon Group
Southern Africa.

Fortinet appoints Andre
van Zyl
Andre van Zyl has been appointed as Fortinet’s
new channel accounts manager for southern
Africa. In his new role, Van Zyl will grow and
reinforce the regional channel organisation and
strategy.
Based in Pretoria, he will report to Perry Hutton,
Fortinet’s regional director for Africa region.
With over 20 years’ experience in the local
IT sector, Van Zyl was a founding member
of eSecure Distribution in 2003. He moved
to Axiz as channel accounts manager after
AxizWorkgroup acquired eSecure in 2012. With
a long history in IT security and distribution,
Van Zyl believes the scene is set for significant
growth for IT security solutions in the southern
African region.

Westcon has appointed Francois van Staden
in the capacity of Psion channel manager.
Van Staden joins Westcon with extensive
experience in logistics analysis and warehouse
management in the IT and automation
industries. He most recently held positions
at Psion Africa and Motorola Solutions. His
expertise includes warehouse management and
administration, distribution, stock control and
performance management.
“We believe that Francois’ experience in
customer care management will provide him
the know-how to develop lasting and valuable
bonds within the Psion channel. His extensive
dealings in business management will give him
the edge when it comes to helping value-added
resellers to build flourishing partnerships around
the Psion brand,” says Kevin Norton, mobility
solutions director at Westcon.

Singo joins Comztek Africa
team
Comztek Africa has appointed Sikumbuzo Singo
as the new business development manager for
Cisco at Comztek Africa Zambia.
Singo joins Comztek Africa Zambia from her
position as corporate account manager at MTN
Zambia, with several years’ experience in IT
and customer service under her belt. She brings
with her an intricate understanding of principles
of project management and has the ability to
advise clients on products and services that will
best suit their unique business needs.

New head of Comstor
appointed
Louise Taute has been appointed director of
the Westcon Group’s Comstor business. Taute
started her career in the ICT industry more
than 22 years ago and has held executive
management positions in marketing and sales
as well as strategic accounts management.
She has held positions at PQ Africa, Duxbury
and Neotel. Her attention to detail, strategic
customer focus and ability to develop partnerled business development plans placed her as
the ideal candidate for the role.
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Partner awards

Celebrating partner success
Compiled by Alison Job

Microsoft
The 2014 Microsoft Partner Network Awards were held at the Inanda Club in Sandton in October 2014. These awards are for those partners who have excelled in
delivering Microsoft solutions over the previous year. Intervate scooped the most awards, picking up five.

Award winners
• Volume License Distributor Partner of the Year Westcon
• Volume License Distributor Partner of the Year Westcon
• Volume Licensing Partner of the Year - First
Technology
• Licensing Solution Provider of the Year - Dimension
Data
• Messaging and Communications Partner of the Year
- Gijima
• Learning Partner of the Year - CTU Training Solutions
• Hosting Partner of the Year PricewaterhouseCoopers Exordia
• Cloud Excellence Partner of the Year - BUI
• Business Intelligence Solutions Partner of the Year Karabina Business Technology Systems
• Small, Medium Business Partner of the Year Greendata ICT Solutions
• Software Asset Management Partner of the Year Dimension Data
• Data Platform Partner of the Year - Ascent
Technology
• Dynamics ERP Partner of the Year - AccTech
Systems
• Dynamics CRM Partner of the Year - AccTech
Systems

Oracle
The Specialised Partner of the Year awards are part of the Oracle Excellence Awards, which recognise the partners’ commitment to delivering innovative
solutions and business achievements. The awards recognise partner excellence in a number of areas, including sales, marketing, solution development, and
customer satisfaction.

Award winners
The financial year 2014 award winners are:
• Volume License Distributor Partner of the Year - Westcon
• Technology Partner of the Year - IFS South Africa
• Middleware Partner of the Year - Adapt IT

Applications Partner of the Year - iFactory Consulting

•
•
•
•
•
•

Applications Partner of the Year - iFactory Consulting
Server and Storage Systems Partner of the Year – StorTech
Engineered Systems Partner of the Year - EOH Mthombo
SaaS Cloud Services Partner of the Year - Umlando Wezithombe
BI / Enterprise Performance Management Partner of the Year – Intellient
Industry and Overall Partner of the Year - Accenture

Industry and Overall Partner of the Year - Accenture
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Innovation
is the name
of the game
Innovation isn’t just about
technology, it’s also about finding
ways to survive in a tough
economic climate.

“

If I have seen further it is by standing on
ye shoulders of giants,” Isaac Newton. The
interesting thing about this quote when it’s
applied to the vendor-channel partnership is that
it applies in both directions. Each needs the other
to be great in order to be successful.
The erosion of price margins in a highly
competitive industry is making it increasingly
difficult for the channel to get the returns they
require. The onus is now on channel partners to
be more creative in finding ways to add value
and thus maintain sustainable margins.
Vendors should collaborate with their channel
partners to create new business models, new
orders, and new patterns for collaborative
innovation and cross-boundary sharing.
To this end, ICT technology providers are
shifting from a support system that improves
work efficiency to a production system that
drives value-creation.
For instance, distribution is no longer about
dropping boxes but instead is moving towards
creating niche markets. Companies must now
identify what unique innovation they can bring to
such markets to give both themselves and their
partners the competitive edge.

Integration with channel
partners
A key element to succeeding in any market is
for the vendor to share knowledge and align
itself strategically with its channel partners. As
vendors try to get the most market coverage
for the least amount of expenditure, they must
become more focused on the channel.

A local perspective
Current growth within the channel is being driven
by investment in skills improvement and valueadded service offerings. On both counts, vendors
can integrate with their channel partners to bring
about long-term benefits for their customers,
their channel partners and themselves.
Although Huawei has more than 16
years’ experience in the South African
telecommunication market, there are always
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Maggie Ren, vice president, Partners and Alliances EBG, Huawei

ICT technology providers are shifting from a
support system that improves work efficiency to a
production system that drives value-creation.
new lessons to be learnt – and strategies to be
formulated – when entering new sectors. Tough
competition from global players in the ICT sector
makes it essential for vendors to investigate the
values, needs and behaviour patterns of local
consumers as well as the ecosystems in which
they operate.
ICT companies must be able to bring
something new and innovative in order to create
a competitive edge. Innovation also means that
the company must be skilled in deriving new

sources of value. These new markets can then
translate into opportunities to reach out to new
consumer groups. Channel partners have a
crucial role to play in helping vendors penetrate
new markets. They have local insight and knowhow, invaluable resources to the vendor.
This brings us back to the two-way street
that is the vendor-channel partnership. Each
needs the resources that the other has in order
to thrive in a tough market that’s becoming more
competitive by the day.

One Vision
One Voice
One Distributor
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