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Buy what you sell
Do you eat your own dog food? Or drink your
own champagne? Or to phrase it in a less
cryptic way, do you buy what you sell?
Anyone who knows me will tell you I’m not
a sales person. When I was younger I tried out
for a part-time job cold-calling unsuspecting
victims to persuade them to attend timeshare
meetings about 100kms away from where
they lived. After spluttering and stuttering
through about ten calls I realised the job
wasn’t for me, and my sales career ended right
there. Part of my failure was because I don’t
have the ‘gift of the gab’, but also because I
think you need to believe in the value of the
product or service you’re trying to punt.
The questions above often go beyond
simply believing in the product’s value gained
through training, they imply that you believe
and understand its value through experience,
and use the products or services as a routine
part of your own business or life.
This is a theme that I think intertwines
through a number of the stories in this
issue. Our main focus is on mobility and the
opportunities it provides for the channel. We
also report back from the Gartner Symposium
and provide some insight into new tech
business areas that the analyst firm believes
will start evolving soon, as well as the wave of
technology-driven business disruption set to
reshape the world in the coming years. You’ll
also find a piece on remote working, and its
adoption by channel players.
Let’s face it, the channel sells the benefits
of technology to other businesses well. It
sells the idea that, thanks to digital enablers
like mobility and cloud, we can work from

anywhere, anytime allowing us to be closer
to customers or work in a way that suits us.
The perfect application of such tech with
a scalable business model also allows new
disruptive companies to rocket into the
$1 billion market capitalisation figure in next
to no time leaving a wake of ‘old school’
industries changed forever. But do we really
take that to heart in our own businesses?
How many systems integrators can say their
entire local workforce is truly mobile enabled
and are actively looking to reduce the size
of their premises or move to an increasingly
contractor-based employment model as a
result? How many resellers are looking at
disruption in other industries to apply to their
own business model?
With that said, I hope some of the points
raised in some of the articles in this magazine
give a spark about how your business can
benefit from some of the technology you sell,
and not just the impact on the bottom line.
I do hope you find the issue useful.
As the last issue of the year, I’d also like to
wish you all a happy and prosperous 2016.
.
Happy reading

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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TAKING A LOOK BACK

AT WHAT SHAPED IT IN 2015

T

he year that was 2015 is
almost at an end and what
a year for IT it has been. So
many updates, changes,
new entrants and new technologies
have made a mark for themselves
this year – once again shaking up
the industry.
Some key touch points that have themselves
made an indelible mark on WestconGroup as well
as our resellers include…

The Cloud
The reality with the cloud is that it is here to
stay and customers are starting to migrate
components of their business into the cloud.
Whether this is their development operations
environment, their CRM or Office suites, or their
disaster recovery sites. The cloud is starting
to move off of the agenda as an item to be
considered, and starting to sit firmly placed as an
option of a way in which business and most things
can be done.

Paul Conradie
CEO of WestconGroup Southern Africa

At WestconGroup we recognise how some
customers (resellers) could be grappling with
how they ramp up on their cloud efforts, so in a

bid to support them and ensure they don’t get
left behind, we unveiled a Cloud Acceleration
Programme to help our partners on this journey
in 2016 and beyond.

Big data and big data centres
The volume of data being driven into and through
IT systems as a result of cloud technologies,
Internet-based business and even social media is
escalating rapidly. This has seen a surge in big
data resulting in the need for big data centres to
support this volume.
But big data centres are still costly and this has
seen the maturation of technologies that speak
to the commoditisation of hardware, such as
hyperconvergence solutions that then promote
the customer’s ability to leverage web-scale IT
solutions. The software-defined data centre is
becoming a de facto standard, which is now also
gaining piqued interest in network virtualisation
technologies and virtualised storage. While still in
their infancy, they are sure to be the talking points
for customers in 2016.

The Internet of or the Internet in
Things
The Internet of Things (IoT) is still a concept
being bandied about. But instead of just being

a technology that enables your phone to talk
to your toaster, key vendors are starting to
deliver working solutions around IoT to prove
its business proposition and value beyond the
consumer benefit.

‘‘

At WestconGroup we
recognise how some
customers (resellers) could
be grappling with how they
ramp up on their cloud
efforts, so in a bid to support
them and ensure they don’t
get left behind, we unveiled
a Cloud Acceleration
Programme to help our
partners on this journey in
2016 and beyond.

easier – it is flying off the shelves. In 2015 we
have seen a rise in smart devices, a charge that
is being led in part by the consumer.
From the smart watch to the smart TV, consumer
devices that connect to your tablet, phone and
even laptop, and provide you valuable information
about yourself, the environment, your network
of friends and even your colleagues, are all the
latest rage. While there are those that are still
saying that the number of devices will consolidate
into a “single uber” smart device, the popular
thought is that the average person will have at
least five connected devices in the next few years.

Security continues to terrorise

‘‘

If there was one thing to crown off 2015 it
has been a massive growth in security threats.
From cyber espionage to network infiltrations,
all of which have prompted the need for more
pervasive security solutions. Security is no longer
simply about device protection but needs a focus
on an all-inclusive security solutions approach.

This is definitely a technology concept that
although, is still relatively misunderstood by some
players, is certainly developing fast. We as an
industry need to strip away the misperception
around its implementation and rather look at
how putting the Internet “into” business “things”
and devices can facilitate and aid business
productivity through connectivity and drive better
customer-centricity.

Securing from the device, through the network
and into the datacentre has become the preferred
approach to security. All of which needs to take
into consideration that cybercriminals don’t need
to make use of sophisticated cyber attack tools to
infiltrate systems anymore. If anything the need
for security into 2016 will be a more pressing
one and security vendors will have to continue
with their unwavering vigilance in this regard.

Consumerism and pervasive
devices continue to grow

Mobility is king

While the desktop market is shrinking the device
market is booming. If it is smart, if it proposes to
be smart and if it makes the life of the consumer

In 2014 the term BYOD was abuzz. While
this has become part of the CIO agenda there
has been significant business growth in the
acquisition of built for purpose mobile devices

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

and mobile computing solutions. Solutions that
are able to feed the big data engine, improve
logistics operations, and ultimately deliver on
customer satisfaction.
There has also been significant growth in
management tools to support and manage
how these devices engage and interact with
business processes.

An overall view
Some key new terms we have heard emerge
in this year have been “born in the cloud”,
consumerisation of IT, hyperconvergence,
network virtualisation, cloud-based services
and customer centricity. While some of these
concepts are not new – they have certainly
gained more prominence in 2015.
We have also seen the rise of a brand of new
vendors entering the market. If you look at vendor
lists today, you will see new entrants in the market
that were hardly there five years ago. With big
change comes a new approach, which gives new
technologies an opportunity to advance.
At WestconGroup Southern Africa we have
enjoyed a good year. Something we attest to
our value-added services, our extensive vendor
partner network, our ability to understand the
business challenges that our customers face and
our ability to offer them the relevant solutions,
which help our resellers fill new gaps that are
emerging as a result of new technologies.
Looking ahead… 2016 is going to be an even more
interesting year as we take yet another gargantuan
leap forward in the world of technology.
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STAT ATTACK

Figuring it out
The Margin brings you some of the latest industry forecasts, statistics,
trends and predictions.
Compiled by Paul Booth, Martin Czernowalow and Alison Job

What’s up?

According to IDC,

Governments in the Middle East and North
Africa will spend

was spent worldwide

$11.4 billion on IT
products and services
in 2015, according to Gartner.

$32.6 billion

in 2015, according to IDC.

in 2015, with a large scope
ahead for continued rollout in many established
markets and growth in
new markets, according
to IDTechEx Research. The
study found 38% of the
2015 market value is for the
tags themselves,
with a total of
9.1 billion tags
sold in 2015, up
from 7.8 billion
tags in 2014.

in 2016, up 103% from the
predicted 244 533 units in
2015, according to Gartner.
3D printer shipments are
forecast to more than
double every year between
2016 and 2019, by which
time worldwide shipments
are expected
to reach
more than
5.6 million
units.

30% of
IT budgets

By 2020,

By 2018,

By 2020, smart agents
(virtual personal assistants)

10% of smart
buildings will
have had some
form of digital
vandalism
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in 2014.

Worldwide shipments of
3D printers will reach

Gartner symposium
By 2017,
risk, security
and compliance
will account for

on mobile
technologies

RFID is thriving, reaching
total sales of

$10.1 billion

Total spending on cloud
IT infrastructure (server,
storage, and Ethernet
switch, excluding double
counting between server
and storage) will grow by
24.1% and will reach

$901 billion

50% of large
enterprises will have
Chief Digital Risk
Officers
will facilitate
40% of device
interactions

Microsoft’s strategy will be
around Cortana, rather than
Windows

496 475 units

According to Gartner,
worldwide spending on
information security
will reach

75.4 billion

in 2015, an increase of 4.7%
over 2014. The increase in
spending is being driven
by government initiatives,
increased legislation and
high-profile data breaches.
Security testing, IT
outsourcing, and identity
and access management
present the biggest
growth opportunities for
technology providers.

By 2020,

90% of organisations
will be driven
by resiliency
and riskbased
approaches
In the past two years,

71% of
enterprises
went into
disaster
recovery
mode

Gartner estimates

more than 25 billion
connected devices
by 2020
In 2020,

$1 trillion
will be
generated
annually
from digital
business.

Industry developments

Booth’s

bulletpoint bulletin

ICT industry consultant Paul Booth keeps you abreast of the
notable deals and developments in the international and local
tech space in recent months.

Compiled by Paul Booth, Alison Job and Martin Czernowalow

Local developments

• Huge Group proposed the acquisition of Centracom, a company that
aggregates converged voice, connectivity and cloud solutions services
utilising multiple technology brands.
• Mozido Africa, a subsidiary of Mozido, a digital commerce and
payments solution provider, has opened its African headquarters in
Johannesburg.
• Mxit closed down.
• Telkom SA has launched a separate wholesale broadband division,
Openserve.

International developments

• Apple has been ordered to pay $234 million in damages after a US jury
found the iPhone maker used technology owned by the University of
Wisconsin-Madison’s licensing arm without permission, in chips found
in many of its most popular devices.
• China’s top three telecoms carriers – China Mobile, China Tele and
China Unicom – agreed to sell their telecommunications towers to a
joint venture, China Tower, in a deal worth almost $30 billion.
• FireEye, a player in stopping today’s advanced cyberattacks, and F5
Networks have announced a strategic partnership.
• Inmarsat, the London-listed group that provides global
communications through a fleet of satellites, has formed a strategic
partnership with the China Transport Telecommunication &
Information Centre, to deliver satellite communications through China
and the One Belt, One Road area.
• Microsoft and Google have agreed to bury all patent infringement
litigation against each other, settling 18 cases in the US and Germany.
• Quirky, a startup backed by a string of venture capital funds, has filed
for Chapter 11 relief and put its smart home platform, Wink, up for sale.
• Two of China’s biggest tech startups, Meituan.com and Dianping
Holdings, merged.
• VMware announced that, together with EMC, it was forming a jointlyowned company under the name of Virtustream, which is the company
EMC bought for $1.2 billion.
• Vodafone has ended its talks with Liberty Global regarding possible
asset swaps.

African Developments

• Agilitude has opened an office in Nairobi, Kenya, that will serve the
East Africa region.
• Alcatel-Lucent Submarine Networks, the undersea cables subsidiary
of Alcatel-Lucent, has been awarded the development of the 1 900km
Sonangol Offshore Optical Cable.
• Bharti Airtel has sold around 8 300 towers (it has 14 000 in total) in
Africa, for $1.7 billion. The deal included transactions in seven countries.
• Facebook and the Paris-based satellite operator Eutelsat have reached
a deal to offer internet access to underserviced areas in Africa,
including South Africa, via the Spacecom-built Amos-6 satellite.
• Millicom made a 24 percent investment in Helios Towers Africa.
• MTN has been rated the most valued, admired brand in Africa.
• MTN Nigeria has been issued with a NGN1 trillion (approximately $5.2
billion) fine, arguably one of the highest in the history of the West
African country’s telecommunications sector, after allegedly violating a
SIM registration order from government.
• NTEL becomes Nigeria’s fifth telecommunications player as it enters
the Nigerian $32 billion telecommunications sector.

Vendor deals

• Accenture acquired Sagacious Consultants, an electronic health record
consulting practice.
• An investment vehicle representing many of Silicon Valley’s wealthiest
individuals, including Facebook founder Mark Zuckerberg, made an
investment in Dutch payment processing company Adyen.
• Dell has acquired EMC for $67 billion. This is the largest technology
industry deal to date.
• Private equity firms Exponent and Electra acquired PhotoBox, the
photo printing company, for £400 million.
• Gartner bought Capterra, a company that helps organisations find the
right business software to meet their needs.
• Google made a $60 million investment in Mobvoi, a Chinese company
previously used by the former to bring its Android Wear platform to
China.
• Intel acquired part of VIA Technologies’ mobile phone chip subsidiary
VIA Telecom’s assets, as well as Saffron Technology, a cognitive
computing firm.
• Semiconductor equipment maker Lam Research acquired rival KLATencor for $10.6 billion.
• Microsoft bought Havok, a game development technology provider,
from Intel. The latter bought the Dublin-based company in 2007, for
$110 million.
• Sony purchased Belgian image sensor technology company Softkinetic
Systems and bought Toshiba’s image sensor business for $164.7
million.
• Trend Micro bought HP’s TippingPoint, a company that 3Com acquired
in 2004 for $430 million. 3Com was subsequently sold to HP for $2.7
billion in 2009.
• An arm of China’s Tsinghua Unigroup made a $3.78 billion (15 percent)
investment in Western Digital.
• Western Digital purchased SanDisk for $19 billion, in a move that aims
to expand its business, which makes flash memory storage chips used
in smartphones and mobile devices.

Local deals:

• Adapt IT spent R216.8 million acquiring CQS Investments, a valueadded distributor of a combination of its own and third-party
(CaseWare, ACL and Confirmations.com) intellectual property software
solutions.
• Altron has disposed, for about R1.5 billion, of its Autopage business to
Cell C, MTN and Vodacom.
• Dimension Data acquired the remaining 60 percent of software house
Britehouse it didn’t already own.
• EOH bought Mehleketo, a provider of full turnkey rail automation and
technology solutions, coupled with the design, build and management
of operational nerve centres for the rail industry.
• Investec invested in fibre-to-the-home (FTTH) provider Vumatel.
• MTN bought Smart Village, the fibre provider of MultiChoice, in a move
that will accelerate the mobile operator’s FTTH strategy.
• Naspers made a $1.2 billion investment in Avito, the top online
classifieds platform in Russia, in a deal that makes it the majority
stakeholder.
• Pinnacle Holdings made an additional investment in Datacentrix in a
move that brings the former’s stake in the latter to about 45 percent.
Offers for the remaining shares of Datacentrix have also been made.
• MICROmega subsidiary Turrito Networks acquired a majority
stake in support specialist Dial a Nerd.
Q4 2015 |
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P e t e r So n d e rgaard , Gartner

upfront

Divest.
Digital.
Disrupt.
Gartner’s 2015 Symposium
predicts turbulent times
ahead for those businesses
that don’t take note of the
forthcoming disruptive
digital storm.

by Adrian Hinchcliffe
photography Sean Wilson

I

t’s said that Cape Town’s quick-changing
climate means you can experience four
seasons in one day. The rapid rate of
change wasn’t limited to the weather,
however, as thousands of delegates
descended on Kaapstad for Gartner’s annual
Symposium in late September. The analyst
firm forecast a vision of disruption facing the
tech industry and wider business world in the
coming years. The Margin was there to report
back what was relevant to the channel.
“The digital business model first focuses
on what the customer does, not what they
want,” Peter Sondergaard, Gartner’s global
head of Research, told the audience. He
talked about the bimodal tech landscape,
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“Look at how you solve the
problem, not what you sell.”
Peter Sondergaard, Gartner
whereby IT departments focus on maintaining
stable legacy systems to run the business,
while also developing faster, agile, customercentric digital solutions to innovate and grow
the business. “Beyond IT, businesses are
starting to go bimodal [operationally and
structurally] to capitalise on digital innovation
opportunities,” he added. Sondergaard
acknowledged that with this came two
different types of suppliers: the ‘old school’
mode 1 type and mode 2 digital suppliers,
characterised by a ‘pay as you go’ model.
Successful suppliers in a digital world
should be well-versed with the wider changing

landscape, he noted, and they can
extract innovation across industries
to apply for clients. “Standout
suppliers will be au fait with your
industry, and look around corners
with you,” he said. “They will
understand competitors from other industries,
as they move to disrupt your industry.”
Frank Buytendijk, Research VP at Gartner,
introduced the ‘economics of connections’,
a notion characterising modern disruptive
businesses. This approach consists of three
parts – give, take and multiply. “Give access to
everything that’s more valuable shared, such
as Tesla sharing some patents, as it knows
this will improve production cost-efficiencies,
drive standards and grow its ecosystem. Take
advantage of other resources, including new
skills, new budgets and data from ‘things’.
Finally, multiply refers to the ecosystem’s

trends

Cloud services brokerage – channel opportunity

Talking about megavendor cloud strategies, David Mitchell Smith, VP and Gartner Fellow, provided insight into an emerging business model – cloud
services brokerage. While some businesses may look to create this function internally (be it an automated service or ‘manpowered’), there’s also
opportunity for external agents. “All major enterprise IT vendors are engaged in the cloud somehow. There will be opportunities to become a cloud
services broker to handle billing and act as agent to find and procure cloud services to fit the client’s needs,” he said. He identified three primary roles in
which an intermediary adds value.

Aggregation
– the typical
distributor role

Customisation

– the value-added
reseller role

Integration

– the system
integrator role.

Key functions that Mitchell Smith saw the cloud services brokerage model covering included sourcing, billing, governance, compliance, auditing,
security, management and reporting.

Sharing risk and reward

Another trend likely to affect the channel is a demand for greater vendor and supplier collaboration to speed delivery. “Put vendors together to form communities,”
recommended Gartner’s procurement specialist, Linda Cohen. She envisioned a move to a shared outcome success model where vendors and suppliers share both risk and
rewards. This would imply both targets and compensation tied to individual and group performance. The rise of the operational level agreement would likely supersede the
service level agreement..

The age of
algorithms

A key message to come out of Gartner’s
symposium was the expected emergence of
the algorithm economy. Peter Sondergaard
identifies that algorithms define the way
the world works, as they’re at the core of
customer interactions. They’re used to define
business processes, assess risk and define
products. Everything from Coca Cola’s secret
recipe to Goldman Sachs’ trading formulas
are considered algorithms – some are core to
the business’s individual operations, others
are more generic. These algorithms will be
grouped as protected (core to the business),
licenced or for sale, and then free. “The trading
of those algorithms (snippets of code) is
going to become a more established business
practice,” he notes. The Margin believes we’ll
start to see platforms and agencies designed
to encourage trade in these.
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S n i p p e t s of i n t e r e s t

Some of the more juicy
factoids to come out of
Gartner included:
Globally, consumer technology
spending is now larger than that of
enterprise.
In 2005, 70% of technology spending
was under the control of the IT
department. In 2015, it was 58%,
while in 2017 it will be 50%.
25% of CEOs surveyed name a tech
issue in their top three business
priorities.
CEOs expect to double digital
revenues over five years.

connections interacting directly with each
other to become the economic platform.”
This requires a different mindset; rather
than controlling everything, the business needs
to divest and trust the parts of the network. “In
this scenario, influence scales, control doesn’t,”
Buytendijk said. As reliance on external parties
comes to the fore, a business’s trust strategy
will need to be established.

Best to divest

Those businesses that learn to leverage the
power from the economics of connections
stand to benefit. “The best divestors produce
return on investment 1.8 times higher than
those who own everything,” noted Buytendijk.
Key divestment principles include cutting
back on business operations that don’t add
value. While this can involve letting go of
some aspects and trusting the network of
connections to fill the gaps, it also leads
to outsourcing some business processes.
Increased reliance on outsourcing was a
message being pushed through the event,
which is good news for channel businesses
providing such services. However, Buytendijk
noted, companies should never divest key
data, platforms or proprietary algorithms.
Brian Burke, Research VP at Gartner,
imparted some key digital business rules.
“You’ll never fix or control everything. In a
14
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moment, every consumer, customer, business,
partner or thing could be an opportunity.
Switch from ‘boxing thinking’ to ‘tai chi
thinking’,” he said. Currencies other than
money will become more important in this
new business world, he added. The Margin
questions whether margin-focused channel
businesses can voluntarily switch from a triedand-tested focused sales approach to ‘trusting
in the network’, without a competitive market
player forcing the hand.

So how does that affect me?

Digitally-driven disruption offers two key
lessons to the channel.
Firstly, CIOs and business leaders are being
advised, based on technology evolution and
international market trends, this is the general
direction to take their businesses. Uncertainty
and new paths provide opportunity, whether
that’s selling technology through increased
outsourcing of non-core operations, or soft
skill support, such as change management
services or training – tech education in
organisations was specifically identified as a
need to be addressed by CIOs.
The second aspect is to determine how this
changing business landscape will impact the
operations of your own business. Mark Raskino,
VP and Gartner Fellow, noted: “In the digital
world, technology disrupts the traditional roles
and allows customers to be manufacturers,
designers, distributors, and even financiers.”
Is the South African technology supply chain
ripe for disruption? Are you ready to capitalise
on that? Perhaps the best piece of advice
in the face of digital disruption comes from
Sondergaard: “Look at how you solve the
problem, not what you sell.”
* Disclosure: The Margin’s attendance at this
event was fully sponsored by Gartner.

Top 10 trends
for 2016
Device mesh

Ambient user experience
3D printing
Smart machines, including
autonomous vehicles
Machine learning
Autonomous agents and
things
Adaptive security architecture
Advanced systems
architecture
Mesh app and service
architecture
Internet of Things architecture
and platforms

Column

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.

The year of
the Internet of
Things
Technology continues to drive
the democratisation of business
and how we as humans go about
doing our daily tasks. 2015 will be
remembered as the year the Internet
of Things (IoT) made significant
inroads. This year, we connected
more devices to the internet than
ever before … and this is just the start. Conservative estimates indicate that
by 2020 we will connect anything between 20 billion to 75 billion devices.
The numbers bandied around IoT are astonishing. The latest report
from BI Intelligence suggests that 34 billion devices will be connected to
the internet by 2020. Of those 34 billion connections, 10 billion will be
made up of computers and smartphones.
That number is conservative compared to Cisco’s, which predicts
that we are looking at 50 billion connected devices by 2020 – that’s
connecting 255 devices per second!

2016: Doctor in your pocket
We’ve seen a plethora of smartwatches and wearables unveiled this
year. The Apple Watch stole the show as the most desired one of the year,
but are these watches a revolutionary piece of technology? Well yes and
no. As an extension to your smartphone, they certainly have some kind
of functionality. Will it change your life? Perhaps not. But you’ll get many
friends engaging you in conversation about your new tech acquisition. And
yes, you’ll lie about how wonderful it is and how, well umm, how well it
tells the time.
But on a serious note, most of these devices are first and second
generation devices, and yes we’re guinea pigs for something bigger about
to happen in wearables.
I believe 2016 will be the year wearables and smartwatches become
useful. As sensors become smarter and we use the data more effectively
with clever algorithms, only then will these devices become truly
compelling to use, especially when combined with healthcare.
Healthcare is going to be the buzzword for 2016. At the end of January
2016, the $10 million global Qualcomm Tricorder XPRIZE winner will be
announced. The competition, which was
announced in 2012, will award the $10
million prize to the device that will turn
the Tricorder used in Star Trek into reality.
Imagine having an affordable device
in your home that will read your vital
statistics in seconds and then even have
the ability to self-diagnose your condition.
Basically, your doctor in your pocket – and
this will revolutionise digital healthcare.

Self-Driving Cars
The quote that stood out for me this year
was the one I heard at the Mobile Congress
in Barcelona, when one of the delegates
was talking about innovation. He said the
next smartphone is the car. When you
look at phones today, innovation has been
incremental – let’s be honest there hasn’t been anything wow in a while
The automotive business is going through the most radical change, with
innovation and technology revolutionising an industry that hasn’t quite
seen the same boom that technology has had in other sectors.
Predictions that self-driving cars will be in commercial use by the end of
this decade are spurring most manufacturers into action and the race is
on to see who will win. It’s interesting to note that non-traditional vehicle
manufacturers like Google, Uber and even Apple are investing huge sums
of money into this sector. Can the industry support so many players?
Many will not survive and consolidation will be the name of the game.
Fiat’s CEO was quoted as saying that five or six vehicle companies will be
left standing in 20 years. For now the industry is growing and the world’s
current vehicle population stands at 1.2 billion cars.
Toyota recently announced plans to set up a new company in Silicon
Valley, called Toyota Research Institute, to focus on artificial intelligence
and robotics. Toyota plans to invest $1 billion dollars into its new venture
over the next five years.
One of the challenges the self-driving industry faces comes from the
insurance industry. With the technology in control driving you, the risk
shifts. Liability is now shifting from the driver to the vehicle manufacturer.
One of the world’s largest reinsurers, Munich Re, believes we will see
more semi-autonomous vehicles towards the end of this decade, with fully
autonomous cars going mainstream at the end of the next decade.
Can the world cope with more vehicles, and can the environment cope
with increased emissions from combustion engines? How we power
future vehicles is set for change. As batteries become more efficient,
the future for cars is electric power and Elon Musk’s Tesla vehicles are
testament to this. Recently, British futurologist Ian Pearson predicted
that by 2026 the demand for electric cars will exceed that of traditional
fuel-driven vehicles.

Big Data and Artificial Intelligence
According to IBM, we create 2.5 quintillion* bytes of data every single
day and that number isn’t slowing down – 90 percent of the data in the
world today has been created in the last two years alone!
We’re drowning in data. The challenge for business is to take that big
data and turn it into useful data and become more efficient. This is why
super smart algorithms, combined with artificial intelligence, will be key
in driving future business growth.

*1 Quintillion =

a billion billion, or 1 followed by 18 zeros
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Dell World: New
products, new strategy
During its fifth Dell World technology conference, Dell presented various new hardware
and software products, services, cloud solutions and even a fresh strategic course and
vision on the future of ICT.

Words André Schild
photography supplied

D

ell’s annual tech conference, held in
its home state of Texas, allows the
company to connect with business
and IT stakeholders, such as VPs, CIOs,
developers, analysts and the international
press. As the only South African tech media
present at the event in October, The Margin
was there to report back what Dell has in
store for the near future.

EMC

During the opening press conference, founder
and CEO Michael Dell said CIOs are trying to
fund digital transformation by reducing cost
in the infrastructure, and there’s a move to
virtualisation and hyper-converged systems.
“It’s important to lead in the next wave of IT,
and the combination of Dell and EMC gives us
a leadership in that position,” he said.
He commented that the deal would give
Dell “an incredible position in the future of
tomorrow.”
Key to that is the Internet of Things (IoT)
and Michael Dell noted “all those new devices
are going to need some form of storage” – a
further nod to the EMC deal.
If the Dell-EMC deal comes to completion
in mid-2016 it will go into the history books
as the largest tech deal to date and result in
two separate divisions, one of which will be
enterprise-focused. The other division will be
looking after consumer products and midmarket companies. VMware, a subsidiary of
EMC, will remain a publicly traded company.
What the pending Dell-EMC merger
specifically means for the South African channel
remains unclear. However, it would be safe to
argue that current and future Dell customers
could deal with even fewer suppliers. With
EMC’s product and service portfolio under
Dell’s wings, the company will be able to offer
an even broader range of hardware, software
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reportback
and (cloud) storage/virtualisation solutions, all
neatly packed under one roof.

Hybrid cloud

The main keynote also briefly featured a
discussion with Microsoft CEO Satya Nadella
on the companies’ new cloud partnership
focused on delivering the industry’s first
integrated, modular hybrid cloud solution. This
new system delivers simplified, automated
deployment and maintenance capabilities, a
new payment solution that should help reduce
customer investment risk and better hybrid
cloud governance, control, and policy-based
automation for Microsoft Azure and other
cloud environments.
“The challenges most customers face on
their cloud journey are clear,” said Jim Ganthier,
VP & GM of engineered solutions and cloud at
Dell. “They tell us it’s too complex, the cost-risk
is too high, and control isn’t transparent.”
Scott Guthrie, executive VP cloud and
enterprise at Microsoft added: “Customers
want to simplify and accelerate their journey
to the cloud, Microsoft and Dell are extending
their collaboration to remove many of the
traditional barriers to hybrid cloud.”

“The challenges most
customers face on their cloud
journey are clear. They tell us
it’s too complex, the cost-risk
is too high, and control isn’t
transparent.”
Jim Ganthier, Dell

Better safe than sorry

Dell also announced a complete new range
of end-to-end security products including
firewalls, switches, wireless access points,
cloud identity management software and
improved e-mail security solutions.
Curtis Hutcheson, VP and GM of Dell
Security, stated: “Attacks and hacks
on business assets continue to be a
common occurrence and are becoming
more sophisticated. It’s imperative for
organisations to implement a solid security
strategy that protects them not just today,
but for the future.”

This translates into new
opportunities for local resellers to
offer their customers even better
protection against hackers and
malware.

Internet of Things

Further building on the value of
IoT to Dell’s vision, the company
announced a dedicated Edge
Gateway 5000 server to manage the
new plethora of IoT devices, sensors
and data.
This ‘mini-server’ features a full range of
analytic capabilities, expanded I/O options
and is specifically designed to operate
in extreme environments. The Gateway
5000 server allows for operating system
flexibility with choices that include Linux
and Windows 10.
“Organisations are struggling to make the
best decisions regarding the data volume and
complexity created by the vast numbers of
sensors, embedded systems and connected
devices now on the network,” said Andy
Rhodes, executive director, commercial IOT
solutions at Dell. “As more of the data is
processed in real time, at the edge of the
network, the gateway becomes the spam filter
for IoT.”
This means South African resellers can
offer their customers new, innovative
ways to gather, manage and analyse large
amounts of data to be used for strategic and
competitive advantage.

Anticipating the next-gen workforce

To better meet the demands and requirements
of the next-generation workforce and
workplace, Dell announced a refresh of its
OptiPlex workstations, featuring new hardware
and a smaller form factor. In addition, a brand
new VMware-compatible thin client and new
printing solutions were launched.
“We’re defining the future of the PC and the
role it plays in meeting our customers’ most
pressing computing needs,” said Jeff Clarke,
vice chairman of operations and president of
client solutions at Dell.
“We’re investing in this part of our business
like never before, bringing new innovations to
market that are redefining the role of the PC
– whether it’s an ultra-mobile two-in-one, thin
or zero client or a desktop that now handles
workloads for a mobile workforce who require
a robust collaboration solution.”
The raft of new hardware and software,
that has been designed to better connect with
today’s requirements, will provide new sales
opportunities for Dell’s channel partners.

* Disclosure: The Margin’s attendance at this
event was fully sponsored by Dell.
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Is your business district

future proof?
Rally with the businesses in your area to
become part of a DFA Precinct, and get
reliable, future-ready optical fibre connectivity.

Contact us today to find out how.

Visit www.dfafrica.co.za for this and other state-of-the-art optical fibre connectivity offerings.
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Tullett’s

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

South Africa’s CIO Survey finds
channel lacks speed and agility
C
IOs are frustrated with the strategic
alignment of their suppliers, and are
more closely focused on long-term
vision than on cost effectiveness. These
and other factors emerged as strong trends
in ITWeb Brainstorm’s annual CIO survey,
which polled 200 IT leaders in all sectors to
establish the top concerns and priorities for
the industry.
The primary focus of the survey was on the
changing role of the CIO and IT operation, but
included several questions intended to gauge
the outlook for the supply-side and channel,
including budget growth and the impact of
the local economy, which technologies are
being deployed most rapidly both in-house
and outsourced, and the key areas of concern
when dealing with suppliers.

The survey asked CIOs to indicate what
factors were most important to them when
selecting a technology provider, and how
satisfied they are with their existing suppliers.
In the first instance, the results closely
followed 2014’s survey, but in the latter, there
were some big shifts.

Supplier (dis)satisfaction

With business alignment top of mind, it was
not surprising to see alignment with business
strategy still rated as the most important
criteria, closely followed by long-term
strategic and product roadmaps, with costeffectiveness in third.
In satisfaction scores, this year saw some big
turns for the worse. The ability of solutions to
adapt to new business demands dropped from
72 percent to 64 percent. Delivering
on the benefits that were promised
also dropped, from 70 percent to 63
percent, as did the ability to deliver
projects on time. Other areas which
degraded included the quality of local
skills, and the speed to resolve issues.
This should be a wake-up call,
not just because any downturn in
satisfaction is a concern, but because
several of these are in high-value
focus areas for CIOs. These execs are
under tremendous pressure (the survey tells
us) to deliver business value rapidly and with
agility, and these are exactly the areas where
the channel is failing to deliver.
In particular, ‘inability to implement fast
enough to meet business goals’ had jumped to
the top concern for CIOs in 2015, above a lack
of skills in second place and budget concerns
in third. Suppliers and channel partners
who can target these specific concerns and
focus on long-term alignment with the CIO’s
business strategy are likely to emerge as

“This should be a wake-up
call, not just because any
downturn in satisfaction is a
concern, but because several
of these are in high-value
focus areas for CIOs.”
Throughout the survey, a handful of key
pressure points emerged. CIOs tell us they
are under pressure to better align themselves
and their teams with the business, to
deliver solutions more rapidly and flexibly,
and to achieve company-wide innovation
efficiency. Infrastructure maintenance is
very low on their list of priorities. That
alignment is important: it sets the scene for
disappointment in partnerships, where the
CIOs tell us their technology providers are not
living up to their expectations.

winners as the market continues to evolve,
particular if the appetite for mega-mergers
like Dell-EMC and WD-SanDisk drives a wave
of partner rationalisation among the suppliers,
but also among customers.

Budgetary pressure easing

On the budget side, despite tough economic
conditions, fewer CIOs indicated their budgets
were being negatively impacted. Instead, there
was a greater focus on achieving cost-cutting
and efficiencies across the organisation as
a whole. Fifty-six percent of CIOs indicated
their two-year budget forecast was expected
to match or beat inflation, compared to 49
percent in 2014. Only six percent (compared to
14 percent) said their budget would shrink for
two years in succession.
Enterprise applications emerged as the
major area of acquisition – infrastructure was
markedly down (from 71 percent to 53 percent
of CIOs) in immediate anticipated spend inhouse, while key areas like BI, analytics, ERP
and more all showed growth. Strong focus
areas for outsourcing included infrastructure
management (including network management,
mobile management and MDM), CRM,
collaboration, and analytics.

The executive summary of the
2015 survey findings is available
online at
https://secure.itweb.co.za/
ciosurvey2015/index.php?results
The full 2015 CIO survey report will be
available in January 2016, including persector breakdowns for key areas including
financial services, public sector and more,
and separate analyses for large, medium
and small firms.
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Stock
watch
L- series
Category:

Printer

Brand:

Epson

RRP:

R3 000 - R5 000

Distributor:

Epson, Belinda Wilson, 011 465 9621

Date of availability: Available now

Specifications

Micro piezo technology
Epson genuine ink
ENERGY STAR-qualified
Magenta, Yellow, Cyan, Black – four coloured
1 200 dpi x 2 400 dpi (horizontal x vertical)

Vostro 3558

Print up to 12 000 pages in black and 6 500 pages in colour
The range includes models with 1200dpi scanning functionality
(L365), copying, faxing and Wi-Fi capabilities

Category:

Laptop

Large LCD screen and SD card slot for easy PC-free printing

Brand:

Dell

RRP:

R7 600 inclusive of VAT

Includes two extra black ink bottles increasing their combined black
print output to 12 000 pages

Distributor:

Drive Control Corporation, 011 201 8927

Offers print speeds of up to 9.2ppm.

Date of availability: Available now

Specifications

4th and 5th generation Intel processors with up to Core i5
15.6” anti-glare HD screen
Built-in NVIDIA discrete graphics with 2GB dedicated graphics
memory on selected models
16GB high speed RAM

USPs

Measures less than 2.5cm thick, with a 15.6-inch anti-glare screen,
with HD resolution that offers improved clarity and reduced
reflections, ideal for working in a variety of different lighting
conditions
Connectivity is taken care of with multiple options, including three
USB ports, a media card reader, a built-in optical drive and even a
VGA output to connect to legacy peripherals

	Uninterrupted multi-tasking performance, allowing users to take
advantage of built-in NVIDIA discrete graphics, with up to 2GB of
dedicated graphics memory
A built-in HD webcam and Waves MaxxAudio audio enhancing
software ensure crystal clear video conferencing, with reduced
background noise, a clear picture and boosted audio clarity.
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Mini Media Converters
Category:

Hardware

Brand:

Netshield

RRP:

Available on request

Distributor:

Netshield, Nadia Hill, sales@netshieldsa.com

Date of availability: Available now

Specifications

Products include the Netshield Mini 10/100/1000BaseTX (MiniMC-GBE),
as well as the Netshield Mini 10/100BaseTX (MiniMC-FE series) to Fibre
Ethernet Bridge Media Converters
Both versions come coupled with Link Fault Pass-through (LFP), a reliable
external power supply, including a fitted standard South African three-pin
plug for table top or rack mountable applications
The entire range complies with IEE802.3z/ab Gigabit Ethernet, Ethernet
industry standards

Arlo battery-powered
smart home security
video camera
Category:

Security cameras

Brand:

Netgear

RRP:

R7 576.37 (ex VAT) – three-camera bundle

Distributor:

Duxbury Networking, Luned Lira, 011 351 9800

USPs

Offers seamless integration and convert two types of media for network
connectivity, auto-negotiating 10/100/1000Base-Tx to 1000Base-Fx and
connect these two types of segments to operate smoothly
Integrates seamlessly into your network and converts two types of media
for network connectivity
Auto-negotiates 10/100Base-Tx to 100Base-Fx, ensuring smooth
connection between these environments. It also supports
multi- and single-mode fibre optic and extends
the network from 100m up to 100km

Date of availability: Available now

The featured Link Fault Pass-through (LFP)
mode offers Automatic Link Restoration as
a standard to indicate remote failure of
connectivity

Specifications

The units can also both be used in either
a table top or rack-mount installation

High-definition, 720/1080 progressive display format
Built-in night vision
motion-alert functions via SMS and email
infrared cut-off filters incorporated (to minimise false alarms)

The units have the option of a
selectable small form-factor
pluggable (SFP) slot that can be
used for either a single or multimode 1GBE fibre SFP module.

USPs

Capable of rapid, flexible installation, without the need for wiring
Suitable for indoor and outdoor applications, being able to withstand
severe weather and temperature conditions
Comes with free apps to facilitate remote monitoring on smartphone,
tablet or computer and the storage of images and data in the cloud

	Up to 15 cameras – each with a 110-degree field of view – can be
connected to the cloud and up to four can be monitored live at any time.
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Black WD5001FZWX /
WD6001FZWX
Category:

Hard drive

Brand:

WD

RRP:

WD5001FZWX (5TB) R3 999*
WD6001FZWX (6TB) R4 699*

*Prices subject to exchange rate fluctuations

Distributors:

Projector PJWX4141Ni
Category:

Projector

Brand:

Ricoh

RRP:

Available on request

Distributor:

Ricoh South Africa, 011 723 5000

Date of availability: Available now

Specifications

48-80-inch projection size
3 300 lumens brightness
1 280 x 800 WXGA resolution

Date of availability: Available now

Specifications

WD Black line of performance hard drives is available up to 6TB of
capacity
The drive is 3.5-inch
Features 7 200 revolutions per minute (RPM) spin speed
128 MB cache
Dual stage actuator technology
SATA 6 Gigabits per second (Gb/s) interface

USPs

Wired and wireless connectivity

WD Black performance storage is designed to enhance your PC
experience across heavier computing tasks whether you are a digital
artist, video editor, photographer, or gamer

Interactivity built-in

Available with up to 128 MB of DRAM cache on higher capacity models

3D ready

USPs

Compact, lightweight design that is perfect for off-site
presentations and impromptu collaboration in open-plan offices
and small meeting rooms
Allows you to add notes and drawings to projected images, so there
is no need for calibration or additional purchases
Provides ability to link the projector to Ricoh interactive whiteboards
and projectors in different sites, which aids remote learning and
decision-making in dispersed teams
Can be placed 11.7cm from the screen and still display vivid images up
to 80 inches big and can also be wall-mounted
Eliminates table clutter, lamp glare and on-screen shadows
Economical alternative to flat panel displays in shop windows and on
the shop floor and more eye-catching than printed posters
Eco mode cuts lamp intensity and power consumption by one
third, from 312W to 208W, and extends lamp life from 3 500 hours
to 5 000 hours.
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An integrated dual processor to deliver ultimate performance in a
maximum-capacity drive
The WD Black 6TB is up to 29 percent faster than the previous WD
Black 4TB version in maximum data rate throughput and 10 percent
faster in PCMark Vantage.

products

Workcentre 6655
multifunction printer
Category:

Multifunction printer

Brand:

Xerox

RRP:

On request

Distributor:

Bytes Document Solutions, Ernest Leong,
011 928 9170, Ernest.Leong@bdsol.co.za

Date of availability: Available now

Specifications

Standard functions: copy, email, fax, print, scan
Print speed: colour: up to 36 ppm, black: up to 36 ppm

My Cloud Mirror
Category:

Personal cloud storage device

Brand:

WD

RRP:

4TB R4 799; 6TB R5 499; 8TB R6 599

Distributors:

Pinnacle Africa - 011 265 3000;
Drive Control Corporation - 011 201 8927;
Sahara Computers - 011 542 1000

Date of availability: Available now

Specifications

Available in 4TB, 6TB and 8TB capacity

Duty cycle: Up to 100 000 images/month
Maximum print resolution: 2400 x 600 dpi

USPs

Built around the Xerox ConnectKey Controller, it optimises office efficiency
by automating everything from routine tasks to more complex workflows
Offers McAfee whitelisting technology for multifunction printers, helping
businesses stay ahead of data breaches and other security threats,
ensuring that only authorised users have access to the device

	Users can easily print documents from their desktop, mobile device, Web
URL, USB memory device or cloud
The device also features customisable solutions, and the Xerox Extensible
Interface Platform allows for the creation of applications, without the need
for additional IT support.

Features two-bay personal cloud storage (Gen 2)
Allows automatic PC and Mac computer backup
Offers camera-roll backup (photo and video backup for smartphones
and tablets)
Includes file sync (sync software to keep content up-to-date across
all your computers)
Time Machine compatible

USPs

Centralised, whole-home storage, which creates a common place for
friends and family to share photos
Mobile and remote web access
Automatically duplicates content onto the second drive (RAID 1)
Includes the new features announced for My Cloud OS 3 (an intuitive
user interface, a rich content sharing experience, along with back-up
and sync capabilities, while retaining privacy and control)
An improved processor and 512MB RAM for faster file transfers and
application support.
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Putting smartwatches
through their paces
Smartwatches can do a lot more than just tell the time, they can be used as a wireless
extension of the modern day smartphone.
by André Schild

I

n recent years, smartwatches have gone
through some interesting developments
and are slowly but steadily gaining
popularity with both consumers and businessoriented users.
Although, the choice is relatively
limited when compared to smartphones,
smartwatches still vary greatly in price,
comfort and features.
In light of that, it’s still wise to do some
research before choosing which model to
stock. The Margin did all the work for you and
put five of them to the test.

Smartphone extension

Smartwatches reduce the need for home
and business users to constantly have their
smartphone with them in their pocket,
suitcase or on the desk. Once properly
connected and configured, they function as a
wireless smartphone extension to efficiently
communicate notifications and messages,
among a lot of other handy features.
Since smartwatches are physically
connected to a human body for relatively long
periods of time, they open up new, personal
and subtle ways to communicate and interact
with the wearer.
Because new smartphones are again
increasing in size, it’s a major plus not having
to carry them with you all the time, while
still receiving things like important business
messages, agenda notifications or social
network updates. As a result, especially
consumers and business users, who often
and intensely use their smartphone for
communications purposes, will greatly benefit
from a smartwatch.

Test conditions

During this comparative review, we carefully
examined five different product aspects that
have great influence on overall quality and
ultimately user satisfaction: design, setup,
usability, screen and battery.
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“Since smartwatches are
physically connected to a
human body for relatively
long periods of time, they
open up new, personal and
subtle ways to communicate
and interact with the
wearer.”
The design aspect is a combination of
ergonomics, material, weight, scratch/water
resistance and general build quality. Setup was
reviewed by examining the initial installation
and configuration process. To quantise each
device’s usability, we carefully tested how
easy it was to access core functions, perform
key features such as messaging and operate
the device in general. Screen quality is based
on resolution, pixel density and readability in
bright light. Finally, the battery aspect consists
of the expected battery life on a full charge, as
well as ease of charging.
All tested smartwatches were once-off
manually updated to the latest software
version to make sure they performed at their
best. All other settings and configuration
options were left untouched and, therefore,
stayed at their default values, as determined
by the manufacturer.

More than just telling the time

Smartwatches, also called wearables, are small
wrist computers that can do a lot more than
just tell the time. They can be used as a wireless
extension of the modern day smartphone
to receive and send messages, display
notification, conduct phone calls, set calendar
appointments, show social-media updates,
navigate, use as a remote control and even
keep track of your health and fitness activities.
These devices are equipped with a
full-colour, touch sensitive display as the
primary method of input, often backed up
by one or two physical buttons on the side
and sometimes even input sensitive bezels.

Compared to earlier-generation
smartwatches, these screens make
it much easier to use the device,
but also consume considerably
more energy.
Especially the latest models
house a range of built-in sensors to
keep track of things like movement,
air pressure, heart rate and
ambient light. They can connect
to other devices, like smartphones
or routers, through Bluetooth or
WiFi. Some of them also support
near-field communication (NFC) for
wireless payments.
To communicate with its wearer, modern
day smartphones feature a tiny microphone
and speaker to receive voice commands and
deliver audible feedback. Specific models even
deliver haptic feedback, a more evolved form
of user communication through vibration.
Although most smartwatches require a
compatible smartphone to pair with, and
reach their full potential, only a handful can
do without. They can autonomously connect
to a WiFi network and even have their own
on-board GPS chip. Smartwatches that do
require a smartphone often borrow its GPS
hardware, storage and internet connection to
increase functionality. Battery life can range
from a day to even a week, depending on the
technology used, the amount of energy the
device consumes, the type of battery and how
the smartwatch is used.
Like a lot of digital devices nowadays,
smartwatches run on an operating system.
There are three major camps. Samsung
smartwatches run on a Linux-based system
called Tizen, while Apple’s devices run on
Watch OS. Almost all the other devices
make use of Google’s trimmed down version
of Android, called Android Wear. Each
platform has its own ecosystem of apps and
requirements.
Apps can run via the smartphone, or
straight from the watch itself. New apps are
constantly being developed to further increase
the functionality of smartwatches. The range
of apps varies, depending on which operating
system the smartwatch runs on.

comparative

review

1

Apple Watch
Operating system:

Apple Watch OS

Compatibility:

iOS devices, iPhone 5 and up

Minimum weight:68g
Connectivity:

WiFi, BT, NFC

Case material:Aluminium/Metal
Charging:Wireless
Product page:

http://is.gd/hMVH8t

Distributor:

Core Group

Recommended retail price:

Design:8/10

Screen:8/10

Setup:8/10

Battery:8/10

Usability:8/10

Overall:

Apple offers its first serious attempt at a smartwatch in two editions,
with similar internals, but a different look and feel edition. The entrylevel Sport version features an aluminium casing and synthetic rubber
bands in various colours. The more expensive non-Sport version, called
simply ‘Watch’, features a metal casing and a scratch-proof screen. Apple
also offers two sizes: 38mm and 42mm versions.
What sets the Apple Watch services apart from the competition? It
offers excellent design, easy setup, great overall usability, an excellent
pressure sensitive scratch-resistant AMOLED Retina-display and great
battery life. Unique properties are its haptic feedback, excellent appecosystem and accurate heart-rate sensor.

Not e : A third edition - Apple Watch Edition - is available but comes at a
healthy premium. For the purposes of this review we did not include it.

2

LG Watch Urbane
Operating system:
Compatibility:

R5 900

Android Wear
Android, iOS

Minimum weight:68g
Connectivity:

WiFi, BT

Case material:Metal
Charging:

Cradle (via USB)

Product page:http://is.gd/DOwZ4j
Distributor:
Recommended retail price:

import (store.orange.com/za)
R3 500

The elegant LG Watch Urbane follows closely in the footsteps of the
similarly circular LG G Watch R. It runs on the Android Wear operating
system and can even communicate with iOS devices. The all-metal
build quality is excellent, it houses an accurate heart-rate monitor,
delivers excellent battery life, a nice looking 1.3-inch P-OLED display and
generally works very smoothly.
However, it lacks NFC, as well as an ambient light sensor. The device’s
design comes across as too eager to impress and sometimes even feels
a bit clumsy.

Design

7/10

Screen:

7/10

Setup:

7/10

Battery:

8/10

Usability:

7/10

Overall:
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3

Motorola Moto 360 2nd generation
Operating system:

Android Wear

Compatibility:

Android, iOS

Minimum weight:70g
Connectivity:

WiFi, BT

Case material:Metal
Charging:Wireless
Product page:

http://is.gd/4cdCV6

Distributor:

import (store.orange.com/za)

Recommended retail price:

Design:

7/10

Screen:

6/10

Setup:

7/10

Battery:

6/10

6.5/10

Overall:

Usability:

R4 000

The first generation of Moto 360 smartwatches, unveiled in 2014,
was unique at the time because of its round design. With the second
generation 2015 model, that look remains the same. It does, however, work
significantly smoother than its predecessor, has a slightly longer battery
life and now houses an on-board GPS chip. The embedded Android Wear
operating system adds some nice to have new features and functions.
It’s a shame the reliability of the on-board heart rate sensor still
leaves something to be desired and the device lacks NFC support. The
stylish 2015 Moto 360 can even connect with iOS devices. Its voice
recognition feature could use some improvement, however, charging the
device is a breeze.

4

Samsung Gear S1 (Preview: S2)
Operating system:Tizen
Compatibility:

Android (Samsung smartphones only)

Minimum weight:70g/48g
Connectivity:

WiFi/BT/IR/3G, NFC (S2)

Case material:Plastic/Metal
Charging:
Product page:

Snap-on dock/Wireless (S2)
http://is.gd/q0LCev

Distributor:Tarsus
Recommended retail price:

R4 600

Samsung has already launched numerous smartwatches over the
past few years. With the Gear S1, announced in 2014, Samsung tried
to design one of the very first standalone devices that doesn’t need a
smartphone. To support that, the S1 features its own 3G module.
It’s a shame it still requires a Samsung phone to begin using it at all.
The S1 also features a relatively large, curved AMOLED screen, which
initially feels very uncomfortable. Build quality is pretty good and so is
the battery life. Samsung’s Tizen operating system needs a lot of work
(and apps) compared to Apple’s Watch OS and Android Wear.

Screen:

7/10

Setup:

6/10

Battery:

6/10

Usability:

6/10

Overall:

Design:

6.5/10

During this review, Samsung unveiled the S2 – a sleek and sensor-filled device
that features a circular 1.2-inch super AMOLED-screen (see image above) and
still runs on the Tizen operating system. It comes in a standard and classic model
and houses an innovative rotating bezel ring for navigation. Although we didn’t
test this watch, it seems like a well-built device worth considering.
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Features abound

Most smartwatch manufacturers offer their
devices in different versions, ranging from
cost-efficient synthetic rubber Sport-editions
to more expensive metal alternatives with
leather bands. Some allow these bands to
be swapped and offer a variety of materials
and colours for customisability. An increasing
number of smartwatches also come in
various sizes, better suited to either a man’s

or woman’s wrist. Some smartwatches can
be worn while you swim or shower. Others
are mere splash-proof, while some make no
water-resistant claims at all.
Increasingly, smartwatches come with a
very easy to use wireless charger, while other
models are sold with a snap-on dock. The least
convenient way to charge a smartwatch is via
a USB-cable that needs to be plugged into the
watch itself.

5

Because smartwatches are relatively
new, some devices still have quirky
shortcoming like hard-to-use chargers
or a very limited number of compatible
mobile devices to pair with. Also, their
operating systems and app-ecosystems
are still in full development. So expect a
lot of new devices, increased performance,
better hardware quality and extended
functionality in the years to come.

Sony SmartWatch 3
Operating system:

Android Wear

Compatibility:Android
Minimum weight:80g
Connectivity:

WiFi, BT, NFC

Case material:Plastic/Metal
Charging:USB
Product page:

http://is.gd/BuSCZ7

Distributor:Vodacom
Recommended retail price:

Design:

6/10

Screen:

6/10

Setup:

6/10

Battery:

6/10

Usability:

6/10

Overall:

R3 100

Sony’s third smartwatch runs on Google’s Android Wear operating
system and features an on-board GPS chip enabling navigation without
the use of a smartphone.
The device houses a TFT LCD screen, which pales compared to
AMOLED technology used in other devices like the Apple Watch. It can
be charged by fiddling with a USB-connector on the back. In theory, this
smartwatch should be waterproof, but the USB connector is definitely
its weak spot on this feature. It also feels very simple and limited
compared to other smartwatches, and has no heart-rate sensor.

In conclusion.

According to our test, the Apple Watch is by far the best smartwatch. It features great hardware, a good operating system and appecosystem. It can, however, only be used with an iPhone 5 or newer and is relatively pricey.
Samsung-loyal smartphone users should wait for availability of the Gear S2. Nonetheless, the Samsung Tizen operating system needs
some serious work and more apps. Anybody who’s not locked into the Apple or Samsung ecosystem will find both the LG Watch Urbane
and second-generation Motorola Moto 360 to be a good choice.
It’s a shame these models aren’t officially available in South Africa and need to be imported. Although the Sony SmartWatch 3 isn’t a bad
device, it simply falls behind the competition.
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We would like to welcome
the new Office 2016

O

ffice 2016 is here and it
promises to “take the work
out of working together”.
P re b a shi ni Re d d y, C h an n el
Manager: Microsoft FPP & PC
Hardware, Consumer Solutions at
WestconGroup Southern Africa
walks partners through what their
customers can expect from the new
iteration of the most loved suite of
Office productivity tools.
With each new iteration of Office comes a host
of new feature enhancements and collaboration
tools. This release is no different, with the key
words “collaboration” and “cloud flexibility”
possibly being the biggest benefits Office 2016
hope to unleash. Here are some of the key take
outs we at WestconGroup think your customers,
be it a consumer looking for a single box, or an
SME customer needing a five user product, may
want to know about when deciding if they want
to start a new journey with Office 2016

Co-Authoring - In Word and
PowerPoint
You can now make use of this tool to work with
others simultaneously on a document regardless
of the device you’re using.

Simplified Sharing - In Word,
PowerPoint, and Excel
By simply clicking on the Share button in the
Ribbon you can now see who has access to
a document and who is currently working in
the document, as well as grant and change
permissions from within the document.

Shared Notebooks - In OneNote
You can now collect information such as photos,
videos, clippings, drawings and more in a single
and central location, while working with others,
all the while the app syncs immediately.

Westcon recommends Microsoft® software

Real-Time Typing - In Word
See, with your own eyes and in real time,
where others are working and view their edits
as they happen.

Mail Triage - In Outlook
Use the Clutter feature to help prioritise mail,
putting low priority messages in a separate
folder (while still giving you a daily summary
so you don’t miss anything), and then use your
Focused Inbox on the go for important mail.

Improved Version History - In
Word, PowerPoint, and Excel
See previous snapshots and earlier drafts of
documents while editing and collaborating.

One-Click Forecasting - In Excel
With one click, create forecast charts based on
historical data and predict future trends using
the Exponential Smoothing (ETS) algorithm.

New Chart Types - In Word,
PowerPoint, and Excel
Use new chart types such as Treemap, Waterfall,
Pareto, Histogram, Box and Whisker, and
Sunburst, to visualise financial or hierarchical
data, and highlight statistical properties.

In Access
Get a list of all the linked data sources from
your Access database application into Excel
for reference.

More Flexible Timelines - In
Project
Use multiple timelines to illustrate different
phases or categories of work, and set start and
end dates for timelines separately.

Better Control over Resource
Scheduling - In Project

limited availability are being used appropriately
and effectively.

Improved Data Connectivity - In
Visio Professional
Connect diagrams to Excel data and ensure
there is a one-to-one match between values in
an Excel column and the text for each shape on
the diagram.

Skype Integration
Use Skype to check in and collaborate with
Instant Messaging (IM), voice, video, or screen
sharing and join online meetings while on the go
using the Skype for Business mobile app.
Office 2016 works better with Windows 10,
especially because of new device integration
features. Other key features include new Modern
Shapes in Visio, Tell Me, Smart Lookup, Modern
Attachments, One Drive Integration and editing
Cross-Platform and Cross-Device.

WestconGroup as your distributor
of choice
As Southern Africa’s premier value-added
distributor, we as WestconGroup pride ourselves
in providing partners and customers with
superior customer service, as well as on time
service delivery and logistics when looking to
stock their shelves with the latest in Microsoft
products. Historically we have enjoyed a long
term relationship with Microsoft, a relationship
that extends right through our supply chain,
ensuring our partners will be of the first to
provide their customers access to all the latest
Microsoft products, such as Office 2016, as and
when they need to.
In short use us as your distributor of choice to
guarantee you meet your end user customer’s
exacting Microsoft needs.
For more information contact Prebashini at
WestconGroup on +27 11 848 9329 or email
Prebashini.Reddy@westcon.com.

Negotiate an agreement, called a resource
engagement, to make sure that resources with

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

Jargon

buster

Demystifying
containers

Containers are useful to overcome compatibility
problems when moving software from one environment
to another.

by Donovan Jackson
photography shutterstock

U

ntil recently, a container was something
that went on a train or a ship. However,
with the rise of a company called Docker,
containers are now rapidly becoming a part of
the information technology landscape. Software
containers, to be more precise (and to distinguish
them fully from cardboard boxes, Tupperware
and those metal things they load on ships).
Let’s take a closer look at containers – and
examine if they matter to you.

W h at i s a s oftwar e co n ta i n e r ?
Brace yourself, because the definition is
quite technical – but essentially, a software
container is a self-contained virtualised
instance of an operating system.
There are alternative terms for containers
that provide some conceptual hints at what
they are: virtualisation engine, operating
system virtualisation, virtual private server
and our personal favourite, jail.
It’s almost like multiple personality disorder
for an operating system, or something out of
Christopher Nolan’s Inception. There is a single
host operating system; containers are fully
contained schisms, which operate as complete
runtime environments to host applications
and servers as required.
So w h at do e s a s oftwar e
co n ta i n e r do ?
Containers are particularly useful for
overcoming compatibility problems
encountered when moving software from one

environment to another. If that sounds odd, it
shouldn’t: applications have to be developed
somewhere, and that might be hosted on a
laptop or in the cloud. But they’re often then
deployed elsewhere to be used.
The many differences and dependencies in the
underlying operating system and other factors
can create issues that prevent the application
from working. In other words, containers
are most useful for people creating software
– it equips them to work in standardised
environments, regardless of the computer on
which they physically create their code.
In this respect, containers are not unlike
those metal boxes that are loaded on to
ships – and indeed, software containers
are routinely conceptually equated with the
logistical variety. By standardising, it becomes
easier for people to work together and across
a multiplicity of systems, just like the standard
box size makes it easier to load cargo.
So u n d s bra n d n e w a n d e xc i t i n g
Settle down, because just like the virtualisation
associated with VMware and other vendors,
containerisation has a long history.
The recent zoom into the jargonosphere
is driven by the emergence of Docker, a
company founded by Solomon Hykes. An
open source toolkit that automates the
deployment of applications in containers,
Docker’s first release came in 2013.
So w h y ar e co n ta i n e r s a b i g
d e al , t h a n k s to D ock e r ?
This is the crux of it. Quoted in Readwrite,
Hykes explained the problem that Docker
solves: “…your app is supposed to span any
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number of machines, it’s supposed to continue
running even if you swap out machines, as
you go from your own servers to Amazon or
Google Compute Engine. The biggest problem
is how do I package my app so that it can be
moved around from machine to machine?”
As you’ll have noticed, apps are
everywhere today; the number of platforms
and operating systems has only grown and
the difficulty of producing an app that works
is, as a consequence, heightened.
What Docker does is to make it easier to
build an app once and then get it to work on
any operating system.
American intelligence company 451 Research
helps with a more digestible insight: “Docker is
a tool that can package an application and its
dependencies in a virtual container that can run
on any Linux server. This helps enable flexibility
and portability on where the application can
run, whether on premises, public cloud, private
cloud [or] bare metal.”
C a n I mak e mo n e y o u t of
co n ta i n e r s ?
If your target market is software developers,
then probably yes. Containers have the ear
of the who’s who of high-profile companies
– Amazon Web Services, Cisco, EMC, Fujitsu,
Google, HP, Huawei, IBM, Intel, Microsoft,
Pivotal, Red Hat, VMware and many more – and
users include eBay, Spotify and plenty of others.
Docker (which is not the only company
to provide container solutions) enjoys
the highest profile, but there are definite
opportunities as the concept of software
containers enjoys widespread support –
including for the widespread deployment of
cloud applications.

Further reading:
https://en.wikipedia.org/wiki/Docker_
(software)
http://www.cio.com/article/2924995/
enterprise-software/what-arecontainers-andwhy-do-you-needthem.html
https://en.wikipedia.org/wiki/
Operatingsystem-level_virtualization
http://www.wired.com/2015/06/softwarecontainers-bringing-techgiants-together/
http://www.networkworld.com/
article/2226996/cisco-subnet/
softwarecontainers--used-more-frequentlythanmost-realize.html
http://techbeacon.com/essentialguidesoftware-containers-applicationdevelopment
http://readwrite.com/2014/06/10/
dockergoes-enterprise
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Sensing
Tomorrow

Is Intel’s RealSense the
spatial breakthrough we’ve
been waiting for?
by James Francis
photography shutterstock

T

he third dimension continues to
intrigue us. Several years ago, television
manufacturers made a push to bring 3D
into living rooms, but the clumsy technology
and a lack of content stopped any meaningful
gains. Other applications, such as 3D photo
cameras, have also been ignored by consumers.
Yet, the momentum was not lost: cinema
audiences now expect 3D to feature with any
major blockbuster release. Printing in 3D is
steadily gaining prominence, despite being
oversold as the means to a cottage industry
of home-based manufacturing. Above all, the
capturing of 3D data has become key for many
industries, including drones scanning buildings
for defects or mining companies exploring their
future excavations in virtual reality.
The capturing of 3D is really the capturing
of space – and this has been a prolific field
that includes facial recognition, gestures
and more. It’s been maturing for a while:
Microsoft’s Kinect, released in 2010, was a
watershed moment. It proved that technology
with spatial awareness was not only practical,
but also affordable.

Sensing the change

Intel has noticed a big market to capture.
The result is RealSense, a spatial-sensing
ecosystem that pivots around Intel’s new
camera technology.

It’s not a technology breakthrough:
although RealSense has made a lot of
improvements to how stereoscopic and
infrared systems take in an environment, it
doesn’t reinvent the wheel. Instead, there’s a
more crucial shift worth noting.
RealSense is from Intel, a company with a
lot of reach among both device manufacturers
and developers. It has the clout and support
to bring spatial sensing into the mainstream.
This much was evident when Intel revealed
the bulk of its RealSense applications at the
Intel Developers’ Conference, a few months
ago: RealSense is set to find its way into
phones, tablets, drones and more, and is
supporting a growing number of platforms
from Windows and Linux to the niche Robot
Operating System.
Intel is certainly geared for a big push and
enlisted Jim Parsons, who portrays the popular

What can RealSense do?

RealSense has various features. Here are a few of our favourites:

Facial analysis

The system can scan and
recognise faces. This could
be used for security or
putting your mug on your
favourite game character,
to name a few.

Gesture control

RealSense is very good
with close-range tracking,
opening up the door for
touchless interaction
with your gadgets. This
includes hand and finger
tracking.

Spatial scans

RealSense can collect
3D data from your
environment. For example,
an insurance agent could
scan damage on a vehicle
by just using their phone.
This data is accessible to
3D printing and virtual
reality environments.

Augmented Reality

The technology is good
at placing virtual objects
over real-world video
feeds and can easily
replace backgrounds
similar to how a green
screen does.

misanthropic genius Sheldon in the TV sitcom
The Big Bang Theory, to promote the technology.

The potential of space

The real inhibitor of spatial technology has
become brand ring-fencing: for example,
Kinect applications tend to live on Microsoft
platforms. Intel is far more agnostic.
The technology has also matured by
staggering degrees. 3D stills cameras did just
that: took 3D pictures. TVs only read gestures.
Scanners only scanned objects. RealSense
allows manufacturers to narrow functions
to that degree, but it offers a lot more (see
sidebar). One could argue that RealSense is
a spatial technology sandbox, which breaks
away from previous single-use mindsets.
It’s attracting the right attention: Google
has partnered with Intel around its Project
Tango mobile scanning software. Paracosm, a
leader in mobile 3D scanning for the industrial
world, has added RealSense support.
Peripheral manufacturer Razer is already
working on a RealSense motion-sensing
gadget for gamers.
Intel’s use cases have demonstrated an
array of RealSense cameras that capture in
360 degrees, as well as a smart mirror that
detects faces, body shape and even what you
are wearing. 3D printers also win: RealSense
data can be used to create models suitable for
printing – a feature that extends into objects
for 3D environments such as the Oculus Rift.
Why is RealSense exciting? It just may be
the coming of age that spatial technology has
been working towards and the start of an
interface shift that may one day be compared
to the arrival of touch screens.
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Pictured: Brian Burke, Gartner
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The
(virtual)
personal
touch
one for the

future

Soon enough you will have your own
technology companion.

by James Francis
Photography Sean WIlson
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S

ociety is undergoing a user experience
revolution. The introduction of touch
screens into the mainstream has had a
staggering effect on the world. If anyone was
pondering if interface is a critical component
towards adoption, the answer is quite definite.
Of course, we can also reach back to the
arrival of graphic interfaces in the late 1980s
and how they introduced computing to the
masses. Today, we treat touch screens as a
watershed moment, but it may pale compared
to what arrives next.
This is the line of thought for Brian Burke,
research VP at Gartner. In the future, we
might not interact directly with applications,
but instead see most of that happen through
virtual personal assistants (VPAs).
He calls it the post-app era: “Your virtual
personal assistant is going to be mediating
interactions with different applications. It will
act on your behalf.”
This will allow applications to become more
specialised and cover specific roles. Burke sees
VPAs interacting with those on our behalf –
even intelligently. You may say ‘contact my
family’ and the VPA decides who you regard
as family and engages the appropriate apps to
make that happen. Hence the post-app era.

The Siri generation

Some of that future is already here. If you
own a modern smart device, you may have
toyed with a VPA in the form of Apple’s Siri,
Microsoft’s Cortana or Google’s Google Now
services. These are often raised as examples
of consumer-engaging artificial intelligence.
But they’re more emblematic of the power
of cloud computing: whenever you bark a
command at your VPA, it connects to an online
network that crunches your request and
delivers the best outcome.
Today, you can ask Siri to set an alarm
or take dictation for a message. These
interactions will become more sophisticated,
but the main change will be the expansion of
VPAs to other devices.
“The intelligence behind VPAs will likely
remain in the cloud. That allows for a lot
of different devices to connect in different
ways. We might use tiny devices with minimal
capabilities, leaving the heavy lifting to the
distributed backend in the cloud. Rather
than having a dependence on your mobile,
those VPAs will continue to evolve and
phenomenally increase the number of devices
they can use in a basic view.”
We may have a main VPA closely associated
with our lives, but also other assistants with
different core expertise designed for more
specific tasks.

“The intelligence behind VPAs will likely remain
in the cloud. That allows for a lot of different
devices to connect in different ways.”
Brian Burke, Gartner

“If you have a VPA that’s your fitness
trainer, it may specialise only in training. It
may also cover health or liaise with a VPA
that concerns itself with your wellbeing. We
may be interacting with virtual customer
assistants at retail stores, designed to engage
us in certain ways based on that retailer’s
profile of us.”
So if you’re a regular at a certain store,
walking in could activate an assistant
educated in your tastes and whims. Such
an assistant might quietly follow you along
hidden speakers and screens in the store or
channel itself through whatever personal
device you carry.
At the centre, though, will be a true VPA
– an alpha assistant, if you will: “You may
have a more general personal assistant that’s
going to manage your day-to-day tasks: your
calendar, interacting with businesses and
other things around you.”
Burke doesn’t comment if such VPAs may
even pay our bills, but with a little imagination
the concept can go far.

A new digital divide?

This raises a concern: if we’re to be so closely
wedded to our VPAs – perhaps from birth
– won’t that create a caste of haves and havenots? Also, who would own it? Can babies
expect to be Apple or Microsoft customers the
second they leave the womb?
Burke admits that the issue of a digital
divide isn’t going to be easy to answer: “It’s
inevitable that we’ll have a catch-up situation.
Less developed countries always have to
play catch-up with technologies, determined
by incomes. If we assume the nation states
of today will exist in the future, I don’t think
those governments from lower income
countries are going to have the resources to
help provision VPAs.”
In terms of who will own the VPA, he
foresees two scenarios: “It could be a public
service provided by the government or it could
be a company-owned service. But in both you
would want to own the data. Data ownership
is really the key to this.”
So we may be able to hover from service to
service, taking our data with us. Perhaps every
citizen will be provisioned a VPA, much like an
ID document today.

The Virtual
Assistant
Brat Pack

Some estimate that by 2020 VPAs will
connect to over 3.3 billion devices. Who is
currently leading this charge?

Siri

Apple’s Siri was the VPA game-changer
the world needed. Introduced in 2011, and
using Apple’s hallmark sense of detail, Siri
became a companion to many and improved
remarkably along the way.

Now

One of Google’s biggest failings in its race
against Apple in the mobile space is an
effective VPA. Arriving a year after Siri,
Now has been slower to evolve. But the new
version on Android Marshmallow devices is a
serious contender. Google has also expanded
Now to other interfaces.

Cortana

Cleverly named after the digital companion
to the hero in Microsoft’s Halo games,
Cortana has come out of the gates fighting.
Despite only appearing in 2014, Cortana
has already gained a solid reputation. It
also stands apart from Now and Siri by
being made available for multiple operating
systems, including Google and Apple.

Watson

IBM’s talking computer is not so much a VPA
as a question/answer genius. A pinnacle of
machine learning technology, Watson can
educate itself on vast troves of knowledge,
accept natural language questions and
return equally natural answers.

Alexa

Not to be left out of the race, Amazon has
been developing its own VPA. Alexa has yet to
really prove its mettle in this market, but you
can already use it through the Amazon Echo.
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Overview

The Sims – 5 great
mobile channel plays

Accessing the opportunities that exist in mobility for
value-added resellers, integrators, developers, hosts and
service providers.
by Carel Alberts
Photography Shutterstock

B

ack when mobile phones were for
phoning, the industry consisted of original
equipment manufacturers (OEMs) aka
phone makers, cellular network operators,
service providers and retail franchise or partner
stores.
The primary stock in trade was phones,
voice minutes and messaging (SMS) bundles.
GSM networks allowed minimal data
content services such as ringtones, wireless
application services included rudimentary
banking, messaging services, like BulkSMS,
and early social platforms such as the nowdefunct Mxit.
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Then one day Apple created the world’s first
truly useful smartphone on the iOS platform,
and Google and co followed suit on the Android
platform. The new smart devices offered rich
computing and communication potential that
could only really be unlocked by connecting
them with Internet Protocol (IP) networks –
similar to the connections linking computers
to each other and the internet, but over thirdgeneration (3G) cellular or WiFi networks.

Smart revolution

This changed everything. Suddenly, over-thetop (OTT) messaging and voice services like
Whatsapp were possible on cellular networks
– free of charge. “GSM networks were no
longer the only portal to communications
heaven,” says Erich Hugo, director at digital
services company Interesting Times Gang.

“An entirely new IP-centric mobile
ecosystem began to coalesce, in which
operators faced increasing heat from
OTT services and device OEMs’ threat to
disintermediate them with carrier-agnostic
SIMs and their (OEMs’) own networks.
The new world of IP-based mobile
communications is wide open to anyone,
including the IT channel.”
So what opportunities are there in mobile
IT and communications for value-added
resellers, integrators, developers, hosts and
service providers?
1. Development
Applications, particularly enterprise mobile apps,
seem like a great place to start. But apparently,
this is counter-intuitive. A global Vision Mobile
survey of 10 000 developers found that two
thirds of developers target consumers, even
though enterprise app developers are twice as
likely to make $5 000 per app per month.
“Everyone wants to be the next Whatsapp,”
says Guy Whitcroft, former CEO of distributor

Top 5 mobile app developer certifications

With just 16 percent of global developers building mobile apps for enterprises, you should get enterprise mobile development certification and start making some real
money. A search for mobile app developers on job boards reveals the following list:

1.
MTA Developer:
Microsoft Technology
Associate Developer

2.

3.

MCSD Windows Store
Apps: Microsoft Certified
Solutions Developer
Windows Store Apps

Android Certified
Application Developer

4.

5.

Oracle Java ME Mobile
Application Developer

GIAC GMOB: GIAC Mobile
Device Security Analyst

Sources: Vision Mobile, Tom’s IT Pro

“The new world of IP-based converged mobile
communications is wide open to anyone, including
the IT channel.”
Erich Hugo, director, Interesting Times Gang
no – and that’s both good and bad news.
The bad news is you need to be skilled in all
of the above, to support real-world hybrid
environments comprising private on-site,
private-hosted, public and on-site elements.
The good news is there’s no risk of backing the
wrong horse.
“Customers prefer different hosting
arrangements for different applications.
Helping them put it all together with the
best possible security and data integrity at
the most cost-effective rate possible will
earn a value-added reseller a lot of points,”
says Whitcroft.

Tarsus Technologies. “But one look at Google
Play or Apple’s app store will tell you there
are thousands of apps for almost anything, so
how do you stand out?”
According to the survey, Android is chosen
by 42 percent of global mobile developers,
versus 32 percent for iOS. Again, this is
misguided. Not only is iOS adopted by more
companies (98 percent of Fortune 500
companies), but iOS developers are 2.5 times
as likely to earn $25 000 per app per month.
That leaves us with which technology area
to go for. According to a 2014 survey of 275
executives, conducted by Dresner Advisory
Services, business intelligence (BI) holds the
most promise for channel solution providers.
2. Platform integration
According to Dresner’s research, most
executives (58 percent) still rely on internal
systems and applications for mobile BI,
while 22 percent use a private cloud and
24 percent use public clouds.
Does this mean you need to specialise in
one of these platforms exclusively? Happily,

3. Networking
In the good old days you could resell PCs and
make money. Today, box-dropping is as dated
as the Springbok rugby game plan.
“Resellers have to broaden their portfolios
and evolve their skill set beyond hardware if
they want a part of the mobile opportunity,”
says Whitcroft.
“Networking is a good one, if you consider
the innate problem with mobility – the patchy
LTE and 3G signal. The channel remit will be to
ensure good WiFi signal around the home or
campus environment, to network and monitor
network devices to enable remote shutdown,
and a number of other network-based
opportunities.”
4. White label services
The great thing about being a reseller is that
you don’t need your own intellectual property
to make money and build a corporate brand
and independence.
Even the app space has reseller
programmes. One type is offered by mobile
developers, who build apps that solution
providers can resell to their customers, and
another is offered by development platform

makers, who provide a DIY platform that
resellers can use to create their own apps.
Local voice over IP (VoIP) provider
Connection Telecom offers a white label VoIP
service on the back of networks that are in
turn provided by other partners. And both
these services are available to South African
resellers, thanks to IP and the channel model.
5. Managed services
Another way to escape the bad old days
of moving hardware is to add value to the
hardware.
Vendors like Symantec, Citrix and Sophos
offer mobile device management (MDM) suites
that address the security problems of the
rising ‘bring your own device’ phenomenon,
says Pierre Holtzhausen, channel manager at
Sophos in South Africa.
MDM protects the organisation against
malware ingress, insider threats and device loss
with remote wiping, lockdown, encryption and
virtualisation. “When you join the network, you
accept the control,” Holtzhausen says.
MDM requires enterprise integration skills
and can be a lucrative opportunity with
broad scope, also including software asset
management (rollout, patching) and general
infrastructure enablement (e.g. setting up
e-mail to conform to device strictures).

No-goes

After pointing you in the direction of some
dead certs, we’d be remiss if we didn’t warn
you against some dead ends. To recap,
consumer apps may be a bit of a traffic jam, if
not a dead end. Secondly, enter the hardware
house of pain at your peril.
Finally, gaming is another oft-pursued
strategy that has killed many a local hopeful.
Beyond that, a whole new world of
opportunity has opened up to you.
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Toolkit

What’s
Next
for Mobile?

How will mobile
technologies impact South
Africa next year?
by James Francis
Photography Shutterstock
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P

redicting the next big technology trend
is a guessing game. Some ideas seem
sure to work, then fail to gain traction.
For example, Bluetooth beacons have been
around for several years and Apple even
included a feature to turn its devices into
beacons. Punted as a great way to engage
with shoppers, convention attendees or any
large crowd, users instead demonstrated a
dislike for their phones nagging them with
information they don’t necessarily want.
Other technologies have been slow to take
off too: augmented reality is a niche, opensource phones even more so, and advanced
interactive screens that are spatially aware,
remain a gimmick for tech shows. Even
high-res 4K mobile screens have not really
found a wanting public. But a few trends are
making headway.

The smart device arrives

In the South African context, the most
important trend of 2015 has been the growth
of smart devices. These have been around
for a number of years, but were embraced
by small part of the population. Even though
South Africa could claim mobile penetration of
more than 100 percent, this is mainly due to
the adoption of feature phone.
Until 2013, there was no such thing as
a cheap smartphone in the country. Then
Vodacom launched the Smart 4 Mini and MTN
soon responded with the Steppa. Since then,
we have seen a flood of cheap smartphones
– both good and bad – and the dividend from
that is starting to show.
“This year sees an acceleration of
smartphone take-up to the extent that 2015
represents a tipping point,” says Arthur
Goldstuck, MD of research firm World
Wide Worx. “At the end of this year, more
smartphones will be in use in South Africa
than feature phones.”
So the most significant mobile technology
trend of 2016 may well be a critical mass
of smart device users. Despite broad
statements about how we lead in mobility,
until now South Africa has been in a state
of mobile arrested development. The lack of
smart device communities is inhibiting app
development and smart services.

Mobile technology
to watch
Wearables

Wearables are gaining ground in the medical
and fitness world, but still lag elsewhere.

Mobile money

Local mobile money services will have to be
adapted to meet local needs more closely.

Kill switches

Kill switch technology for stolen phones has
been very successful and is likely to appeal
to local consumers.

3D cameras

Intel’s RealSense 3D technology will appear
in more devices over 2016, though likely only
flagship ones.

Near-field communication

NFC chips are becoming widespread even
in mid-level mobiles. But use cases remain
limited.

BlackBerry

The godfather of smartphones will have an
Android device in the market, though the
lack of its data-friendly BIS service won’t
help sway local consumers.

“This year sees an acceleration
of smartphone take-up to the
extent that 2015 represents a
tipping point.”
Arthur Goldstuck, World Wide Worx
Sadly, data trends are still not matching up.
The major network operators continue to lay
the blame anywhere but with themselves, and
the cheapest access to mobile data remains
through fixed-line ISPs. At this stage, the best
chance for a connectivity revolution – outside
of significantly reducing mobile data prices –
is fibre combined with WiFi, but that mainly
indulges urban communities.
Still, mobile has the biggest connected
audience – over 65 percent of South Africa’s
internet traffic originates from mobile phones.
Hopefully, the arrival of more smart-device
owners will pressurise networks to lower
prices, particularly the prepaid and out-ofbundle rates that have been left virtually
untouched for years.

Not the year of the app

More smartphones means more application
opportunities. As much as bootstrap
development makes for nice soundbites
and sentiments, reality isn’t aligning to this.
Thus far, the most activity has been among
business applications, which in itself has not
been prolific.
“Smartphone penetration is on the up and
will accelerate. Unfortunately, the expansion
of the app development community won’t be
as rapid. Especially in South Africa, there is
already a dearth of tech skill and the app space
is especially challenging,” says Craig Terblanche,
director of Outsystems South Africa.
“Corporates haven’t learnt. They are
taking fragmented approaches to capability
building. They should consolidate around open
standard technology approaches.”
Audiences are also lagging. South Africa
joins several other developing regions in
bucking trends around apps. According to
a report by Opera Mediaworks, only four
percent of mobile internet activity from Africa
originate through apps. Asia Pacific is slightly
better with ten percent followed by the Middle
East at 29 percent. That contrasts heavily with
the US, where 91 percent of mobile internet
activity results from apps.
The growth of smart devices will
change that, but Terblanche cites local
network infrastructure and bandwidth as
other inhibitors, especially for end-user
development: “The consumer market remains
a constraint. The main action is with lean
start-ups, followed by innovation incubators
for corporates.”
Goldstuck was more optimistic: “It
depends which apps. South Africa was a

world leader in BBM take-up at one
time. It is also seeing very strong
take-up of WhatsApp and the
Facebook messenger app. These
are both heavily driven by the rapid
uptake of low-cost smartphones.
However, Instagram grew by 133
percent in the past year, compared
to 50 percent growth globally, and
this is more often associated with higherend phones.”
He adds the appetite for some apps is
overwhelming resistance to high data prices.
But these are limited examples and “indicates
how much more rapid uptake would be if data
costs came down significantly”.

Will we wear it?

Wearables are a certainty for tomorrow –
they make too much sense not to be. The
problem is wearables have been a certainty
for tomorrow for several years now. Many
pinned their hopes on 2015 being the
breakthrough year thanks to a massive push
by device makers, not least Apple’s arrival in
the smartwatch space.
But we may be focusing on the wrong
segment. “Consumer wearables that are
successful tend to hold a narrow focus,”
says Goldstuck. “Specific wearables are
breaking out of the niche. Activity monitors
in particular are becoming a strong category
in South Africa, led by the huge popularity of
Fitbit and the integration of activity monitors
into medical aid reward schemes, such as
Discovery’s Vitality,” he adds.
Most of the activity is happening in
the health sector, which seems to almost
produce a new sensor or application every
week. Collaboration between healthcare
professionals is on the rise, though this is
an anecdotal perception yet to be backed by
studies.
The most significant wearables trend is
also taking place in the medical world. Most
wearables simply collect data that is sent
away to be analysed. Increasingly, developers
are looking towards using mobile phones
for localised services. For example, an
experimental app called Ozcan is able to do
basic bloodwork on a smart device. The ‘lab in
your pocket’ concept is only likely to expand.
Sadly, 2015 failed to realise the potential
of wearables in the industrial and enterprise
markets – these are only likely to rise as
infrastructure and connectivity become
more available. Currently, smart glasses,
applications and predictive analytics to
power it all still leave a lot to be desired.
But one wearables trend is clear: people
don’t just want another screen. They want
something that delivers on a very specific
function. The main areas to watch would be
using wearables for security or to enhance
some customer experiences – such as a
wristband that interacts with a luxury sedan.
Q4 2015 |
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Hardware

Get
smart

Smart devices today exist at both the high-end
and the entry-level of the market. This is opening
up a range of new opportunities for those who
have the skill to exploit them.
by RODNEY WEIDEMANN
Photography Shutterstock
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S

outh Africa’s internet penetration
currently stands at just under 50 percent
and yet its mobile penetration stands
closer to 100 percent. When one factors in
that a growing number of mobile devices in
use are of the smart variety, it’s clear mobile
devices offer the most likely opportunity for the
majority to obtain internet access.
According to Francesco Mariola, marketing
director at GloCell, the advent of social media
and the rise of Facebook, WhatsApp and
Twitter has created a demand among mass
market consumers for smart devices that
enable such applications.
“This is why, despite the general malaise
in the global economy, sales of mobile
devices are still going strong. After all,
mobile is the only means of connectivity and
communication for the majority of people in
Africa. Many people in rural areas have little
or no other means of keeping in touch, making
a mobile device a must-have.
“At the same time, in the more affluent
markets, consumers aspire to have the latest
and greatest handset that supports their
lifestyles. By this, I mean they seek a device
with a better camera, larger storage capacity
or merely one that looks good.”
What this means, he indicates, is that there
is a growing market for smart devices at both
the low and high-end of the spectrum.

A commodity market

The mobile device sector is fast turning into
a commodity market, driven by the fact that
consumers have an ever-increasing pool of
products to choose from.
As Mariola notes: “It’s a matter of disposable
income. Most consumers aspire to have the
leading brands such as the latest Apple or
Samsung, although obviously not everyone can
afford these brands. Thus, for many consumers,
it becomes a trade-off between the required
features and the desired brand.”
Generally, those who have a limited
budget will look to a premium brand handset
that they can afford to purchase, and then
compare the available features with those of
‘non-branded’ handsets, he suggests.
“Typically, the ‘non-branded’ handsets
offer far more features, and this is when a
consumer will weigh up big brand loyalty
versus ‘non-brand’ features. While some might
forego some features just to support and
display ownership of their favourite brands,
many others might relinquish the ‘name’ for
the better features.

“There’s no doubt the gap that exists
between what premium handsets charge
and what the ‘unbranded’ versions cost has
opened a massive new market, targeting
those consumers that want the best features
at the lowest price.”

High-end vs low-end

China is one of the biggest players in the
lower end of the mobile device spectrum,
with many lesser known and much cheaper
brands being imported from there. These
players continue to feed the enormous
market that clamours for affordability and
fit-for-purpose devices.
Chinese smartphone brand Xiaomi is the
most recent company to launch in South
Africa, through its distributor, Mobile In Africa
Group (MIA). The company’s head, Rutger-

I have no doubt this will be a massive market
disruptor,” he says.
Clearly, the low-cost market is tantalising
for many, with Vodacom also recently
unveiling three new low-cost smartphones.
According to Vodacom chief commercial
officer Godfrey Motsa, the company’s strategy
is focused on delivering high-quality phones at
low-price points.
And it’s not only phones. The International
Data Corporation (IDC) has released figures
demonstrating that there has also been a sales
surge in low-priced tablets in the country.
The growing appetite for cheaper tablets,
according to the IDC, is being spurred by the
improving quality, design and user experience
of low-range devices.
“The bleak economic conditions are
obviously playing a part as well, but it
should be remembered that these
same conditions represent a huge
opportunity for vendors that
manufacture tablets targeted at
the lower end of the market,” says
Joseph Hlongwane, a systems and
infrastructure solutions analyst at
IDC Africa.
At the other end of the scale,
continues Mariola, higher end
devices are going to continue
becoming smarter with greater
bandwidth, faster processing power,
greater storage, enhanced features
and more and better applications.

“The bleak economic
conditions are obviously
playing a part, but it should
be remembered that these
same conditions represent
a huge opportunity for
vendors that manufacture
tablets targeted at the lower
end of the market.”
Joseph Hlongwane, IDC Africa
Jan van Spaandonk (previously executive
director and now board member at the Core
Group), agrees that there are essentially two
smartphone markets: the premium and the
value-for-money.
“In Africa, as in China, people tend to either
buy a premium smartphone on contract, or
they buy a cheap smartphone for cash. The
problem comes in when people buy very
cheap smartphones with low specifications.
Their first experience tends to be bad and
they essentially end up using the device like
a feature phone, meaning they don’t actually
see the benefit of owning a smartphone.
“MIA is bringing Xiaomi into South Africa,
because of the company’s philosophy of
delivering a quality smartphone experience
for a low price, to as many people as possible.

New opportunities

For channel organisations, the rise
of mobility presents a range of new
opportunities to grow their businesses
and add value to their customers.
The rise of ‘bring your own device’ (BYOD) in
enterprises has led to an increase in productivity
and efficiencies, but at the same time has vastly
increased the concerns around risk and control.
Therefore, since security is one of the most
serious concerns with BYOD, those channel
organisations that develop expertise in this will
be able to add an additional string to their bows.
Outside of the security challenge, one of the
top enterprise problems with mobility is simply
how to create a mobile strategy. The potential
demonstrated by enterprise mobility strategy
consulting is thus enormous, with the channel
able to speak to their customers about how
they can assist them to make their businesses
more effective, how to save them money and
how to make them money.
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Success can come
with a little bit
of application

App development has opened up the potential for the channel
to develop a new revenue stream.

by Donovan Jackson
Photography Shutterstock

T

he rise of mobility has changed the
way companies today service their
clients. For the channel, it has meant
that it now needs to add value by providing
applications that enable clients to interact
with them more easily. This, in turn, has
opened up the potential for the channel to
develop a new revenue stream by developing
apps for clients that want to encourage
mobility in their own ecosystems.
Just how much are apps worth these days?
Uber, which effectively connects providers
of transport with those who need a ride, is
valued at over $50 billion. Could the next big
thing come out of South Africa? Perhaps – but
the challenges on the path to becoming a
world leader are not inconsequential.
According to Tony Smith, CEO of Oxygen8
SA, mobility has radically altered business
models, and there are now players delivering
apps to the market that would not be
considered traditional developers, such
as retailers and financial institutions. We
have, he says, seen a change in the dynamic
between businesses and their customers, with
consumers today being pushed information
they used to have to pull.
“A lot of app development today is about
personalising the customer’s interaction with
the brand. It has become so common now that
if a business wants to remain relevant in the
market, it will need to consider apps as part of
its strategy,” says Smith.
Andre Hugo, co-founder of M4Jam, adds
that the challenge that consumers face today
is that there are too many apps available, so
questions arise as to which ones they should
really be using.
“Realising this, my advice to any business
or developer looking to build an app today

40

| Q4 2015

is to test the concept with the targeted
community first. See if the idea resonates,
what features consumers want and which
ones they would use, before you start on the
development path.”

Beyond just moving boxes

Intervate MD Lionel Moyal suggests that from
a channel perspective, the incorporation of
mobile apps should be an integral part of an
organisation’s business model.
““It’s probably the first and most important
step that an organisation should consider in its
journey to digital transformation. The ability
to engage on a mobile level is no longer a
hopeful request, it’s an expectation. For many
businesses it’s as important as having a web
presence was 15 years ago.”

in my mind that application development
offers a potential new business model for the
channel,” states van Graan.
Jacques Barkhuizen, CIO for distribution
channels at Barclays Africa, says: “The
‘right’ apps are those that have unique
value propositions, which are tied to the
organisation’s digital and business strategy,
and which are specifically designed around the
customer experience.”
Every app thus has the potential to become
a channel in its own right, Barkhuizen says,
and over time it will become increasingly
difficult for organisations to stay ahead of the
game and innovate.
“One solution to driving this innovation is
opening up their application programming
interfaces (APIs) and inviting developer
communities to come up with
ideas and value propositions that
the organisation might not have
previously considered,” he suggests.
Microsoft South Africa also sees
a trend developing where channel
partners seek to provide additional
value to customers via apps, says
the company’s chief innovation
officer, Clifford de Wit.
“Thanks to the cloud, even
the traditional channel model of
moving boxes around has fundamentally
altered. There’s less need to actually deliver
things physically, since everything is now
delivered as a service, so we’re seeing channel
partners thinking about their customers more
holistically.”

“Therefore, there’s no doubt
in my mind that application
development offers a
potential new business model
for the channel.”
Cobus van Graan, Tracer Mobile Workforce

Tracer Mobile Workforce CEO Cobus van
Graan believes since mobility adds a lot of
value to customers, it should be a logical move
for the channel.
“Just from the point of view of electronic
versus printed information, the cost reduction
potential alone is huge. In addition, the
increased efficiencies – such as being able to
deliver an invoice immediately upon signing a
deal – will impact the business positively.
“Moreover, mobility is clearly the ‘next big
thing’, especially in conjunction with the cloud,
and both of these trends are only going to
continue growing. Therefore, there’s no doubt

Broader trends

Of course, everyone is talking about the
meteoric rise of Uber. The question is: should
organisations developing apps even try to
replicate this success? Developing the next
Uber would be a financial windfall, but seeking
this could quite easily mean failing to deliver

the solutions most needed by clients. Has Uber
simply captured lightning in a bottle, or is it an
example of a broader trend in apps significantly
changing existing business models?
Craig Terblanche, a director at Outsystems,
believes Uber is an app that was in the right
place at the right time.
“Nonetheless, they did their homework
properly. In the end, it isn’t the app that has
changed things – it’s about how the app has
enabled the right business practice. Uber
identified a pain point and came up with a
different business model that’s disrupted the
market.”
There is much to be said for being in
the right place at the right time, agrees
Christopher Dawson, mobile practice lead at
DVT. However, seemingly overnight successes
take years of dedication, talent, ingenuity and
passion to achieve.
“If one has miraculously spotted a wideopen gap in the market, you can usually be
sure it’s already caught the eye of a few
others as well. To beat them to the punch,
you’ll need a talented team with a clear
product strategy and penchant for putting in
the long, hard hours.”
Uber is the poster child for digital
disruption, states Microsoft’s De Wit, adding
that with the truly disruptive nature of
pervasive mobile devices, the availability
of cloud and digital becoming fundamental
to any business on the planet, we can only
expect the scale of disruptive business models
to increase.
“Of course, Uber may be the most visible
example, but there are many other solutions
impacting niche markets, like agriculture.
“With this in mind, there can be little doubt
that the rate of digital disruption is only going
to increase. This will open up the market
for app development even further, as apps
are a critical part of this chain, as they are,
ultimately, the interface for users,” he notes.
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Time to
change the
channel
Differentiation

Channel businesses must leverage mobile innovations
to stand out from their competitors.
by Joanne Carew
Photography Shutterstock

T

he technology channel has always been
a challenging environment with market
advancements taking place at a rapid rate.
What’s more, the industry is very competitive
and organisations constantly have to find
new ways of standing out. The opportunity
presented by mobility and the mobile workforce
will drive the channel into a new era, says Cathy
Smith, GM of Cisco South Africa.
According to Smith, not only does
widespread mobility boost employee
productivity and accelerate innovation;
it also fosters more engaged customers.
Mobility gives channel employees the
opportunity to collaborate better, no matter
where they are or what device they’re
using. They have more secure mobile access
to their apps and data, while being better
equipped to communicate, she continues.
From an innovation perspective, Smith
believes the use of secure networks from
device to cloud will improve productivity and
elevate mobile experiences for businesses
of any size. This will allow channel partners
to better track the distribution process at
any stage, anywhere and anytime. From
a customer perspective, the use of mobile
technologies and WiFi location services
empowers channel businesses to give
customers a more personal and convenient
experience of innovative, context-aware
mobile apps. In addition, Smith notes how
mobile innovation accommodates customers’
needs by using location-based analytics,
which promotes customer loyalty and
ultimately results in more sales.
In a highly saturated market, Michael
Fletcher, sales director for sub-Saharan Africa
at Ruckus Wireless, suggests that channel
players must be looking for programmes that
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enable them to distinguish themselves from
others. “A channel reseller should be able to
select a campaign and personalise it – adding
a value proposition to the campaign and
making it look unique enough from another
reseller that chooses the same campaign. This
is how their business will grow.”
Vendors and manufacturers must provide
solutions that speak to the market, says
Matthew Lee, regional manager for Africa at
SUSE. These solutions should be customised
and tailored for changing requirements.
This allows their partner network to remain
flexible, differentiate themselves and meet
customer requirements. He cites new
technologies as a force that will continue to
fundamentally change the way enterprises
of all sizes sell and service their customers.
“And these changes present massive
opportunities for vendors and the channel.”
Both Ruckus Wireless and SUSE have
extensive partner programmes, which Lee and
Fletcher say are intended to foster business
growth and accelerated success. These
partnerships encompass everything from
access to expert advice, support, investment
discounts, market development funds and
volume incentive rebate schemes.
The key to continued and sustainable
partner productivity is enablement, notes
Brendan McAravey, country manager,
Citrix South Africa. By investing in new
resources, tools and partner programmes,
channel players can maximise the efficiency
of partners at every stage of the sales
and services lifecycle from technical skills
development, sales execution through to
successful implementation of solutions, he
continues. McAravey is adamant that the
channel now has to function a little differently.
“The role of the channel is no longer simply
to just provide IT software and hardware to
customers. There’s a need to design, tailor and
consult on workplace transformation projects,

“The channel partners that
are successful are those that
have deep understanding of
technology and who can use
this understanding to solve
real world challenges.”
Brendan McAravey, Citrix South Africa
helping customers to realise a more mobile
way of working.”

Dedi Grigoroiu/Shutterstock

The customer is king

Satisfying customer needs should always
be the underlying philosophy of how every
channel business operates, suggests Cisco’s
Smith. McAravey agrees, describing one of
the channel’s main roles as providing the
necessary consultancy and technical expertise
to help customers create a solution that meets
their needs, while taking into consideration
the nature of the workforce and industry. But
sometimes giving customers what they really
need first requires that they be guided and
educated to alter inaccurate perceptions of
certain products and solutions, says McAravey.
He thinks customers are looking for simplified
IT solutions that require less integration work to
create mobile workspaces. This entails providing
a portable, always on, always connected
working environment available on any device,
over any network and from any location.
In line with this, Fletcher stresses the
importance of training so that best practices
can be shared, expertise can grow and client
support can become exceptional. He believes
that the mobile industry is also driving this
need for improved skills. “More people are
visiting online portals via mobile phones
or tablets and in the channel, speed and
accessibility are crucial for partners who are
on-the-go with customers, and don’t have the
time to log on to an online portal from a PC –
as such, becoming mobile friendly is critical to
support the dynamic market.”

Tech and talent

While many channel organisations globally have digital business transformation initiatives planned or under
way, Gartner predicts that only 30 percent of these efforts will be successful due to a lack of talent and technical
expertise. Cathy Smith, Cisco South Africa, outlines how most channel businesses fail to recognise the full value of
their digital projects, because they’ve yet to realise that their digital strategy and business strategy are becoming
one and the same. Acknowledging this will help these businesses to realise sizable returns.
Channel partners need to be fully equipped with the tools, knowledge and skills they need to cater to the
individual demands of customers across the region and when the channel is close to the requirements of
customers, they’re best positioned to provide guidance to organisations looking to mobilise their workforce,
providing consultancy and tailored solutions to meet a customer’s needs, notes Citrix South Africa’s Brendan
McAravey. “The channel partners that are successful are those that have deep understanding of technology and
who can use this understanding to solve real world challenges,” he concludes.
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The retail
challenge

The Margin spoke to two
smart device repair stores
to find out a bit more
about the most common
device mishaps.

by Joanne Carew
photography Sean Wilson/Supplied

W h at do e s yo u r t y p i cal c u s tom e r ba s e
look l i k e ? We appeal to a very broad base of
customers. You’d be hard pressed to find anyone who
doesn’t own at least one Samsung product, because we
offer everything from entry level products to more highend products.
W h at ’ s b e e n t h e mo s t commo n d e v i c e
r e pa i r ov e r t h e la s t y e ar ? Mobile phone
screens, definitely. While it’s a toss-up of exactly what
model, it tends to be the current and most recently
discontinued models that require repair. Luckily, we can do
all that work right here in our store while customers wait,
so it does make life bearable and in many cases the repairs
are even free.
Ba s e d o n e x p e r i e n c e s ov e r t h e la s t
y e ar , w h at h a s b e e n t h e mo s t commo n
cau s e of p h o n e damag e ? Due to our
growing dependence on mobile devices, we take them
everywhere and they’re with us at all times, so they tend
to take quite a beating. People often drop their phones
or spill water on them. Luckily, the phones are quite
water resistant, so the screens tend to be most at risk of
cracking or breaking.
A n y f u n n y s tor i e s to s h ar e ? There was
a story doing the rounds a while ago that a software
upgrade made the phones waterproof. We didn’t have
any people complain, but I heard of quite a few people
that believed it and purposely tested this claim to their
great dismay.
w h at ar e s om e of yo u r b i gg e s t
s e ll e r s ? We are first and foremost a retail store.
Mobile cellular products and accessories make up about
half of our sales.

Werner Volschenk,
general manager

Samsung
SmartLab
Cape Town
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D e s cr i b e yo u r b u s i n e s s As the Samsung
experience store, we showcase the more “exotic”
products – appliances, TVs, mobile cellular devices and
accessories. We also offer in-store training, setup and
configuration of devices and, when it is not possible
in-store, we offer white glove installation, included in the
purchase of the more high-end models, together with
a further, free extended three-year warranty. Finally,
we offer on-the-spot repairs while you wait, for most
handheld devices.

W h at ar e t h e b i gg e s t c h all e n g e s yo u
fac e i n r u n n i n g yo u r b u s i n e s s ? Managing
people’s expectations. Often people damage their products
and expect us to have a solution on hand immediately.
Although we do, many people don’t like the idea of being
without that technology for even an hour. This is also the
reason we moved repairs to on-site. It’s a process that we’re
constantly refining, but I’m happy to report that we have
almost no incidents of unhappy customers.
W h at d e f i n e s a good day ? It’s a store, so I’d be
lying if the first answer wasn’t good sales.

in the

trenches

D e s cr i b e yo u r b u s i n e s s iFix repairs an array
of high-end smart devices from Apple to Samsung and
Huawei. We differentiate ourselves by focusing on the
customer experience and efficient turnaround times.
W h at do e s yo u r t y p i cal c u s tom e r ba s e
look l i k e ? Our customer base is quite varied,
but mostly a higher LSM. Although the majority are
individual consumers, we deal increasingly with B2B
clients.
W h at ’ s b e e n t h e mo s t commo n d e v i c e
r e pa i r ov e r t h e la s t y e ar ? iPhone 6 screen
replacements.
Ba s e d o n e x p e r i e n c e s ov e r t h e la s t
y e ar , w h at h a s b e e n t h e mo s t commo n
cau s e of p h o n e damag e ? Negligence. Physical
impact far outweighs other causes. Smart devices are
sensitive, but they seldom break themselves.
A n y f u n n y s tor i e s to s h ar e ? Every month
someone phones in to ask about spectacles...’eyeFix’.
w h at ar e s om e of yo u r b i gg e s t
s e ll e r s ? After having a device repaired, people
generally feel anxious and would like to take extra
precautions to prevent future damage. I believe
that’s why Houdt, our inhouse brand of wood-based
accessories, does very well. Having said that, the
best seller is undoubtedly our tempered glass screen
protector. Very few people leave the store without one.
W h at ar e t h e b i gg e s t c h all e n g e s
yo u fac e i n r u n n i n g yo u r b u s i n e s s ?
Maintaining a 100 percent customer service rating – our
branches compete to see who keeps their customers
most happy. With thousands of customers every
month, there are bound to be a few misunderstandings,
but we do our best to follow up and ensure everyone
has a positive experience. A handful of stores have
achieved the 100 percent rating and when they don’t,
they’re not far off.

Francois La Grange,
branch manager

iFix
W h at d e f i n e s a good day ? A steady stream
of customers through the door and giving each client
the attention to detail we strive for. When clients arrive
in hordes it’s always a desirable challenge, we like to
back up attention to detail with the best turnaround
times possible. We also often encounter new (technical)
problems and when we solve one of those we’re always
quite proud.

Cape Town
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The
hardest
sell –
the CEO
the

pitch

Going to the top might seem like a good
way to secure buy-in to new technologies,
but local CEOs are seldom available for
sales meetings and many aren’t tech-savvy
enough to make the effort worthwhile.
by Tracy Burrows
Photography Shutterstock
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A

ndrea Lodolo, CTO at CA Southern
Africa, says the South African CEO
doesn’t buy technology. “The CEO
buys business value and strategy. Others in
the C-suite buy the technology to support the
business strategy, and unless the CEO fulfils
the role of all the CXOs, he or she typically
won’t get involved in the buying decisions.”
While Lodolo doesn’t expect to see CEOs
involving themselves in technology sales
meetings any time soon, he notes that the
modern CEO has to become tech savvy and
open to innovation to keep the business
competitive.
“Generally, South African CEOs are still old
school when it comes to technology. They’re
either baby boomers or slightly younger digital
immigrants who have trouble getting a handle
on new tech trends. Few have an innate
understanding of technology and its potential,
and prefer to leave the technology buying
decisions to those who truly understand how
it works.”

Rise of the tech-savvy CEO

“The CEO will still not be
buying the stuff, but might
endorse it more readily if
he or she understands how
it can support the business
strategy.”
Andrea Lodolo, CA Southern Africa

In years to come, we will see the digital
natives taking the reins of business, Lodolo
believes. A CA Technologies report, The Future
Role of the CIO: Becoming the Boss, found
that only four percent of CEOs have risen to
that position from the role of CIO, compared
with progression to the top job from CFO (29
percent) or COO (23 percent). Lodolo expects
this balance to swing significantly in future.
“Surveys have found that tech savvy CEOs
have more successful companies. But this
doesn’t mean they have to know how it all
works. Future CEOs will need to understand
that technology is a disruptor and use it in
their businesses to get a competitive edge.”
While not all are tech savvy, CEOs today are
becoming aware that disruptive technology is
changing their markets and forcing change in
their business.
KPMG’s Global CEO Outlook Survey 2015
finds that the world’s CEOs are focused
on aggressive growth, but see their top
challenges as customer loyalty (86 percent),
new entrants disrupting their business
model (74 percent) and keeping current
with new technologies (72 percent). KPMG
notes digital and e-commerce technologies
were upending business models
and lowering barriers to entry for
new competition, while consumer
spending was becoming less
predictable. “CEOs are aggressively
trying to position their companies
to survive among incredible
technology-driven competition,” says
the report.
PwC’s 18th Annual Global CEO
Survey, released earlier this year,
also found South African CEOs
looking to technology to contribute
to growth. On technologies
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CA Southern
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important to their companies, 90 percent
ranked mobile as most important, followed
by data mining and analysis (83 percent),
cybersecurity (80 percent), battery and
power technologies (63 percent), and cloud
computing (61 percent). The capability CEOs
most expected to need to thrive in future, the
report found, is strategic thinking.
Lodolo says: “The CEO will still not be
buying the stuff, but might endorse it more
readily if he or she understands how it can
support the business strategy. The CIO or
other C-level executives and business unit
managers will still make the buying calls.”
He adds: “At the moment, you almost
never get to the CEO and if you do, it’s hard
work to convey the role technology plays
in their strategy, how the disruptive nature
of technology can help their business grow,

and where their next competitor could be
coming from.”

Where the buck stops

“You might be able to get to the CIO or CMO,
but even there, CIOs at enterprise accounts
typically talk to only top strategic vendors
so mid to small resellers and niche players
would likely struggle to get a meeting. In
large enterprises, the CIO usually talks to the
board on a strategic level and leaves much
of the buying to the IT managers. In mid-size
enterprises, we might get to see the CIO, but
the issue here is that the board is generally
more interested in curbing IT spend and
decreasing budgets,” Lodolo says.
Given a choice, Lodolo would prefer to pitch
innovative new technology solutions to a chief
digital officer or chief marketing officer, rather

than to a CIO or CEO. “The CDO or CMO are
more likely to be more in tune with trends and
the way things are going. We are starting to
get traction among marketing officers, who
are starting to create shadow IT with their
own budgets,” he says.
Perry Hutton, regional director for Africa
at Fortinet, echoes these sentiments. “We
typically don’t sell to the CEO. The only time
we might ever see a CEO is when it comes
to cost justification, and that happens very
rarely,” he says.
Hutton says in contrast, his colleagues in
the US regularly meet with CEOs. “They’re at
the CEO every day, possibly because in the US,
every breach must be publicised so security
has a direct impact on the CEO,” he says.
“In South Africa, the CEO says ‘I’ve
employed a CIO, CISO, or CFO for this, and
the buck stops at their desks’. Even though
legislation does make security the CEO’s
problem ultimately, we’ve sold hundreds of
thousands of dollars in security kit to South
African large enterprises and I have never
needed to meet a CEO.
“We never have reason to go past the
CIO or CISO in most of these businesses. In
local large organisations, the people tasked
with managing security, governance and risk
are high class professionals. The CISOs are
accountable and have a budget, and their
heads are on the chopping block if something
goes wrong. The CEO doesn’t get involved –
not in this town anyway.”
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Plunging prices and 
transformative technology have 
made drones remarkably popular,
but there remain challenges 
impacting their uptake.

by Tamsin Oxford
photography shutterstock

D

rones have become almost
synonymous with ingenuity and
inventiveness. In the Kruger National
Park, they’ve been implemented as part of
the Rhino Protection Programme; in Australia,
they’re being used underwater to monitor
shark activity and protect beachgoers.
Drones are rapidly integrating into an array
of different industries and sectors, with each
one adding its own twist to the tale. They are
also a massive growth industry, according to
a report published by the Teal Group Corp,
with an estimated $6.4 billion invested into
development around the world.
“There are so many applications for drones
and the technology is advancing at such a
rapid rate,” says Mario Demetriou, co-founder
and director of DroneSnap. “One of the first
business areas to buy into the use of drone
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“Due to the high cost of
commercial drones, margin
percentages are very tight
and in their single digits.”
Hannes van der Walt, The Gadget Shop

technology has been the filming industry,
but it’s also evident that the agriculture,
construction and mining industries are slowly
looking into ways of applying it. Drones
have the potential to add value to precision
farming, geospatial mapping and even
progress reporting for construction sites.”
Across Africa, drones are now being
used to transport medication to rural areas

desperate for help, but without
the proper infrastructure. British
organisation Foster and Partners
has recently investigated Rwanda
as its first drone port and Papua
New Guinea saw Doctors Without
Borders use the technology to
transport specimens for testing. The
potential in supporting patients,
getting analyses done more quickly
and providing the right levels of medical care
is extraordinary.

Disaster management

“Drones are already assisting with emergency
and disaster management programmes, as
well as national weather service tracking,
traffic management programmes and so
much more,” says Hannes van der Walt, CEO

Unpacking
the legislation
As of July 2015, new laws around the use of drones
in South Africa came into effect. Commercial use asks
that the drone be registered and approved by the
South African Civil Aviation Authority (CAA) and the
pilot must have a current Remotely Piloted Aircraft
(RPA) licence. However, private usage is not as
heavily curtailed, with a limit of 500m from the pilot
and no higher than 150ft above the ground.
“The legislation is much less restrictive in South
Africa than for model aircrafts actually – they can fly
at night, be operated for commercial purposes and
can be piloted by hobbyists without a licence,” says
Claire Cobbledick, head of marketing at Gumtree.
However, the regulations are strict in comparison
with international counterparts and licences only
have a lifespan of a year. The pilots will be expected
to keep a log of every flight and licence holders have
to undergo a revalidation check prior to expiry – to
name just a few checkpoints on the list.
“The Commercial Unmanned Aircraft Association
of South Africa believes that the new regulations
could impede a number of local sectors,” says The
Gadget Shop’s Van der Walt. “I do believe that
the market’s optimum potential will be affected,
but drones are here to stay and the market will
continue to grow positively. The privacy and safety
of people are the number one priority for the CAA
and technical standards and testing for RPA pilots is
essential. Drones have barely scratched the surface
of what will be there in the future.”
Certainly the legislation is focused on protecting
people and mitigating the impact of illegal usage in
the drug trade and, in a nasty reversal of fortune,
rhino poaching. While drone technology can
transform and revolutionise, there are always those
who will subvert it and legislation must be in place
to prevent this.

of The Gadget Shop. “Some of the leaders
include the Boeing Company, which mostly
develops for the United States military;
General Atomics, which built the Predator
drone; Lockheed Martin Corporation;
Northrop Grumman and state-owned local
entity Denel Dynamics. Their sales of drones
have increased by 20 percent since 2013, due
to increased demand.”
The list of organisations that specialise in
drones includes Textron (military applications),
DJI (film industry), Israel Aerospace and SAIC.
Of course, no technology would be ready to hit
the trend zone without Amazon and Google
getting involved. Each has its own planned
uses for their drones and both are doing
exciting things in this space, but what are the
opportunities for the channel and is there a
decent margin to be made?

“I would place the margins at 25 percent
with mining, and agricultural applications at
around 30-40 percent,” says Braam Botha,
operations manager at UAV Industries. “There
are a few companies building their own UAVs
(unmanned aerial vehicles) for specialised
work, using the best parts of various
manufacturers, and – in this case – perhaps a
100 percent mark-up is possible.”

Huge start-up costs

“Margins can be good, but as this is a nascent
industry there are huge start-up costs for
both equipment and skilled people. While the
industry is growing rapidly, we’ll see large
investments required to make returns.”
Van der Walt adds: “Due to the high cost of
commercial drones, margin percentages are
very tight and in their single digits. For retail-

specific hobby and semi-professional drones
the margins are small too, often ranging from
single digits to just breaking double digits.”
That said, the industry is growing across the
globe thanks to advancements in technology,
cost and weight. However, the local market
has been hampered by excessively complex
and restrictive legislation, which may impact
its growth compared with the rest of the
world (see box above).
“Drones are still expected to contribute
to the South African GDP over the next
couple of years, although regulations may
have slowed the growth down slightly,”
says Demetriou. “Much of the growth we’re
experiencing is driven by the technology
and advancements in the field. Applications
have expanded drastically and this is driving
uptake significantly.”
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The
anywhere,
anytime
channel
under the

spotlight

Some local channel players are showing commitment to the
concept of flexible working.

by James van den Heever
photography shutterstock

S

elling the toolsets to make remote
working possible is a large and growing
market for channel players, from those
who create the productivity platforms, like
Microsoft, to those that provide integration
and support, or connectivity. The question
is whether these and other channel players
are themselves making use of the remote or
flexible working models.
The answer seems to be yes in principle,
but many channel players seem to be only
at the beginning of the journey towards
anywhere, anytime working.
Uriel Rootshtain, application and services
business lead for Microsoft South Africa,
points out that the company is a global
multinational, so its employees are habituated
to being part of a distributed workforce. In
his experience, one of the most important
enabling factors for successfully managing
such a workforce is an effective performance
management capability.
Outcomes-based performance management
allows employees to manage their own time,
for example taking time off during ‘working
hours’ to balance time spent sorting out a
customer problem on Sunday evening.
“The decision to adopt this style of working is
a strategic one – you can’t just typecast roles as
being suitable for it or not,” Rootshtain observes.

An extreme example

Rootshtain says that Microsoft offers an
extreme example of how its collaboration
technology can be used. Its local channel
partners are also customers and are all at
different stages on the journey towards fully
exploiting collaborative technologies. “There’s
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a very broad spectrum across the channel,”
he says.
Systems integrator Integr8 is one of those
for whom principle has become practice.
It sees flexible working within the context
of providing increasingly better service to
clients. “One of our core values and strengths
is the expertise we have on board. So, we
specifically target our technical staff and
engineers with the resources and solutions to
address all service requirements,” says joint
CEO Lance Fanaroff. He notes that Integr8 has
been on this path since 2001.
Vodacom, by contrast, seems to be less far
along the track. Tshepo Ramodibe, executive
head: corporate affairs at Vodacom, says
while most of its employees work in teams
within the office environment, the company
provides tools to work from home to
those who cannot come into office for
personal reasons. However, field
engineers and technicians, although
part of deskbound teams, are
necessarily mobile.
Anecdotal evidence suggests
that much of the channel is at this
stage, with technical and sales staff
fully mobile and the rest remaining
office-based.
Fanaroff makes the point that
a mobile workforce demands
Uriel Rootshtain, Microsoft South Africa
particular support. An engineer
in Sandton might be supporting a
client’s office in Polokwane, with Integr8’s
All about the people
network and technology hub providing the
More fundamentally, technology is only as
platform to do so. “We regard it as critical that
good as the people using it. Keeping up with
our technical support staff and engineers have
the fast-paced change in technology is one
the capability to tap into, source, acquire and
issue — standards and quality assurance
implement any of our products and services
are thus both vital. At the same time, says
at any time, at any place — our network has
Fanaroff, employees have to be “skilled,
to be able to support this level of service
trained, experienced and passionate”,
delivery,” he says.

“The decision to adopt
this style of working is a
strategic one – you can’t
just typecast roles as being
suitable for it or not.”

Creating jobs?
combining commitment to the company’s
brand with their own personal brand.
In his experience, ambitious and
enthusiastic work-seekers are drawn by
the opportunities offered by flexibility.
“Organisations and businesses that are geared
to offer these types of arrangements will
attract the ‘hot, young talent’ and sought-after
skills,” Fanaroff says.
Microsoft’s Rootshtain puts it slightly
differently. In his view, only companies that
are flexible will prosper in an age of digital
disruption: talent will be drawn to work for
such companies.
Against this must be put the trend at
companies like Google and Yahoo that insist
on employees spending at least some time
at corporate offices. Perhaps the key point is
that workplaces and work habits need to be
flexible in today’s world.

A survey by Citrix and the Centre for Economics and Business Research suggests that remote working via
the internet could add just under 0.5 percent to South Africa’s gross domestic product and cut commuting
costs by R39.5 billion.
In the process, new jobs could be created for housebound parents or those who cannot find formal jobs.
Sites like Crossover or, locally, Money4Jam, provide Uber-like platforms to connect those with skills to those
needing them.
Seems like this would be a perfect way for an ambitious techie to set up shop, and offer remote support
to home offices, SMEs or even farsighted corporates.
If Floyd Mashele’s experience is anything to go by, South Africa has some way to go. Mashele ended
a contract with Gijima and decided to try going it alone, offering application support from home. “The
potential is there, but you have to have the backing to spend the time networking and building your
customer base,” Mashele says.
He believes that platforms like Crossover offer the best opportunity to turn flexible working opportunity
into a career. “South African businesses want traditional IT service providers,” he says.
Integr8’s Lance Fanaroff says the company is experimenting with this model to drive its expansion
strategy, particularly into Africa. In this way, it can build partnerships in regions where it sees opportunity.
However, it still needs to make the investment in setting up operations, including providing skills and the
technology platform.

Gareth van Zyl, “Working remotely could boost SA economy by R17bn”, Fin24tech, 28
August 2015, available at
http://bit.ly/217gLZI
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Six ways proof of concept
centres have changed forever
Proof of concept centres are now within the reach of almost every service provider, as a
result of the impact of cloud computing.
by Donovan Jackson

W

hen it comes to technology solutions for business, moving from idea to reality routinely throws up all manner of
unexpected problems and challenges, giving rise to the quite simple (and reasonable) question of “well, will it work?”
Answering that question is made considerably easier with the availability of proof of concept (POC) centres. And the good
news is that such facilities are within the reach of almost every service provider, thanks to the impact of cloud computing.
But what about hardware? By no means does the advance of cloud computing, which includes infrastructure and platform
as a service, completely remove the necessity for some elements of on-site hardware. In those instances, distributors continue
to play an essential role, working together with vendors to provide resellers with centralised access to the facilities required to
show end users just how well technology solutions will work in practice. These are the six ways that POC centres have changed
and become democratised.

It’s software-defined

Not so very long ago, a proof of concept would
require hardware and the overhead which goes
with that: cost, physical space and management.
That may still apply for solutions which are
hardware-centric, but for all else “the concept
of ‘software-defined everything’ extends to POC
centres, too,” remarks Business Connexion CTO
Andy Brauer.
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It’s in the cloud

Software defined? Absolutely, says Mark
Reynolds, VMware general business and partner
lead, sub-Saharan Africa. “Technology has
evolved to a point where there really is no need
for the POC centre. Actual POCs can today be
delivered virtually through the cloud, particularly
for software environments.”
His colleague, Ian Jansen van Rensburg, senior
systems engineering manager at VMware subSaharan Africa, adds to that. “In my mind, the
POC centre is something that’s only relevant to
hardware vendors. Companies these days rather
build a demo or executive experience centre; POCs
are classically needed in your own environment
where you can see how your existing technology
works with the proposed new technologies.”
Jansen van Rensburg goes further: “In their
classic form, the POC centre doesn’t exist as it
now sits in the cloud.”

POC is far easier than
ever before

Vendor, distributor and reseller demo centres and
executive briefing centres are widely available
for clients to check out technology in action, says
Reynolds. “But the POCs themselves are seldom
actually hosted [in these facilities]. It’s far easier
to spin up a few virtual machines in your own test
and development environment onsite, where you
can put products through their paces within your
own setting.”
Cost is always a factor, and easier POCs mean
even that has come under fire. “By running POC in
the cloud, you remove the need for capex to fund
it,” says Jansen van Vuuren.

But hardware (and
the need for it) hasn’t
disappeared, so…

Look to distributors working together with
vendors to deliver appropriate test beds, says
Hanle Carver, services solutions director at
WestconGroup Southern Africa. She differs
with the software and systems integrator
commentators, somewhat. “POC centres are
absolutely worth the effort and investment
involved, particularly high-end specification
facilities.”
She explains that these are made possible
through joint vendor/distributor involvement,
where the distributor contributes the valueadded services while the vendor provides their
products. “POC centres help mobilise the brand
and create a sales channel that’s armed with the
tools to prove the technology they’re proposing.”

In the cloud or on the
ground, POC centres
still deliver great value
While it may appear that Reynolds and Jansen
van Vuuren have written off the POC as a
physical entity in its entirety, that isn’t the whole
story. Jansen van Vuuren adds: “An area in which
a POC centre may [still] be relevant is for new
hardware vendors.
“Vendors that are bringing in new solutions
that haven’t classically been “tried and tested”, and
which customers still may want to put through its
paces before making an investment; things like for
example, a new network switch or access point, or
PABX or a new mobile computing device.”
He also believes smaller in-house facilities
are still valid. “If you are a small development
house, or a smaller company that doesn’t have
the funding to run a POC for your client, but are
innovating and developing new solutions that you
want a potential customer to test, then you may
need a POC centre to demonstrate things.”
Brauer adds: “Companies should consider
centres of excellence and R&D with innovation;
with this comes confidential intellectual
property so that’s best kept in-house unless it’s
very generic.”
The cloud has had an indelible effect on the
POC, to a large extent democratising it and as
a result taking out uncertainty for end-users as
they can more easily test and evaluate before
making purchasing decisions. The availability of
‘on demand’ facilities and resources also provides
a powerful and accessible sales tool for solution
providers. “Try before you buy is the benefit for
users,” says Brauer. But he adds – for those with
physical POCs – “For the owner, it’s a risk.”
And Carver explains why. “If you don’t
clearly define what the POC centre needs to be
delivering on, then the costs can spiral out of
control as a user adds more and more scope at
the discovery part of the project.”

It’s educational

Reynolds says, “If we look at the relevance of
a POC from an IT partner and customer point
of view, it’s critical that as an end-user you are
clear on what your expectations of the partner
and the solution are upfront, before you
engage at the POC level. The POC is classically
the presales component of a deal you should
expect from your partners. But appreciate that
this may in today’s terms be a virtual POC, as
opposed to a physical experience.
“Personally, I’m not a fan of doing a POC for a
POC’s sake. A POC requires a lot of investment,
commitment and resources from your IT partner.
Some partners do not have the opex to shoulder
these costs themselves, which is why they partner
with a vendor or even their distributor. It’s a fine
line that needs to be negotiated and the benefits
of delivering a POC must outstrip the challenges of
not doing so – such as losing the deal.”
Jansen van Vuuren adds, “In general, if
VMware runs a POC with/at a client, we know our
software works and our technology works, but
we do it to give the customer the peace of mind
that it will work in their complex environment.
Many customers are a lot more comfortable
after they have seen a solution work in their
own specific environment. Which is really where
(onsite) the majority of POCs are today being run.
“When we first start dealing with a customer,
we talk business problem first, identify the
solution/technology needed to solve this, then
once we have identified the actual technology we
then open up access to what we call our Hands
On Labs, which can loosely be viewed as a POC
centre. Here a customer can touch, feel and play
with the technology.
“In a lot of cases, a POC is just there to start
the educational process on what the software is
capable of, answering questions like how easy
is it to deploy, administrate or work with the
technology. We’re never just going to switch
over a client from a technology they know to one
they don’t know without them first being able to
ascertain whether or not they can still do their
day-to-day work in this environment – that is
where the POC comes to play – as opposed to the
POC centre.”
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Great things
from small things
round

table

The channel could do a lot worse than look at the
billions of Internet-connected devices predicted to
be installed by 2020.

by Paul Furber
PHOTOGRAPHY Mzu Nhlabati

G

reat things are done with a series of
small things brought together, wrote
Vincent van Gogh once. Could the
Internet of Things (IoT) present a unique
opportunity for the channel to provide real
value to its customers?
In October last year, Gartner forecast that
IoT devices would grow in shipments at an
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annual growth rate of 35 percent. By 2020,
the analyst firm estimates IoT will support
over $250 billion in services spending,
supporting over eight billion devices shipped.
That’s a juicy market for channel players to
swig from. For some local providers, IoT has
been around for a while but under a different
name. Kervin Pillay, head of technology at
Internet Solutions, says it’s nothing new.
“We’ve been doing IoT for many years as
telematics and sensors, but it has the name IoT
now,” he says. “It’s not something new to us.”

Avi Mistry, global account manager at
Intel South Africa, has also been doing it
for many years. “What has changed though
is that things are becoming universally
standard. At the edge we have a range of
devices, we have gateways and then in the
datacentre we have devices to present what
we’re collecting.”
Linda Morris, director for customer
experience at Smart Technology Centre, says
her customers are becoming increasingly
interested in monitoring what’s happening

A v i M i s trY ,
Intel
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in their environment. “It’s becoming like a
dashboard for them that they’re looking at to
gain insight.”
Sebastian Isaac, business development
manager at Rectron, is also looking at IoT from
the client side. “We see that there’s a large
industry that’s there already, but we then ask
clients what they’re going to monitor. So we’re
looking at development and working with
developers in the industry to do data analytics
and telematics and so on.”
John Eigelaar, director and co-founder of
Keystone Electronic Solutions, also sees a shift
towards the end-user. “Most of the solutions
we’ve rolled out have been around improving
procedures in industry, improving productivity
and monitoring infrastructure,” says Eigelaar.
“For the first time this year, we’ve started
working on products targeted at end-users.”
Hanli Wood, channel manager at Riverbed
Technology, agrees. “Our customers want
visibility into their networks, they also want
the security that comes with an Internet
of Things and the big thing is the client
experience, at the end. If they don’t get it, then
there’s a backlash against the business itself.”

Making it work

Clearly there is potential for the IoT. Actually
making it work is another matter though.
Thinus Dippenaar, chief of special
projects at Neotel, says he already has the
infrastructure, he has connectivity and a big
datacentre. “So what we’re trying to do is find
the right partners to provide IoT. The market
is extremely fragmented at the moment:
people are looking at security or looking at
management and none of it overlays. So for
us, the end goal is to have one piece of all of
those things.”
Keystone’s Eigelaar says he’s found it very
difficult to integrate devices. “Mostly it’s
because the Internet of Things, when you talk
about systems in building management, isn’t
internet at all, but some proprietary protocol.
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“The problem is everyone
wants to own the concept
and no-one wants to play
with anyone else.”
Sebastian Isaac, Rectron

That means it’s extremely difficult to make
things talk to each other. The problem we
have at the moment is that computing power
at the end nodes hasn’t caught up enough to
be internet-capable. But we’re seeing lowpower devices doing fantastic things. In a year,

John
E i g e laar ,
Keystone Electronic
Solutions

two years, five years, we’ll probably
see these things doing IPV6 over
wireless.”
Rectron’s Isaac agrees. “There
are too many platforms. There’s no
universal platform that everyone can
build on. The problem is everyone
wants to own the concept and noone wants to play with anyone else.”
Smart Technology Centre’s Morris
says the answer is Internet Protocol
(IP). “We’ve termed it the Internet of Me,
where Me is the customer. How do you take
that sensory explosion of everything and
collaborate with it? The only way to do that is
at an IP level: everything must connect back
to your network. How do you then translate

L i n da
M orr i s ,
Smart Technology
Centre

B r e n da n
Ha s k i n s ,
Tarsus Cloud on
Demand

“Collectively, what
we’re trying to
overcome is grading
the quality of
information you get
at the edge.”
Avi Mistry, Intel
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it? You must collect it, store it and present it
in usable format to the relevant departments.
The trick is in the interpretation.”
The lack of standards among IoT devices
and the pressure this puts on back-ends is
a concern, notes Intel’s Mistry. “There are
standards coming; although it’s just cowboy
land right now. On the consumer side, the two
big players on the home front – Apple and
Google – can’t find consensus on anything
they’re doing. If you buy Apple products, you
go down that rabbit hole; if you buy Google,
then you’re going down that hole.
“It’s a similar thing playing out in the
industry. Collectively, what we’re trying to
overcome is grading the quality of information
you get at the edge. Sensors are meant to
collect information, but we’re trying to leave
as much info at the edge as possible, so that
a filtered version gets into the datacentre.
And then in the software world, APIs can
take all these proprietary lakes and islands of
information.”
Sometimes that means coping with both
dumb and smart endpoints, points out
Internet Solutions’ Pillay. “What we have
today is customer premise equipment that’s
either extremely clever or getting dumber
and dumping everything back to the cloud.
We’re even seeing endpoints getting smarter

like being able to run 32 VMs simultaneously.
We’re building systems to enable people to
collect as much data as they need, store it in
the cloud and figure out what to do with it
later. We have to support both models: the
dumb endpoint and the smart endpoint.”
Nico Steyn, CEO of XI Systems, says his
company has been busy with this for a while.
“We’ve developed a framework that sits
between the edge device and the analytics
support. The biggest issue is the amount
of data that potentially comes through.
The vendors – Cisco, Dell and so on – are
working hard to get gateway devices in at the
operational level. In industrial environments,
you want those devices to work with
thresholds.
“Currently, there are something like
17 billion devices connected to the IoT, but the
forecast is 50 billion by 2020. There’s a lot of
filtering that will have to happen. And there
will be a lot of devices that will have to be
replaced in the next couple of years.”

Making the sale

Which is all very well, but IoT must have a
tangible benefit for those buying it. Neotel’s
Dippenaar says vendors can collect all of this
information, but what then? “What does it solve
for the customer?,” he asks. “As technologists,

K e rv i n
P i lla y ,
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we like shiny things and we like to shove what
they can do down people’s throats. But real
problems are things like access management:

someone was on site for an hour, but claimed
he was there for two. How much electricity did
a site use? How much water?”
Eigelaar says there’s a bigger problem. “The
challenge selling IoT solutions is that we’re
selling something that saves you money and
makes your efficiency better rather than
something that makes you money. There’s
very few IoT solutions that actually generate
revenue, which makes it a very hard sell. It’s
like selling a faster server – it doesn’t directly
generate revenue.”
Riverbed’s Wood doesn’t believe networks
today are ready for the flood of data across
back-end systems. “I don’t believe the
networks today are ready for it. We still work
in so many silos. If we can’t get storage to
work with applications and security, then we
will have a very hard sell going forward.”

N i co St e y n ,
XI Systems

“We still work in so many
silos. If we can’t get storage
to work with applications
and security, then we will
have a very hard sell going
forward.”
Hanli Wood, Riverbed Technology

XI Systems’ Steyn says integration will be
the real opportunity. “All of the customers
are currently spending money – it’s in their
budgets. None of what we’re speaking about
is new. We’re just selling them something
that’s more efficient and that will give them a
better result. There’s a relationship between
all those existing networks and if we could
create a bridge between them there’s a lot
more efficiency that we could build in.”
Wesley Ekman, regional sales director
at Sage Enterprise, says his company’s
opportunity will be to improve customer
back-end systems. “From Sage’s perspective,
we’re looking at the back-end and asking what
information we can deliver back to the users
so they can ask where they need to improve.
“Where we’re aligning ourselves is in the
manufacturing sector. Manufacturers are
asking themselves whether they have a
smart factory; we’re asking them whether
they have a smart business in the back-end.
You have to create automation across the
entire business to embrace something like
the Internet of Things.”
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Business
Management
solutions the foundation
for exploiting
digitisation

S

mart devices have become an intrinsic part of everyday
life, it has changed how people behave and interact with
one another. It is leading to the creation of new business
models like Uber or Air BnB, which are shaking the foundations of
traditional business. These new digital operations don’t require the
same capital-intensive resources utilised by traditional businesses,
clearly demonstrating how technology is replacing both traditional
business models and traditional business styles. What this means,
says Wesley Ekman, regional sales director for Sage Enterprise,
is that when it comes to digitalising your supply chain, companies
need to look at more than just investing in technology.
There is definitely a case to be made for utilising smart devices
to create better opportunities for the business. However, real
digital success requires not only a change of technology, but a
change in the strategic approach of the organisation in creating
and deploying its digital footprint to customers, suppliers and most
importantly its employees.
“Real success in a digitised world is not just about implementing
a new system; it’s about implementing a new way of thinking and
a whole new approach to business operations. The reality is that
although people today are talking less, they are communicating
more and the impact of all this information coming into the
business can only be rationalised and used effectively if you have
the right tools and the right mentality in place.”
Whether it is a technician on the floor of a smart factory
obtaining mobile updates of the maintenance requirements for
their machines from sensors, or a contact centre agent accessing
Twitter feeds to answer client complaints, the employee needs
not only the right technology, but the right information and to be
empowered by the organisation to respond effectively. Ultimately,

www.sage.com | strategic.sales.za@sage.com

Wesley ekman, regional sales
director for sage enterprise

it is all about being able to gather, interpret and use the information
coming into your business.
What is needed, in order to empower today’s highly intelligent
and mobile workforce and enable them to add value back to their
organisation, continues Ekman, is a system that can store, analyse
and distribute this information and a business that supports them
in making informed decisions.
“Organisations seeking to unlock the true digital value of
their business need to start by modernising their back-office
first, and replacing their antiquated ERP system is the perfect
foundation on which to build this new approach. Today’s Business
Management solutions like Sage X3 have moved far beyond the
monolithic on premise systems of the past, as evidenced by
the Html 5 front end of Sage X3. It is faster, simpler and more
flexible to adapt to the ever changing digital landscape. Without a
highly digitised workforce, companies will never be able to take
advantage of emerging technology trends like IoT, which is going to
fundamentally alter every industry around world.
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Knowing
what men want
Online wholesaler and distributor Men’s Republic
is leveraging substantial growth in online retail in
South Africa. That’s thanks to its founder’s experience
in catering for the tastes of male consumers who
want the very latest in cool gadgets and gifts
sourced internationally.
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by Monique Verduyn
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O

ver the past 18 months, online store
Men’s Republic has seen a spike in
sales and turnover that resulted
in 100 percent growth in the last financial
year. A wholesaler of gadgets, iPhone and
smartphone accessories, men’s gifts and
novelties, the company is reaping the benefits
of the substantial growth in online shopping in
South Africa.
Trading solely on an online platform, the
B2B store was launched in 2012 by founder
and CEO James Mew. He spotted the gap in
the market for a wholesaler and distributor of
gadgets for men, after launching B2C online
retailer Mantality in 2008.
A former web designer, he started his first
online store while living in London, holding
no stock and having orders processed by his
suppliers. On his return to South Africa, he used
R100 000 in seed funding to launch Mantality
from a small room behind his parents’ garage.
Aggressive online and affiliate marketing drives
saw the business through its early days.

A leap of faith

“Mantality was launched when online shopping
was still a novelty in South Africa,” he says.
“Over the years, we have developed ties with
local and overseas suppliers and distributors.
As the uptake of online shopping grew, along
with the explosion in the number of online
stores, it made sense to use those relationships
to set up a B2B offering. We’ve succeeded in
having enough of a diverse range of brands and
products to keep retailers satisfied.”
Mew says Men’s Republic’s differentiator is
that it offers B2B customers – such as Zasttra,
Simply Gifts and NetGifts – an end-to-end
solution. “We don’t just take orders; we offer
a fully dedicated e-commerce website for
retailers. This means they can offer consumers
seamless order management. The key to
successful online retailing is that people don’t
care how they get the products they want.
They expect retailers to take care of them
throughout the entire buying process, and that
is what we enable for our B2B customers.”

Proven business model

The business model has remained unchanged
since inception. Men’s Republic imports and
holds stock on its shelves, ready to ship
from its 100m2 warehouse in Fourways. The
company offers resellers that all-important
24-hour turnaround time, provided that goods
are in stock.
Mew imports mainly from Germany, the UK
and the US. Identifying what will sell requires
a lot of research, as well as visits to gadget
tradeshows. But many of his decisions are
made on an innate sense of what men want.
“It’s about identifying the latest trends in
‘men’s culture’ and bringing those goods into the
country,” he says. “The facial hair trend gave rise

“South African men tend to
follow international trends,
and it’s not often that goods
we bring in don’t move
quickly.”
James Mew, Men’s Republic
to a demand for specialist beard care products,
for example. There’s also been a massive growth
in men’s grooming products. The popularity
of craft beer has given rise to a new wave of
homebrewers. South African men tend to follow
international trends, and it’s not often that
goods we bring in don’t move quickly.”
Logistics challenges have been a major
obstacle for online retailers in the past, thanks
to a dysfunctional postal service and the high
cost of deliveries. Men’s Republic overcame
these issues after experimenting with several
different courier services and eventually
establishing a partnership that has made the
costs of 24-hour delivery manageable.
Another more recent challenge is the value
of the rand, which has continued to slide. Mew

hopes to offset the dip in the currency
by developing an in-house brand and
sourcing more high-quality products
locally. He believes it’s easier to do
that now given the evolution of
contemporary design in the country.

Land of opportunity

The company’s target market will
remain the same in the future –
men of all ages (although the main
customer base is 20 to 50), and women who
buy gifts for them. Mew is also planning on
future growth into the rest of the continent.
With Google reporting a 37 percent increase
in query volume for South Africa, 49 percent
in Nigeria and 33 percent in Kenya, there’s
evidence that Africans are Googling with the
intent to buy.
“The demand is growing faster on this
continent than in mature internet economies,
and more countries are getting connected,
which bodes well for online companies that
have experience and an existing customer
base,” he says.
“We aim to take advantage of the e-commerce
explosion and the rising demand for speciality
goods from countries like Nigeria.”

What sells?

You won’t find pens, water bottles or USB sticks at Men’s Republic. Its flagship brand is ThumbsUp!, a UKbased global product and gadget manufacturer.
Items include the weird and wonderful, as well as some pretty cool stuff. Think zip ear phones,
the Wallet Ninja multi-tool that’s the size of a credit card, and a Grippy Pad that grips everything from
iPads to Sat Navs.
Then there’s also the Das Horn Viking drinking horn for men who are tired of drinking from
pint glasses.
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Movers and shakers

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

NetApp appoints SADC lead

NetApp has appointed Gary de Menezes to
head up its team in South Africa, in addition
to leading the SADC region. An experienced
leader, with over 28 years’ experience in the
IT sector, De Menezes will be responsible for
the development and execution of sales and
channel strategies, expanding NetApp’s regional
customer base and enhancing the partner and
alliances ecosystem.
Prior to joining NetApp, De Menezes was the
regional director at Oracle and responsible for
the systems business since the acquisition of Sun
Microsystems by Oracle in 2010.

Comstor appoints datacentre
manager

Comstor has strengthened its team with the
addition of Faizel Baulackey in the position of
datacentre manager. He joins the company from
his previous position as an advanced customer
support services sales representative for Oracle.
Baulackey is a seasoned ICT leader with over
16 years’ experience working in datacentre
solutions. He also has extensive experience in
sales, business development and data solutions.
Baulackey will be responsible for the growth of
the datacentre solutions and vendor offerings.
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Wipro hires business head for
Africa
Wipro has appointed Gavin Holme as business
head for its operations in Africa.
In this role, Holme will be responsible for
leading the strategy and growth agenda for the
African market. He will report to Ankur Prakash,
vice president for emerging markets – LATAM,
Africa and Canada.

New country manager at
Trend Micro South Africa

Trend Micro has appointed Darryn O’Brien
as the country manager for southern Africa.
O’Brien joins the company from his former
position as an enterprise team leader for a wellknown security software and solutions vendor.
Having worked in the IT security market
for over a decade, O’Brien has a wealth of
knowledge about IT security threats and players
and how they are constantly changing. This will
enable him to help customers to effectively
protect themselves against security threats by
keeping them up to date on modern threats.

Avaya introduces new
SADC head

Avaya has appointed Selvin Kristnen to manage
the Southern Africa Development Community
(SADC) region as business development director.
Kristnen will be responsible for driving growth
across the six-state SADC region, which represents
potential for Avaya, with opportunities in both the
public and private sectors.

Citrix announces EMEA VP

Citrix has appointed Sherif Seddik as managing
director and vice president for Europe, Middle
East and Africa (EMEA).
Reporting to Carlos Sartorius, senior vice
president of worldwide sales and services,
Seddik will be responsible for the growth and
development of the Citrix operation across
EMEA, driving revenues, generating new
business opportunities and cultivating the
company’s valued partner ecosystem.

Channel excellence

partner

awards

Pictures: Supplied

One becomes two
The HP Partner Awards 2015, held at Monte Casino in November,
recognised a host of channel players for their achievements – 44 awards
were given out in total. The evening also marked the end of the umbrella
HP brand as we know it, with the launch of HP Inc and Hewlett Packard
Enterprise in the local market.

HP EG Executive
of the Year 2015
Pierre Spies,
AxizWorkgroup

Winners
HP PPS
Consumer
Partner of the
Year 2015
Makro

HP PPS
Executive of
the Year 2015
Jamie Scott,
Tarsus
Technologies

HP EG Partner
of the Year 2015
Aptronics

HP PPS Partner
of the Year 2015
First Technology
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closing
thoughts

Cloud does offer
hardware
opportunities
By Kalvin Subbadu, sales manager, WD storage technology

Cloud-optimised hardware
solutions, such as purposeengineered hard drives, create
a significant opportunity for
the channel.

T

he cloud is one of the fastest-growing
trends in ICT, particularly with regard
to storage. This is driven by a number
of factors. The sheer volume of data produced
by businesses, as well as a growing need to
backup and protect data, means users and
organisations are looking for increased storage
capacity, without necessarily increasing the
physical footprint of their hardware. With
private and hybrid cloud solutions becoming
the de facto business standard, the supply of
cloud optimised hardware solutions, such as
purpose-engineered hard drives, is a significant
opportunity for the channel.
When it comes to cloud, there remains a
perception that such solutions erode business
for resellers by ‘cutting out the middleman’ and
enabling organisations to go direct to providers.
However, the reality is that only public cloud
solutions completely negate the need for
hardware. The majority of local businesses,
however, are concerned with security around
public cloud solutions and are thus opting for
private or hybrid cloud systems.
This requires organisations to maintain
physical infrastructure, which requires
numerous hardware solutions, including hard
drives. For resellers, this is a huge opportunity
to provide entire solutions built from
cloud-optimised hardware to ensure that an
organisation’s cloud is reliable and is built on
the best equipment.
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The hard drive is one of the most
important components of cloud
infrastructure – it is, in fact, the heart of the
datacentre, providing storage for and access
to all of an organisation’s data. Should hard
drive technology fail, the entire datacentre
and thus an organisation’s private cloud will
fail with it.

meet the demands of multiple inputs and
output streams.
Hard drives must also be able to optimally
store data and be easily scalable to meet
growing data demands. In addition, they
must offer low power consumption. Reducing
power consumption is a critical component
of any modern datacentre, as reduced
consumption means reduced
cost, less heat so reduced cooling
requirements and lower failure
rates, and the ability to optimise
data centre architecture around an
effective storage medium.
The cloud is here to stay, and
offers a number of advantages
particularly in the data space, from
centralised storage to ease of access
from anywhere in the world. Cloud
offerings will only continue to grow,
with more corporates and service
providers coming on board and
building cloud solutions, all of which
require infrastructure and hardware.
This is an opportunity for the
entire channel, including vendors,
distributor and resellers, to come
together not only to supply complete hardware
solutions, but also to attach additional
equipment and services to their offerings for
added value. Cloud optimised hardware is
therefore the ideal channel opportunity.

“This is an opportunity for
the entire channel, including
vendors, distributor and
resellers, to come together
not only to supply complete
hardware solutions, but also
to attach additional equipment
and services to their offerings
for added value.”
Therefore, it’s critical that datacentre
hard drives, particularly those utilised in
cloud solutions, can handle the intensity of
the environment. Cloud datacentres require
24x7x365 operations, with the ability to
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