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The Mecer Impact E85 Series interactive panel, 4K LED display offers unparalled flexibility and features for
interactive corporate and public communication. Powered by an optimum PC application and combined with
Windows 10 Pro the FHD 10-point touch panel uses familiar controls to grant users quick access to business
applications. The Impact E85 Series, includes interactive whiteboard software for a complete boardroom solution.
Model screen size available in 65”inch, 84”inch, and 98”inch options.

Mecer recommends Windows 10 Pro.
For more information, vist www.mecer.co.za

A franchised
channel
I
n preparing the editorial plan for this issue, I
had an ‘aha moment’, an epiphany if you will.
I had a vision for saving the South African
economy, helping to reduce the challenges
of the digital divide and skills shortage,
empowering a generation of entrepreneurs
and, in so doing, enlarging the channel.
There were a few factors in my thought
process that led me to arrive at this
momentous conclusion:
• South Africa faces a skills shortage in the
technology space
• There’s a government imperative to
grow SMEs. But we can’t expect these
entrepreneurs to just make it flying solo
some of them would benefit from a mentor
to provide them with advice
• South Africans are brand-conscious. You
only have to look at the queues outside
newly-opened US-brand restaurants
• With the right business model, there’s
the potential to grow beyond our local
borders up into Africa, and tap that wider
opportunity.
So what was my economic saviour solution?
Simply, it was the franchise model applied to
the tech space.
Having a centralised support function
would enable certain technology queries to be
escalated when the branch team isn’t able to
resolve them, thus helping to get over some
of the challenges of the skills shortage. In a
similar fashion, a centralised business support

function would provide a shoulder of comfort
for the entrepreneurs if they needed it.
Much like the old argument for businesses
outsourcing IT functions to service providers,
so that the business can concentrate on what
it does best, a central franchise operation
would lead marketing and brand issues,
leaving the local franchisee to worry about
running their business.
Then, there’s the international growth
story. With a workable model, and
strong central branding team, an army of
franchisees provides a franchising brand
business with the opportunity to grow into
new locations with reduced financial risk. It
also presents the franchisee with reduced
capital risk, as they’re buying into a proven
business model, and, in theory are simply
following a tried and tested formula.
Of course, the franchise model does already
exist in some channel businesses, so I can’t
claim that I’ve linked two separate worlds
in some revolutionary brainstorm. But I did
wonder if it’s a model that we could see
grow further. It’s an area, I felt, warranted
some further investigation. Which types of
channel business did it suit best? Where was
it working? Where had it failed? So, in this
edition, we look at the franchise model and
apply it to the local context.
In these pages, you’ll also find some insight
on digital transformation. Specifically, there’s
an article with the different perspectives on

a couple of the leading analyst companies;
there's also the second in our three-part
series on how to transform your channel
business – this one’s looking at the back
office; and finally, there’s a thought leadership
piece by Axiz’ CEO Craig Brunsden, who gets
underneath what digital transformation
could actually mean for the broader channel.
You’ll also find stories on targeting the IT
decision-maker, quantum computing and our
roundtable is on the collaboration market.
I hope there’s something in here that
interests you or even provokes an idea or
thought for your channel business.
Happy reading.

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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“Although I am relatively
‘new’ to the distribution
side of the channel fence.
The pains the industry
feel, the trends shaping it,
are all the same. Our
industry is seeing some
major shifts in focus. In the
2000’s money was made from product and
then there was a shift from product only to
service-orientated offerings. Looking ahead,
this shift will continue from 2018 and
beyond with even more emphasis on value.
The march to the cloud will continue and
the world of mobility, software-defined
everything and the emerging Internet of
Things will have an effect on how customers
can better extract value from IT.”
Rakesh Parbhoo, CEO
“This year the industry has
shifted to a “demand and
see” approach, customers
want tangible business
outcomes before they
invest. Businesses are all
about data and solutions
that support data managemanage
ment, analytics, data protection, digitalisadigitalisa
tion and security. Looking to 2018 the drive
towards a digital business will step up and
companies are going to start making strides
towards intelligent networks and technolotechnolo
gies, that are able to take pre-emptive
preventative actions. We will see more
consolidation and improved collaboration in
the security with specific reference to ease of
use and management and a new era in
services.”
Louise Taute, Comstor Director
“To date, the biggest
movements we have seen
in the unified communicommuni
collaboracations and collabora
tions market is that of
traditional UCS solutions
moving towards
cloud-based licensing models.

Looking ahead, in 2018 we can expect
emphasis around 5G connectivity and a
surge in supply and demand for devices and
equipment that support 5G.”
Tiens Lange, Director Unified CommuniCommuni
cations and Collaboration
“In 2017 we saw the
emersion of new
technology happen a
lot faster (Cloud, IOT
and Mobility). CompliCompli
ance has also surged,
which is positive for
business. Business decision
makers are now more technology driven and
capable as well as evolving toward a more
“digitally native” way of thinking and
operating. In the future, cloud will continue
to boom, and the launch of the Microsoft
Datacentre will certainly redefine the partner
/ reseller eco-system.”
Thiani Naicker, Cloud Solutions
Manager SADC
“2017 has been the wakeup
call the industry needed
with threats coming
from all over, IoT
devices, datacentres in
the cloud, ransomware,
as well as on mass in
global terms, a healthy fear is
creeping in and changing the way business
views security. But there is a long road
ahead. In 2018 the threats are going to
become smarter and more pervasive, and
we need to start looking at better security
for smart devices, improved cloud security
and better personal identity protection.”
Andrew Potgieter, Director Security
Solutions
“If 2017 has taught us anything in the
channel, it is that the days of dropping
boxes are well and truly over. In order to
survive resellers are shifting to a more
service-centric business model and as a

result have been able to
derive more share of
wallet from customers. A
trend we will continue to
see into 2018 is the need
for companies to carefully
select the technologies they
pitch to clients, making sure
that the tech is relevant and future-proof in
a digital cloud era.”
Uwe Brandkamp, Sales Director
“The local channel has
taken time to shift to
being service-driven,
as aspects such as
diversification,
innovation and
disruption become
quintessential to modern
distribution. Resellers are embracing the
need to add layers of value-added
differentiservices to their offerings as a differenti
ator. In 2018 we will continue to see the
addition of both technical and sales
services, cloud consumption models will
impact and increase the need for new
services and certifications, particularly as
more digitally disruptive technologies
progress.”
Heinz Stephan, Director Services
“The pervasive use of
enterprise mobile
handheld devices has
continued to grow in
2017 and we have the
cloud, IoT and improved
connectivity to thank for
that. Looking to 2018 and
beyond, we will see even more applications
developed for these devices, not to mention
improved ways to derive value from their
data. Mobility is key to big data and data
analytics and will increasingly be used to
improve productivity and expand and tailor
customer service.”
Kevin Norton, Director Mobility
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INDUSTRY DEVELOPMENTS
BOOTH’S
bulletpoint bulletin
ICT industry consultant Paul Booth keeps you abreast of the notable deals and
developments in the local and international tech space.
COMPILED BY PAUL BOOTH, SIMON FOULDS AND ADRIAN HINCHCLIFFE

International deals

• Accenture has acquired three companies: Altima, a full-service digital
commerce agency; IBB Consulting, a strategy consulting firm focused on the
tech and media space; and Matter, a design firm focused on products and
experiences for the connected world.
• Alphabet led a $1 billion investment in Lyft, the ride-hailing service.
• Amazon bought Body Labs, a startup focused on creating 3D models that
accurately mimic the body of a person who is scanned.
• Apple acquired New Zealand-based PowerbyProxi, which designs wireless
power products for consumers and industry.
• A Bain Capital-led consortium, which includes Apple and Dell
Technology, acquired Toshiba's chip unit for $18 billion. Western Digital
is seeking an injunction to block the sale.
• Broadcom has proposed a $130 billion bid for rival Qualcomm.
• Cisco bought Perspica, a streaming data startup; hyperconvergence
software company Springpath for $320 million; and telecoms software
company BroadSoft in a deal worth $1.9 billion.
• Extreme Networks purchased Brocade Communications Systems'
datacentre business directly from the vendor, before Brocade itself was
acquired by Broadcom for $5.5 billion.
• Facebook acquired tbh, an app popular among teens.
• Forcepoint acquired RedOwl, a security analytics company.
• Garmin acquired Navionics, a provider of electronic navigational charts and
mobile apps for the marine industry.
• Google bought HTC's Pixel division for $1.1 billion.
• Hewlett Packard Enterprise purchased Amazon Web Services
consultancy Cloud Technology Partners, in a move designed to bolster its
hybrid IT prowess.
• IBM purchased Vivant Digital, an Australia-based digital and
innovation agency.
• Juniper Networks acquired Cyphort, a software security company.
• Lenovo Group bought a 51% stake in Fujitsu's personal computer unit for
$269 million.
• Microsoft acquired social virtual reality application provider AltspaceVR,
and Cycle Computing, which offers a suite of high-performance
computing services for cloud orchestration, provisioning and data
management in the cloud.
• NetApp bought Greenqloud, an Iceland-based developer of enterprise-scale
cloud management technology.
• Samsung, via its investment arm Samsung Ventures, and LG, through its LG
Display division, have invested €25 million ($30 million) in German OLED
company Cynora.
• SAP purchased Gigya, a market leader for customer identity and access
management.
• VMware bought VeloCloud, a cloud networking startup.
• Western Digital bought Tegile Systems, less than five months after
leading an investment in the flash-storage company; and Upthere, a
cloud services startup.

International developments

• A strategic partnership was announced between Accenture and Apple
to build enterprise apps for their customers, focusing initially on financial
services and retail.
• Alibaba Group Holding is launching a $15 billion drive to build overseas
research hubs as the deep-pocketed firm looks to compete with global
leaders in e-commerce, logistics and cloud technology.
• The European Commission is taking Ireland to the European Court of Justice
for its failure to recover up to €13 billion of tax due from Apple.
• The EU has ordered Amazon to pay €250 million in back taxes.
• Former rivals Intel and AMD are partnering on a next-generation
laptop computer chip for PC users, in a move likely meant to challenge
competitor Nvidia.
• Microsoft will drop a lawsuit against the US government after the
Department of Justice changed data request rules on alerting internet

users about agencies accessing their information.
• Sharp has requested the US International Trade Commission to investigate
Hisense Group, escalating a dispute over patent infringement.

Local deals

• Newly JSE-listed 4Sight Holdings acquired Age, an IoT systems integrator,
in a deal worth R80 million; BluESP an engineering technology company
focused on the mining and manufacturing sectors for R54.8 million; and
Digitata, a Mauritius-based international telecoms solutions provider.
• Alviva acquired a 51% shareholding in Sintrex, an infrastructure
management company; and also bought 75% of Gridcars, a specialist in
electric vehicle charge points.
• Ansys acquired LAWtrust, a provider of cyber and information security
solutions, for R108.5 million.
• BCX has announced the sale of its wholly-owned subsidiary Netcampus,
with current managing executive, Tebogo Makgatho taking 70% of the
company while the remaining 30% will be sold to Telkom FutureMakers.
• Bitdefender has appointed Rectron as an authorised distributor for the
Southern African region, which includes South Africa, Namibia, Lesotho and
Swaziland.
• Bytes Technology Group acquired UK-based Phoenix Software.
• Cognosec has completed the acquisition of Intact Software Distribution for
€506 000 (R3.8 million).
• Dial a Nerd has announced a merger with Turrito Networks, following a two
year-long partnership.
• Drive Control Corporation has been appointed an official South African
distributor of Acronis.
• DXC Technology acquired Datatec's subsidiary Logicalis Group's service
management consultancy operation.
• HeroTel has bought a number of WISPs across the country: Hi-Tech
Wireless in Mpumalanga, IGEN Wireless in Port Elizabeth, and Sonic
Telecoms in Cape Town.
• Rectron has extended its storage portfolio through an exclusive distribution
agreement with PQI.
• Amanda Dambuza, founder and CEO of Uyandiswa, bought back 49% of the
company from Adapt IT.
• Velocity Group bought a majority stake in MLC Solutions, an IT services
business.

Local developments

• South African-based Ascent Technology is opening its first international
office in Dubai.
• Dartcom Fibre Solutions unveiled its R100 million fibre-optic plant facility in
Waltloo, Tshwane.
• SAP has undertaken to publish the outcome of an external probe into
alleged wrongdoing at its South African unit.

Africa developments

• Work has begun on the Indian Ocean Exchange (IOX) Cable System – an
undersea cable connecting South Africa with Mauritius, Rodrigues, Reunion
and India. Completion is targeted for 2019.
• Oracle has opened a new office in Mauritius.
• Initial planning work has started on the PEACE undersea cable project,
which will connect South Asia (via Pakistan) and East Africa (via Djibouti and
Kenya). Completion is targeted for Q4 2019.
• PwC acquired Agilitude, a Salesforce reseller and platinum consulting
partner in Africa.
• Seaborn Networks is planning to build an undersea cable connecting South
Africa with Brazil and onward to the US. It will also connect with the IOX
cable to connect the US to India.
• The Tanzanian government has announced that, from early 2018, it will use
more than 100 drones from four distribution centres to make up to 2 000
deliveries of emergency medical supplies each day.
Q4 2017 |
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The ‘Greek Geek’ highlights some of the
stories from the world of tech that caught
his attention.
F O L L O W H I M O N T W I T T E R @AKIANASTASIOU

Self-detect diseases

Electric tide turns
ONE OF THE major stumbling blocks holding
back the widescale adoption of cars is the lack
of a widespread network of charging facilities.
However, in Europe, the recently formed IONITY
consortium (composed of Volkswagen, Ford,
BMW and Volkswagen) announced it's going to
aggressively roll out at least 400 fast charging
stations across Europe by 2020. This will make
long distance journeys in electric cars easier.
A little closer to home, it’s estimated in
South Africa there are currently around 2 500
electric vehicles, 500 private charge stations
and 100 fast-charge points.

Custom drugs
IMAGINE CUSTOMISING YOUR medication
and printing it as needed via a 3D printer. A
study led by Max Shtein, professor of materials
science and engineering at Michigan University,
could change the way dispensed. Researchers
adapted a technology from electronics
manufacturing called organic vapour-jet
printing. What they’re able to do is print
ultra-precise doses of drugs on a dissolvable
strip, a micro needle patch, or any other type
of dosing device. In the future we may see
these printers in hospitals, pharmacies or
even clinics printing medication customised
for each patient’s condition. No wastage, no
reason to carry huge
amounts of stock and,
of course, the safety
concerns for patients
who may mistakenly
take a wrong dosage
of medication.
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DR NOUSHIN NASIRI from Sydney's University of Technology
is revolutionising how we diagnose diseases. Nasiri is working
on a breathalyser, powered by nanotechnology, that will be able
to detect diseases via a person’s breath. The technology, packed
with sensors, is able to analyse biomarkers found in human breath
to help diagnose diseases such as lung cancer, breast cancer,
diabetes, asthma, Parkinson’s disease and even liver failure. Nasiri
says this technology is three years away from becoming public.
Her ultimate ambition is to have the sensor embedded into smartphones and results being delivered
instantly to an app on the device, cutting out the need for expensive hospital tests.

Drive me home
Waymo!
GOOGLE HAS BEEN working on self-driving
cars since 2009, averaging 40 000 kilometres
a week in city environments. To date the
company has travelled almost five million
kilometres in self-driving vehicles.
Now, the Google self-driving car project,
called Waymo, is going public. Starting off in
Phoenix, Arizona, the early riding programme
will offer rides to people commuting in an
area with a radius of 100 kilometres. Up to
now humans have been monitoring the selfdriving cars by sitting either in the passenger
or driver seat. During the public trial, Waymo
employees monitoring the programme will
sit behind the driver’s seat. These vehicles
will have autonomy level four, which means
a human needs to be present (they are there
as a safety precaution). Next is level five
autonomy – no humans – and it would seem
we’re not far from that.

Revolutionising
patient diagnoses
A NEW DEVICE is set to assist how doctors
diagnose patients. Butterfly iQ is the first
ultrasound machine on a semiconductor chip
to be cleared by the FDA. A probe connects
to an iPhone, and a doctor has an instant
view on the part of the body being inspected.
Butterfly's Ultrasound-on-a-Chip technology
enables a low-cost window into the human
body, making high-quality diagnostic imaging
accessible to anyone. It couples the hardware
to a deep learning artificial intelligence
application that assists clinicians with both
image acquisition and interpretation. A
traditional ultrasound machine can cost
anything over $100 000. The Butterfly iQ
could cost $2 000 and should be available
early in 2018.

STAT ATTACK

Figuring it out

A round up of the latest industry forecasts, statistics, trends and predictions
COMPILED BY PAUL BOOTH, SIMON FOULDS AND ADRIAN HINCHCLIFFE

What’s up?

The South African IT services
market, while flat in US dollar terms,

grew 15.13% in local

currency terms in 2016, says IDC.
The number of connected Internet
of Things devices worldwide will

12% on average annually,
from nearly 27 billion
in 2017 to 125 billion
jump

in 2030, according to IHS Markit.
Global
shipments
of AR/VR
head-mounted
display devices,
including standalone
models, are expected to

CAGR
of 41.6% during
grow by a

the period from 2017 to
2022, forecasts Digitimes
Research.

Worldwide
shipments
of PCs,
tablets and
smartphones are predicted
to exceed

2.35 billion
units in 2018,

What’s down?
Global shipments of notebooks (excluding
detachable two-in-one models) declined

4.2% year-on-year to 40.79 million units
in Q3 2017, according to Digitimes Research.

40
million

tablets were
shipped globally in Q3 2017, a

5.4% year-on-

decline of
year, notes IDC.

according to Gartner.

28.5 million
units in Q2 2017, a
decline of 6.4% over the
prior year, according to IDC.

23%

Mobile phone sales decreased by
in
South Africa for H1 2017, compared to the same period in
2016, according to GfK.

What else?

$591 000

Large enterprises pay an average of
per security incident in the Middle East, South Africa
and Turkey, says Kaspersky Lab.

an increase of

2% from 2017,

Worldwide PC monitor
shipments totalled

Gartner’s top 10 strategic predictions

The worldwide public cloud services market revenue is

1

By 2021, early adopter brands that redesign their websites to support visual
and voice search will increase digital commerce revenue by 30%.

projected to grow

2

By 2020, five of the top seven digital giants will wilfully ‘self-disrupt' to
create their next leadership opportunity.

3

By the end of 2020, the banking industry will derive $1 billion in business
value from the use of blockchain-based cryptocurrencies.

4

By 2022, most people in mature economies will consume more false
information than true information.

5

121.7 million wearable

By 2020, AI-driven creation of ‘counterfeit reality', or fake content, will
outpace AI's ability to detect it, fomenting digital distrust.

6

By 2021, more than 50% of enterprises will be spending more per annum on
bots and chatbot creations than traditional mobile app development.

a 16.6% increase from

7

By 2021, 40% of IT staff will be ‘versatilists', holding multiple roles, most of
which will be business, rather than technology-related.

18.5% in 2017 to
total $260.2 billion, up from
$219.6 billion
in 2016, according to Gartner.

Vendors will ship a total of
devices this year, marking
Worldwide gaming
notebook shipments are
estimated to reach around

5.5 million units
in 2017, according to
Digitimes.

the 104.4 million
units shipped
in 2016,
according to
IDC.

2020, AI will become a positive net job motivator, creating 2.3 million
8 In
jobs while eliminating only 1.8 million jobs.

9

By 2020, Internet of Things technology will be in 95% of electronics for new
product designs.

2022, half of all security budgets for Internet of Things will go to
10 Through
fault remediation, recalls and safety failures rather than protection.
Q4 2017 |
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Back to black
Does Black Friday help channel retailers reach profitability?

BY ADRIAN HINCHCLIFFE, ADDITIONAL
REPORTING LAUREN KATE RAWLINS
PHOTOGRAPHY 123RF

B

lack Friday has quickly established itself
as a staple fixture on the consumer
sales calendar, marking the start
of the December holiday shopping period
for bargain-hunters. It also marks a huge
opportunity for retailers looking to shift units,
rotate older stock and increase quarterly
margins before the end of the calendar year.
In the US, this post-Thanksgiving sales
event is so popular, that it has now been
copied locally as well, with growing success. In
2012, the concept was fairly alien to the South
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African market, recounts Kim Reid, founder
and co-CEO Takealot, which was one of the
pioneers in that year. “We did about R1 million
on our first Black Friday,” he says. “We started
it as a marketing event, because we wanted to
grow online commerce locally.”
Reid says the impetus growing the event in
recent years has been because the bricks and
mortar retailers got involved. “If it was only
online retailers, it wouldn't be as substantial
as it is today," he says.
Roger Carbonell, commercial director, SubSaharan Africa, GfK, agrees. “It was a gamble,
as no one knew how it would work for nononline retailers," he says.
The momentum started building in 2015,
but it kicked up another gear in 2016 when

the traditional retailers got involved. Carbonell
says: “Black Friday 2016 was a major step up
from previous years.”
The story is echoed among the retailers.
“In 2015, we had a reasonable response,” says
Nazim Cassim, MD, DionWired. “But, in 2016,
we saw a quadruple impact, with almost the
entire previous year's sales for the quarter
shifting in just one week. Black Friday week
was singularly our largest turnover week last
year,” he says.
Reid says that electronics still lead the
growth of Black Friday sales for Takealot. “It’s
not the majority of the business, but it’s a
large percentage.”
Black Friday isn’t suited to the longer
purchase cycles of enterprise technology.

“In 2015, we had a reasonable
response. But, in 2016, we
saw a quadruple impact, with
almost the entire previous
year's sales for the quarter
shifting in just one week.”

A L P H A S P I R I T, 123RF

Nazim Cassim, DionWired

Its impact also differs considerably between
different tech categories, adds Carbonell. “In
2016, consumer electronics and IT products
were highly advertised and performed well.
For televisions, week 37 (Black Friday week)
was the strongest of the whole year.”
In spite of a widely-expected credit ratings
downgrade by Standard & Poor’s Global being
confirmed on the evening of 2017’s Black
Friday, the depressed economy seems to have
done little to stall South Africa’s enthusiasm.
Cassim says fiscal austerity has likely
spurred consumer adoption for the event.
“I think the tough economy has equally
been a factor pushing consumers to save
their purchases for Black Friday,” he says.
“Electronics and appliances have long

replacement cycles, so unless you urgently or
desperately need a new item, you can certainly
shift the decision until you need to make the
purchase. Equally, given that you may only buy
a new washing machine once in five to eight
years, you're willing to wait for the best deal.”
But the event doesn’t just bring deals
for consumers. It also adds opportunity for
retailers as they push to make a profit. Chris
Buchanan, client solutions director, Dell EMC,
says the fourth quarter of the calendar year
can make the difference when it comes to
profitability. Although, he adds: “If we haven't
made it by this time, we're in trouble.”
Concerns that Black Friday would eat into
Christmas sales also seem unfounded, says
GfK's Carbonell. When combining sales from
the weeks of Black Friday and Christmas for
panel TVs (one of the hottest items sold on
Black Fridays), the percentage of annual sales
that the two weeks accounted for grew from
16.2% in 2015 to 19.8% in 2016. “Black Friday
started the shopping period earlier. It didn't
cannabilise the period, it actually added value,”
he says.
Combining Black Friday, Christmas and the
back-to-school push gives a peak in demand
on the consumer side, says Buchanan,
referring to end-devices specifically. “It covers
for a slowdown in the commercial side as
enterprises close down over December into
January,” he says.  
Black Friday also adds value to the bottom
line in that it’s not just about selling cheap
items. “Last year, Black Friday was able to
raise the average transaction price in the
TV market,” says Carbonell. “It had huge
price drops, but at the same time, the more
expensive products got promoted, so the total
market for higher price points grew.”
The extra footfall and online traffic into the
stores also provides opportunities to cross-sell
with complementary products or to create
bundled packages.
So if consumers love it and it helps
retailers get over the line, can we expect it
to remain a staple on the calendar for many
years to come?
“There will be retail fatigue from Black
Friday eventually, as there is now in the US,
and it will normalise, but that will take a few
years," Reid concludes.

UPFRONT

The
digitalisation
roller coaster
analysis

YULIYA ROSHER, 123RF

What are the realistic prospects of digital transformation
taking place at great speeds locally when we face such
uncertain twists and turns in our economy?
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BY MATTHEW BURBIDGE
PHOTOGRAPHY 123RF

E

very generation has its challenges,
and we’ve only the past, with which to
judge our current predicaments.
However, 2017 does seem to have created
a benchmark as a period of global uncertainty,
aided in some cases by technology. At least
one election seems to be have been skewed
and while there have always been counterfeit
opinions, these can now race around the
world masquerading as facts. There have also
always been thieves, but never before have
organisations and governments spent more
on trying to keep them at bay.
There are now wildly inflated expectations
about what technology can deliver. The global
analyst firm Gartner calls this a ‘hype cycle’,
and as it warned at its annual Symposium in
Cape Town, held earlier this year, a peak is a
sure sign that a trough is coming. Business,
as well as humanity, is left with little choice
but to hurtle forwards. As Peter Sondergaard,
research vice president at Gartner puts it: “You
must take the ride.”
It’s now abundantly clear there are profound
advantages for businesses that embrace digital
transformation. Amazon, for instance, which
started with books, then clothing, is now
planning to upset the grocery market. It doesn’t
even have to enter a market and can shave
percentage points off incumbents – in the
pharmaceutical industry, for instance – just by
saying it’s considering doing so.
Sondergaard says digital transformation
also lets organisations sniff out new and
unmet consumer needs; how to make use
of excess supply and capacity and find new
platforms for marketing.

Local woes

The possibilities seem endless, but most
organisations are still focussed on the prosaic
and are moving more cautiously. Many
organisations are struggling to understand
just how to implement a digital strategy and
there are wildly differing interpretations of
what it entails. Some enterprises, especially
those built far away from the global
epicentres of innovation, can’t afford to ‘fail
often’, and ‘fail fast’.
One such territory is South Africa, where
the currency has suffered this year due to
political uncertainty and downgrades. There

are also structural problems. Unemployment,
inequality and poor quality education will
mean many years of single-digit growth, if at
all. But in this gloomy picture there are some
companies that are thriving, and showing
double-digit growth. They’ve kept pace with
the changing market, and in many cases have
reinvented themselves midstream.
Broadly though, growth in IT services this
year, while showing a marginal improvement
in rands, is flat or slightly declining in dollars.
But this country isn’t alone, and global
uncertainty has, to some measure, buffered
some of the fluctuations in the rand.
According to Jon Tullett, research manager
for IT services in Sub-Saharan Africa at the
International Data Corporation (IDC), one
effect of this uncertainty is that organisations
are shying away from capital expenditure.
“We’re not seeing spend on IT
infrastructure, especially not long-term stuff.

players to diversify their offerings into
managed services, such as cloud.
Tullett says he’s concerned, however, that
these players don’t have a lot of slack to play
with.
“Margins are tight anyway. Channel players
need to get it right whatever direction they’re
going in, whether it’s towards the traditional
outsourcing managed service, SI space, or
whether they’re moving towards the cloud or
cutting-edge technologies. It’s great they’re
doing something, but they don’t have a lot of
capacity to get it wrong and try again.”

Plans on pause

Tullett says while most South African
organisations have some kind of digital
transformation plan underway or in progress,
many of these organisations are ‘operating
in a fully defensive model, with longer-term
strategic investment on hold’.
He says in an economy such as
South Africa’s, most organisations
are focussed on cost containment,
and there would not be a flood of
experimental innovations coming to
market in the hope that they’ll get
traction.
“The ‘fail fast, fail often’ is really
great when you’ve got deep pockets,
but it’s not going to happen here.”
Rather, organisations are
building their platforms or transforming their
infrastructure so they can take advantage of
nascent opportunities.
This can involve organisations retooling
their analytics capabilities and making sure
their data management is in order, providing
a platform to take advantage of, say, machine
learning and artificial intelligence.
“Digital transformation is about getting
people out of the corner they’ve painted
themselves into,” says Tullett.
Digital transformation means different
things to different companies. Some say it’s
using less paper, others, more e-commerce or
online activity. Still others will splash out on a
new all-flash array.
All of these would be advised to remember
the customer. As Joe Baguley, VMware vice
president and chief technology officer for
EMEA, says: “The classic problem you have in
digital transformation is that people think it’s
about changing something for the business.
It’s about changing the users, and the business
will change.”

“The ‘fail fast, fail often’ is
really great when you’ve got
deep pockets, but it’s not
going to happen here.”
Jon Tullett, IDC
"There's far more of an emphasis on facilities
and real estate, rather than short-term
depreciating IT assets.”
Tullett says most organisations he deals
with have been going through a period of belttightening, and after a number of years of this,
‘the belts are pretty darned tight’.
This has also meant that long-term
outsourcing deals – measured in the millions
and lasting perhaps half a decade or longer
– are being broken down into smaller
components.
Deals, too, are being more aggressively
brokered by customers.
Tullett says this isn’t a negative trend,
but service providers are now bidding on
a lot more smaller contracts that are more
expensive.
“As a result, there’s a lot of stress on your
pre-sales. And you’re not going to win as
many deals. You’re having to run faster to stay
where you were.”
As spending on infrastructure is drawn
down, this will hit the channel hard, forcing
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Tech n’ roll

Thousands of excited fans, adorned with similar paraphernalia, buzzing to hear their
heroes’ voices. Vendor conferences are fast becoming the new rock concerts.

T

here’s a new breed of rock star in town.
He doesn’t carry a guitar, but offers
something that’s going to be bigger
than a hit album and makes more noise than a
heavy metal guitarist.
The new rock stars are actually tech stars
– the CEOs of major tech companies, standing
on stage at vendor conferences, showing
adoring customers, partners and resellers
how they’re going to make a fortune with a
new generation of technology products.
The world’s convention and entertainment
capital Las Vegas is an appropriate setting for
many of these events. Last year, the Amazon
Web Services re: Invent 2016 expo drew a
record-breaking 30 000 attendees spread out
over multiple venues to cope with the crowds.
Unlike other, similar extravaganzas, the keynote
by CEO Andy Jassy only took place three
days in, with smaller acts like hackathons and
partner events building up to the climax. The
formula is being repeated at the 2017 event.
At Dell EMC World at the same venue in
May, more than 13 000 paying delegates
arrived to hear what the combined assets
of Dell and EMC would deliver. That was up
from 8 000 at the equivalent event in Austin
in 2016.
EMC subsidiary VMware's VMworld makes
makes an even bigger splash, drawing more
than 20 000 to its annual VMworld USA in
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Las Vegas and more than 10 000 to VMworld
Europe in Barcelona.
The hosts bend over backwards in
providing a sense of return on investment.
From dazzling closing concerts and parties
– Gwen Stefani was the final act for Dell
EMC this year – to legendary speakers like
Tim Berners-Lee (Dell EMC World 2017) and
Richard Branson (Sage Summit 2016; SAP
SuccessConnect 2017).

The hosts bend over
backwards in providing
a sense of return on
investment.
Microsoft, too, proves its pulling power. Its
Ignite conference in Atlanta last year drew
23 000 paying delegates. This year, in Orlando,
it passed 25 000. The lines to see CEO Satya
Nadella in full keynote performance would
have brought tears to a rock star's eyes.
Last year, the Microsoft Build conference at
the Moscone Centre in San Francisco sold out
its 15 000 tickets – going at more than
$2 000 each – in one minute flat. This year,
the conference was moved to Seattle, because
the Moscone was undergoing renovations

– largely to meet the demands of rival
Oracle, which hosted its annual OpenWorld
conference in October this year.
The investment was not misplaced: Oracle
OpenWorld 2017 drew a massive 60 000
people. It ended with a concert by Grammy
winners The Chainsmokers. But, in reality,
the headline acts were Oracle founder Larry
Ellison and CEO Mark Hurd.
“To be very clear, we can't really handle much
more in terms of size,” Hurd told a
media briefing. He said he wasn’t
interested in getting the number to
70 000, 'if we can avoid it'.
That may be difficult. Presenters
at the 2 200 sessions totalled
around 3000 – this figure alone
would be a respectable turnout at
many other conferences.
“The financial impact to the city has been
about $3 billion over the last several years,”
said Hurd. "So, obviously, it's a big generator
of income, which has a big impact on the city.”
The big technology vendors and their CEOs
are in the poundseats right now because their
products, more than ever before, are about
enabling business. Find the right sessions, the
right use cases, and the right models, and the
impact on business efficiency, performance
and competitiveness can turn partners and
customers, too, into business rock stars.

KTSDESIGN, 123RFCOM

TECHNOLOGY
If a compound is cooled sufficiently, almost
no energy at all is needed to positively
or negatively charge an atom. This is the
profound innovation – you’re working with the
properties of an atom – and not transistors or
semiconductors.
To summarise: in a normal CPU, heat
is a consequence of the operation of the
semiconductor. With quantum computing, you
need extremely cold temperatures so that
less energy can be used to change the state of
direction of the particle.
Quantum bits, or qubits, are thus
suspended in this cold environment, and – in
theory at least – they’ll be kept in a neutral
state of superposition in which they’ll be both
a one and a zero. Computing power increases,
and it’s anyone’s guess as to the outer limits
that can be achieved.

Jargon

buster

A quantum leap in
computing
Quantum computing is on the horizon, but what is it? Why
does it matter? And when can we expect to see it?
BY MATTHEW BURBIDGE
PHOTOGRAPHY 123RF

W H AT D O E S T H E T E R M AC T UA L LY
M E A N ? The word ‘quantum’ is Latin for the
smallest discrete unit of a physical property;
for example, matter or energy. That’s the
easy part; the world of quantum mechanics
is complex and profound, and if you’re a
non-technical person, it’s likely to give you a
nosebleed if you think about it too much.
H OW C A N Q UA N T U M M EC H A N I C S
B E P U T TO U S E I N CO M P U T I N G ? Chips
have always been made from semiconductors.
CPUs consist of millions of transistors, all of
which have only two properties: zero or one.
In order to create the state of a semiconductor
being either zero or one, you need a certain
amount of energy to polarise or depolarise it.
As a consequence of this energy, heat
is produced. With classical computing
technology, millions of semiconductors
(or transistors – which amplify or switch
electrical energy) can be sited on a square
millimetre. What’s preventing even further
miniaturisation is the obstacle of heat. Think
of how modern CPUs have shrunk over the
15
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last ten years, while heatsinks have only
gotten bigger in an attempt to dissipate all
this extra heat.
In datacentres, water has been used to
chill the semiconductor arrays, and in some
instances even liquid nitrogen.
Scientists have made improvements in
cooling, and thus processing power, but
they haven’t yet made a quality jump. In a
lab, a vacuum is created to cool down the
processor core.
Quantum physics theory has it that if supersub-zero temperatures are created (0 Kelvin,
or -273.15°C), the movement of electrons
stops. Electrons orbit the nucleus of atoms.
This is the theoretical temperature at which
quantum computing becomes possible.

W H O P L AYS I N T H I S S PAC E ? Google
and Nasa are said to be closest to achieving
this and have apparently cooled their D-Wave
Two quantum computer down to 0.02
Kelvin at their Quantum Artificial Intelligence
Laboratory (QuAIL) in Mountain View,
California.
Other than Google and Nasa, there
are hundreds of governments, institutes,
companies and venture capitalists across the
world working on quantum computing. A
quick internet search for ‘quantum computing’
and the name of your favourite vendor will
show you just how widespread the research
and early positioning is on the matter. It
seems the stakes are too high to ignore.
W H E N C A N W E E XC E P T TO S E E
M OV E M E N T I N T H E M A R K E T ? Although
the development of actual quantum computers
is still in its infancy, experiments have been
carried out in which quantum computational
operations were executed on a very small
number of qubits. Quantum computing is
apparently ‘just around the corner’, relatively
speaking, and is expected to become available
sometime in the next decade or so.
CAN WE MAKE MONEY FROM IT?
Everyone agrees quantum computing will
have profound implications and significantly
change the game. One example is its
computational power, which will effectively
render today’s cryptography obsolete. To
quote Microsoft: “In just hours or days, a
quantum computer can solve
complex problems that would
otherwise take billions of years for
classical computing to solve.”
It’s not clear how widespread
adoption will be; barriers to entry
are high, and incumbents will want
to protect their advantage. Despite
the long lead time, given the gamechanging impact it will have, it’s fair
to say that this will be a significant
revenue generator.

Other than Google and
Nasa, there are hundreds
of governments, institutes,
companies and venture
capitalists across the
world working on quantum
computing.
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Stock
watch

HCI

C520-WiMi

Category:

Datacentre storage

Category:

Brand:

NetApp

Brand:

Snom

RRP:

Price on request

RRP:

R 4485 ex VAT

Distributor:

Westcon-Comstor, 011 848 9000

Distributor:

Duxbury Networking, 011 351 9800

Desktop conferencing

Date of availability: Available now

Date of availability: Available now

Specifications

Specifications

One chassis = 2RU 4 Node (N) building block

Minimum configuration: (2) chassis (4RU8N); (4) storage nodes; (2)
compute nodes; and (2) open slots for expansion nodes
Can be scaled by 1U half-width node or 2U4N chassis
Storage and compute nodes available in small, medium, and large
configurations
Once minimum configuration met, storage and compute nodes can be
mixed and matched by type and size.

USPs

NetApp HCI allows the consolidation of multiple mixed workloads all on
one infrastructure with guaranteed performance
Scale storage and compute resources independently thus adapting to
changing business needs and reduce overprovisioning and total cost of
ownership
Integrate HCI with existing storage and with NetApp Data Fabric for
enhanced data portability, visibility and protection.

Desktop telephone conferencing system includes three microphones:
one integrated into the base unit together with a full-duplex speaker,
and two cordless DECT microphones
Automatic volume control
Digital noise reduction
Bluetooth enabled – allows smartphones and other compatible devices
to be interfaced and integrated into the Snom system
Support for up to three SIP identities with simultaneous call
management
Built-in charging stations with magnetic bays allow microphones to be
fully charged and on standby
Batteries can run continuously for up to 12 hours without recharging or
up to 70 hours in standby mode.

USPs

Excellent HD voice quality

Sound quality is an aid to teamwork and better co-operation between
business colleagues and partners
System can be extended to enable telephone conferences with large
teams. Additional speaker units can be paired with the base unit in this
instance, thereby increasing the range of the speakers and microphones.
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HEOS Soundbar
Category:

Audio

Brand:

Denon

RRP:

R18 990

Distributor(s):

Homemation, 011 781 8887

Date of availability: Available now

Specifications

Bi-amplified Class D with six 2x5 inch oval type mid woofers and three
1.5 inch tweeters
4x HDMI inputs and HDMI output
IR remote learning
Supports all major streaming formats, including high resolution audio:
DSD (2.4, 5.6 Mhz), FLAC, WAV, ALAC (192/24), MP3, WMA, AAC File
Playback (USB / network)

Tecra X40-D
Category:

Notebook

Brand:

Toshiba

RRP:

X40-D-110 starts from R21 999; X40-D-11Q starts
from R23 999

Distributor:

Mustek, 011 237 1000

Date of availability: Available now

Specifications

Lightweight, starting at 1.25 kg
Slim design with height of 16.9mm

Single RJ-45 jack for connection to wired Ethernet

Includes Toshiba’s new hybrid air cooling, for optimising device
temperature – without compromising performance

Works with standard 802.11a/b/g/n/ac WiFi networks on 2.4GHz and
5GHz bands.

Long battery time, up to 10.5 hours (MobileMark 2014 running
Windows10)

USPs

3.0 speaker system with a dedicated centre channel for optimum
dialogue clarity (with an optional wireless HEOS subwoofer (pictured),
and two optional wireless rear HEOS speakers it becomes a full 5.1
system)
Slimline soundbar, designed to improve the sound of the largest TV sets
over 50 inches
Latest HDMI and 4K UltraHD compatibility with 4 HDMI inputs
Bluetooth streaming
Six quick select buttons on supplied IR remote and HEOS app for
favourite functions and radio stations
Built-in HEOS network technology for access to the most important
online streaming services, and multiroom experience with other HEOS
products
Dolby TrueHD, DTS-HD Master Audio for the best multichannel sound
quality
Control basic functions of the HEOS bar with a television remote for
convenience in daily use

Tested according to Mil STD 810G, including pressure test up to 200kg
Connections include USB-C, USB 3.0, HDMI, and MicroSD
Runs Windows 10 Pro
Capacitive 14 inch (35.6 cm) full-HD touch displays with in-cell touch
technology.

USPs

Safe and secure – Tecra X40-D models include a range of security
features, such as fingerprint reader or an IR camera for face detection
that supports Windows Hello and Intel Authenticate. The range
also includes Toshiba’s self-developed BIOS, which help prevents
unauthorised access by third parties
Slim and elegant – both notebooks boast a slim and light design, with an
onyx blue chassis with light gold hinges and a hairline finish. The housing
is made of magnesium, meaning the notebook is highly portable, with
outstanding stability and shock resistance
Superior sound and backlit keyboard – Toshiba integrates harman/kardon
stereo speakers and DTS Sound software to deliver superior sound quality.
The backlit keypad allows comfortable typing, even in low light conditions.

Simple setup and operation
Works together with the HEOS app.
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Cost-effective
computing

In this issue’s comparative review, we put entry-level laptops through their paces.

BY ANDRÉ SCHILD
PHOTOGRAPHY ASSORTED

O

wning the latest state-of-the-art
laptops is neither financially feasible
nor necessary for many South Africans.
Over the years, the cost price of hardware
components, such as the CPU, RAM, HDD
and screen panels have gradually dropped.
In tandem with that, the minimum system
requirements of Microsoft’s Windows
operating systems haven’t skyrocketed
dramatically either, meaning decent laptops
are widely available. For those needing
portable productivity devices on a budget,
entry-level models are capable of delivering
the functionality required.

When directly compared to more expensive,
mid-range and premium models, they generally
offer less storage space and RAM, a lower quality
storage device and battery, a slower CPU/GPU
as well as a relatively low-quality screen.
Of course, the compromise for lower cost
when compared to more expensive, mid-range
and premium models is apparent. The entrylevel models generally offer less storage space
and RAM, a lower quality battery, a slower
CPU/GPU, as well as a relatively low-quality
screen. Beyond the hardware components,
functional elements such as the keyboard
and touchpad aren’t quite as comfortable or
durable, and the overall build quality of low-

cost laptops often leaves quite a lot of room
for improvement.
That said, the lower price point doesn’t
automatically imply entry-level notebooks are
less portable, which is one of the key factors
when buying a mobile device. Although more
expensive models are often thinner and lighter,
due to the use of more efficient material, today’s
entry-level devices remain relatively lightweight,
easy to transport and anything but bulky.

For this test, five major laptop brands were invited to participate with a 13
– 15-inch device that retails at no more than R5 000. Per brand, one specific
configuration was put to the test, but models with slightly better specifications and consequently higher prices are also available. Areas of variance include
more storage space and RAM, an SSD drive instead of the more traditional HDD, a marginally better CPU/GPU and higher resolution screen.
Prior to putting the five laptops through their paces, each one was given a complete, once-off update opportunity of the operating system, pre-installed
applications and drivers. After that, all settings were left to their original values as defined by the manufacturer.
For each laptop, the overall score was calculated by carefully weighing and evaluating a set of relevant aspects with the help of industry-standard
benchmarks, dedicated measuring equipment and straightforward practical, hands-on experience.
B AT T E RY L I F E
was measured by
simulating various
real-life tasks and
activities, such
as browsing and
watching a YouTube
video, until the device
was completely
drained.
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BUILD
Q U A L I T Y of each
individual laptop was
determined by the
level of sturdiness of
the casing, keyboard
and screen.
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CONNECTIVITY
reflects the number
and usefulness of
the on-board slots,
ports and (wireless)
connection options.

ERGONOMICS
was determined by
how comfortable
each laptop proved in
practice.

HARDWARE
was quantified
through the technical
specifications for
all processing and
storage components
combined.

SCREEN
Q U A L I T Y was
ascertained by testing
key aspects like
resolution, brightness,
contrast and viewing
angles.

PERFORMANCE
reflects how fast
certain tasks could be
dealt with.

P O R TA B I L I T Y
was determined
by combining both
dimensions and
weight.

comparative

review

1

Acer Extensa EX2519-C3WB
The Acer Extensa EX2519-C3WB budget laptop is the only
device in our review equipped with a lowly 2 GB of RAM, which
has a huge negative impact on its performance. The laptop also
lacks Bluetooth connectivity, but features a Gigabit RJ-45 LAN
connector and three on-board USB ports. Screen and build
quality are unimpressive and the keyboard and touchpad are
far from comfortable, especially when being used for longer
periods of time. It’s also the least portable laptop of all five. On
the upside, this Acer is capable of running on a fully charged
battery, when deployed for low to medium intensity tasks and
activities, for five to six hours. This is quite good for a laptop in
the lower-end of the price spectrum.

RRP:

Pros and cons
PROS

Decent battery life
Gigabit LAN

CO N S

Only 2 GB RAM
No Bluetooth
Screen/build quality
Keyboard and touchpad
Portability

R4 299

Distributors:

Mustek, Rectron

Product page:goo.gl/HhAF3G
Size:15.6-inch
Dimensions (cm):

38.1 x 25.8 x 2.6

Weight:

2.4 kg

Resolution:

1366 x 768 (100 ppi)

CPU:

Intel Celeron N3060 dual-core (1.6 GHz)

GPU:

Integrated Intel HD graphics 400

RAM

2 GB (up to 8 GB max)

Storage:
Connectivity:

500GB HDD

B E S T F E AT U R E S
Battery life
Connectivity

7/10
6.5/10

WiFi, 3 x USB, audio, HDMI, network, SD card

WO R S T F E AT U R E S
Ergonomics

5/10

Hardware:

5/10

Performance

5/10

OV E R A L L

5.8

Asus Vivobook E402NA
RRP: 
Distributors:

Product page:goo.gl/RPWXFd
Size: 14.0-inch
Dimensions (cm): 
Weight: 
Resolution: 

33.9 x 23.5 x 2.2
1.65 kg
1366 x 768 (112 ppi)

CPU:

Intel Celeron N3350 dual-core (1.1 GHz)

GPU:

Integrated Intel HD graphics 500

RAM:

4 GB (up to 8 GB max)

Storage:
Connectivity: 


2

R4 999
Mustek, Pinnacle, Rectron, Tarsus

1 TB HDD
WiFi, 3 x USB, audio, HDMI,
network, SD card

Pros and cons
PROS
Decent build quality
New generation
CPU/GPU
1 TB storage
High-quality keyboard
and mouse
Slim and lightweight

CO N S
No Bluetooth
No Gigabit LAN
Keyboard and touchpad

The Asus Vivobook E402NA is the only 14-inch model in this comparative
review, making it the smallest. As a result, it scores high on portability but
relatively low on pure ergonomics. The keyboard, touchpad and screen feel
more cramped when directly compared to the others. That aside, its screen and
build quality are both decent and it’s the only model that features a generous
1 TB HDD. The Vivobook E402NA also houses a relatively new generation CPU
and GPU as well as 4 GB of RAM, which is a bare minimum to comfortably work
with Windows 10. It’s a shame there’s no Bluetooth or Gigabit LAN connector. It
will last for about four to five hours when disconnected from a power source if
used for anything but processing-intensive tasks. Straining it more significantly
decreases battery life.

B E S T F E AT U R E S
Portability:8.5/10
Hardware:

8/10

WO R S T F E AT U R E S
Ergonomics:

5/10

OV E R A L L

6.7
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3

Dell Inspiron 3552
RRP:

R4 500

Distributors:


Axiz, Drive Control,
Pinnacle, Tarsus

Product page:goo.gl/Niik4e
Size:15.6-inch
Dimensions (cm):

Pros and cons

38 x 26 x 2.2

Weight:

PROS

2.14 kg

Decent battery life

Resolution:

1366 x 768 (100 ppi)

Decent build quality

CPU:


Intel Celeron N3060
dual-core (1.6 GHz)

Adequate performer

GPU:


Integrated Intel HD
graphics 400

RAM:

Bluetooth

CO N S

No LAN connector

4 GB

Storage:

500 GB HDD

Connectivity: WiFi, Bluetooth, 3 x USB, audio,

HDMI, SD card

When running on battery, Dell’s Inspiron 3552 laptop will last for a
comfortable average of between five to six hours when deployed
for light to medium tasks and activities. This is quite good for an
entry-level laptop. Both build quality and performance are also
adequate and it even features Bluetooth. Surprisingly, there’s no
integrated RJ-45 LAN connector to hook it up to a wired network.
Although this Dell isn’t the lightest of the bunch, it’s the thinnest
15-inch laptop in this test.

B E S T F E AT U R E S

Connectivity:

5/10

Build quality: 7/10
Hardware: 7/10
Performance: 7/10

OV E R A L L

6.5

Portability: 7/10

HP 250 G6
As a result of extensive connectivity options, including Bluetooth, Gigabit LAN and even a
legacy VGA connector; decent build quality; reasonable performance levels and good screen
quality, this HP 250 G6 is a winner for anybody that doesn’t want to break the bank. The
G6 looks and feels great, it’s lightweight and comes pre-installed with functional noisecancelling software to suppress background sounds, like keyboard clicks, during Skype calls.
The HP 250 G6 can manage without a power source for about four to five hours when used
for surfing the web, handling documents and other relatively light tasks. Confronting it with
more processing intensive jobs or increased multitasking will significantly reduce its work
time on a fully-charged battery.
RRP: 

WO R S T F E AT U R E

Battery life: 7/10

4

R4 800

Distributors: 

Axiz, Drive Control, Pinnacle, Tarsus

Product page:http://goo.gl/kbaH1P
Size:15.6-inch
Dimensions (cm):
Weight:

1.86 kg

Resolution:

1366 x 768 (100 ppi)

CPU:

Intel Celeron N3060 dual-core (1.6 GHz)

GPU:

Integrated Intel HD graphics 400

RAM:

4 GB (up to 8 GB max)

Storage:

500 GB HDD

Connectivity:
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WiFi, Bluetooth, 3 x USB, audio,
HDMI, VGA, network, SD card

Pros and cons
PROS

Decent build quality
Adequate performer
Gigabit LAN
Bluetooth
VGA connector
Lightweight

CO N S

Battery capacity

B E S T F E AT U R E S
Connectivity:

8/10

WO R S T F E AT U R E
Battery life:

6/10

Ergonomics: 

6/10

OV E R A L L

6.9

comparative

review

5

Lenovo IdeaPad 110
RRP:

Pros and cons
PROS

Decent keyboard and
touchpad
Adequate performer

R4 300

Distributors:

Tarsus, Mustek, Pinnacle, Axiz

Product page: 

goo.gl/b3mzmu

Size:15.6-inch
Dimensions (cm):

37.8 x 26.5 x 2.3

Weight: 

2.2 kg

Resolution: 

CO N S

Short battery life
Screen/build quality
Only 2 USB ports
No Bluetooth
Portability

1366 x 768 (100 ppi)

CPU: 

Intel Celeron N3060 dual-core (1.6 GHz)

GPU:

Integrated Intel HD graphics 400

RAM:

4 GB (up to 8 GB max)

Storage:

No Gigabit LAN

500 GB HDD

Connectivity:


B E S T F E AT U R E S

WiFi, 2 x USB, audio, HDMI,
network, SD card

WOR ST FEATUR ES

Ergonomics

7/10

Connectivity

Hardware

7/10

Battery life5/10

5/10

Performance

7/10

Screen quality

5.5/10

OV E R A L L

6.1

Lenovo’s IdeaPad 110 can only manage without an external power source for a disappointing three to four
hours while browsing the web. This makes perfect sense, though, since it’s equipped with the lowest capacity
battery of all five tested models. The IdeaPad 110 has only two on-board USB ports, doesn’t support Bluetooth,
lacks Gigabit LAN support and has a general low build and screen quality. In addition, it doesn’t excel in
portability, yet offers a remarkably comfortable keyboard and touchpad, as well as decent performance.

In conclusion

When it comes to pure portability, the Asus Vivobook E402NA is the obvious choice as a direct result of its compact size and low weight.
In addition, the device features relatively modern hardware specifications, decent build quality and a screen that’s likely to please most
users. Its 14-inch size, however, does negatively impact the device’s ergonomics. Anybody that won’t mind a slightly larger notebook
will find the HP 250 G6 to be a sure shot. It offers tons of connectivity options, and offers good build and screen quality, as well as solid
performance.
The tested Acer and Lenovo models ultimately come with too many downsides and subsequently aren’t capable of delivering the best
value for money. Dell’s Inspiron 3552 features adequate battery life, build quality and performance yet falls short in terms of connectivity,
ergonomics and screen quality.
Acer Extensa
EX2519-C3WB

Asus Vivobook
E402NA

Dell Inspiron 3552

HP 250 G6

Lenovo IdeaPad 110

BATTERY LIFE

7

6

7

6

5

BUILD QUALITY

6

7

7

7

6

CONNECTIVITY

6.5

6

5

8

5

ERGONOMICS

5

5

6

6

7

HARDWARE

5

8

7

7

7

PERFORMANCE

5

6

7

7

7

PORTABILITY

6

8.5

7

7.5

6.5

5.5

7

6

7

5.5

5.8

6.7

6.5

6.9

6.1

Product →

SCREEN QUALITY

OVERALL
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Cordless
power
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special

focus

Carrying power banks and cables could
be a thing of the past as smartphone
manufacturers adopt the same wireless
charging standard.
BY LAUREN KATE RAWLINS
PHOTOGRAPHY 123RF

W

hile it smacks of science fiction, wireless charging isn’t
new. Samsung and LG have had integrated smartphone
chips for over half a decade. The game changer is Apple’s
announcement in September that it would also be incorporating the
technology into its latest flagship handsets.
Apple opted not to create a proprietary standard, instead, choosing
the same standard all other smartphones are currently using: Qi.
This means, wireless chargers using this standard can allow for
interoperability between different smartphone manufacturers.
Qi is an open interface standard that defines wireless power transfer
using inductive charging over distances of up to 4cm. Smartphones and
devices are charged when they’re placed on a charging pad, by using a
resonant inductive coupling between the sender (the charging station)
and the receiver (the mobile device).
The accessory market has been slow to take off, limited to portable
pads made largely by the smartphone manufacturers and companies like
Toyota and IKEA. Charging pads can be placed at desks, bedside tables,
incorporated into car design and furniture.
One of the reasons for slow uptake in accessory creation was that
more than one wireless charging standard exists. Choosing the wrong
one would limit potential market size.
With Apple adopting the Qi standard, it represents mainstream
adoption and a move towards ubiquitous cord-free charging.
Coffee shops, fast food restaurants, public libraries, airports and
medical waiting rooms, where people frequent and may need a bit
of extra ‘juice’ while they wait, will be attractive spaces to install Qi
hotspots. Companies that have already expressed interest in doing this
include US coffee chains, The Coffee Bean & Tea Leaf, and Starbucks.
Virgin Atlantic has also expressed interest for its airport lounges in
London and New York.
As more and more people purchase smartphones that are wireless
charging enabled, opportunities for certain channel players to install

these Qi hotspots in businesses around South Africa will present
themselves. In an age where smartphones are an extension of people’s
lives, having a low battery can be disastrous. Charging facilities could
become a factor in customers choosing one business over another.

Future of charging

Smartphones aren’t the only devices that require regular recharging.
With the Internet of Things fast becoming a reality, households with
numerous devices will need to be both connected to the internet and
charged for the system to operate.
It may not be practical to have each device connected to the mains
power or to run on batteries (being always-on may quickly drain
batteries).
Enter Ossia, a company that has developed Cota, a way to charge
devices wirelessly without requiring close contact between the sender
and receiver.

With Apple adopting the Qi
standard, it represents mainstream
adoption and a move towards
ubiquitous cord-free charging.
Currently, this technology can charge numerous devices via a WiFi
connection within nine metres of the transmitter, which looks like a
ceiling tile. The larger its surface area, the more devices it can charge.
Cota doesn’t use the Qi standard, so for devices to connect to
the transmitters, the technology will have to be integrated when
manufactured. Ossia doesn’t sell its transmitters, instead licences the
technology to manufacturers, brands, and OEMs that want to integrate
wireless power into their offerings.
The company is already in talks with smartphone manufacturers to
incorporate the technology into the chipsets of flagship models in the
not-too-distant future. However, like the Qi standard, it may take a while
before there’s sufficient mass of manufacturers on board.
Cota’s omnidirectional signal (Wi-Fi 2.45 GHz) targets only the
receiver’s device. Home and business owners are also able to encrypt the
signal like they do a normal WiFi transmission, requiring extra users to
sign-in before they can power up.
Exciting times ahead as wireless charging opens up new avenues and
potential revenue streams in attracting feet through the door.

Is Qi for me?
Phones that support the Qi wireless charging
standard include the newly released iPhone X,
iPhone 8, iPhone 8 Plus, Samsung’s Galaxy S
range from 6 upwards and the Note 5, 6, 7 and 8,
the Blackberry Priv, and Google Nexus devices
4 to 7, the LG G4 and G6.
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Scene
setter

A national
saviour!
Despite a floundering economy, the
franchising industry continues to
make a healthy contribution to the
South African GDP.
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BY MONIQUE VERDUYN
PHOTOGRAPHY 123RF

T

he franchise sector has held its own
over the past four years, growing its
contribution to the GDP from 9.7%
in 2014 to 13.3% this year. Its estimated
turnover has grown from R465 billion to R587
billion in the same period. This is according to
the latest survey by the Franchise Association
of South Africa (FASA).
The survey pegged the number of
employees within the franchise sector at
343 319, with the retail sector being the
biggest employer. Twenty-five percent of
franchised businesses are owned by women,
and 17% are black-owned.
The largest sector among the 845
franchised systems is the fast foods and
restaurant category at 25%, followed by retail
at 15%, and building, office, and home services
at 13%. The balance is made up of childcare,
education and training services, automotive
products and services, plus health and beauty.

Benefits for the economy

“The industry is a huge contributor to the
economy,” says Vera Valasis, executive
director, FASA. “Brands in the franchise
industry are in many cases the biggest clients
of many suppliers. If you study the annual
reports of franchisors like Famous Brands, for
example, revenue from supplier activities far
exceeds revenue from franchised businesses.”
It should be noted that the statistics from the
survey exclude the supplier contribution to
the economy.
Of the franchisors surveyed, 78% are
optimistic about future growth in their
businesses, despite the country’s weak
economic numbers, although this figure is
down from 92% in the previous year’s survey.
One of the reasons for the popularity of
the franchise format is that it’s aspirational
for franchisees, who view owning an
outlet of a famous and successful brand
as the opportunity of a lifetime. “For many,
representing a popular brand is their life’s
mission,” says Valasis. “Add to that the
explosive growth of shopping centres, and
the national pastime of trawling the malls on
weekends, and it makes sense that franchising
remains buoyant.”
Moreover, Valasis adds, aspiring
entrepreneurs are keen to invest in a
proven concept with a track record they can
investigate. “Franchising offers risk mitigation
factors to the franchisee. There’s expert help at
hand should the franchisee battle with issues
like local marketing, cost control, personnel
management and many other issues small
business owners face,” says Valasis.

At the same time, investors too
are risk averse and franchising is
seen as a ‘safer’ business model
due to the ongoing support,
systematisation, and expertise
provided by the franchisor.
Two out of three franchisors claim
to have been in business for more
than ten years and a further 17%
for between six and ten years. The
longevity of these businesses speaks
to the success of the model, and
supports the industry’s promise of
risk mitigation.

Expansion into the continent

According to the survey, many
franchisors in South Africa are
expanding to other African countries,
with 31% having set up shop outside
the country’s borders. More than 100
brands and 1 450 stores are located
in Namibia, Botswana, Zimbabwe,
Lesotho, Swaziland and Mozambique,
and interest in expansion further
north continues to grow.
V E R A VA L A S I S, executive director, FASA
“In the early years, some
franchisors failed badly in their
attempts to trade in other African countries,”
technology,” says Valasis. “From the simple
says Valasis. “However, over time, many have
example of waiters taking orders on iPads in
paid their school fees and now there’s a lot of
restaurants, to the convenience of cellphone
expertise available to any franchisor looking to
banking for small outlets in rural areas. You
open branded outlets on the continent.”
could implement cloud-based operational
She notes there has been a recent trend
checks and procedures that are accessible
away from franchising among certain
from anywhere, Skype interviews and
international brands that recently entered the
YouTube training sessions, and marketing apps

“The explosive growth of shopping centres, and
the national pastime of trawling the malls on
weekends, and it makes sense that franchising
remains buoyant.”
Vera Valasis, FASA

local market through branded outlets. “This
could be attributed to the requirements of the
Consumer Protection Act, easier direct control
over the management of an outlet, supply
and distribution practices, labour law, lease
negotiations and influence over the landlords,
although this distribution model is capital
intensive and may not be sustainable in the
long-term, but that remains to be seen.”

Opportunity awaits the tech savvy

All sorts of industries are being disrupted by
technology and franchising is no different.
“There’s probably not a single aspect of
management and control that’s not been
improved by the implementation of smart

that provide great exposure at low investment
levels. Undoubtedly, technology is enabling
the sector to become more agile and nimble,
and to contain costs more efficiently.”
Ultimately the success of the franchising
model relies on a clever combination of
branding, marketing, uniformity, customer
experience, training and entrepreneurship.
“It provides a reliable income stream to
the franchisee and their family, as long as
the business model has been finely tuned,
correctly implemented, and managed in
accordance with the requirements of the
franchisor which, in turn, should be able
to demonstrate a proven track record,”
concludes Valasis.
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“The risk is in your choice
of partners, as some
franchisee managers may
not be as committed as
owner-operators or some
franchisees don’t follow
operational standards and
guidelines and in so doing
may harm the brand.”
Anita du Toit, Franchising Plus

Franchisor

The franchisor’s
perspective
Franchising is a tried-and-tested way to expand a healthy
business with little risk. But it doesn’t mean you get to sit back
and watch the money roll in.
BY JAMES FRANCIS
PHOTOGRAPHY 123RF

Y

ou’ve laboured and fought hard to
create a healthy business. Running
your own company isn't easy. In fact,
it’s incredibly hard: barely 20% of South
African small businesses make it past the five
year mark, many fail long before that. So to
have a thriving business is a big deal.
At this point, you may be considering how
to grow your business. Franchising is a lower
risk opportunity that plays well towards
that. The definition says it all, 'a franchise is a
business relationship between a trademarked
business and someone paying for the right to
use that concept, business model, brand or
product – or a variety of those'. Simply put, it’s
a way to expand your brand without the usual
upfront costs and labour that an expanding
business would demand.
“The financial risk is much lower as you’re
effectively expanding with third-party capital,”
26
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says Anita du Toit, consultant and partner
at Franchising Plus. “This is one of the main
benefits of expanding through franchising.
The risk is in your choice of partners, as
some franchisee managers may not be as
committed as owner-operators or some
franchisees don’t follow operational standards
and guidelines and in so doing may harm
the brand. This risk can be mitigated with a
comprehensive recruitment and selection
procedure that includes psychometric testing.”

Low risk

You couldn’t really ask for lower risk than
franchising. If anything, it’s essentially cash up
front. Yet franchising isn't a bonanza – at least
not at first. The upfront fees are not profit,
but compensation for services and support
provided to the franchisee. It’s a cost-recovery
fee that can cover training, site selection,
business plan assistance and other similar
functions.
“It’s critical to determine this beforehand and
it comes with a legal responsibility,” explains

Du Toit. “According to South Africa’s Consumer
Protection Act, the franchisor should provide an
outline of the support a franchisee could expect
in return for fees in the Disclosure Document.
This is a prospectus that’s legally required
when offering a franchise opportunity.”
Offering a franchise doesn’t mean you can
take the money and sit back. It’s an ongoing
relationship and good franchisees will do the
due diligence to ensure they get the support
they need. Maintaining those relationships will
arguably be the biggest load a franchisor takes
on, but it’s a significant responsibility that can
make or break the arrangement.
Franchising is also not a model set in stone
– companies heading franchises often explore
new changes and alternative arrangements,
such as joint business ventures or a form of
authorised dealership. Knowing which fits
your business best is not only crucial, but
likely to evolve over time.
Nonetheless, this can be a very lucrative
arrangement and, as mentioned earlier,
considerably lower risk than other expansion
strategies. But remember, franchisees pay
for access to your brand and operational
knowledge, elements that must be consistent
and reliable. So you really need to ensure your
business can handle a franchising approach.

Walk the hard miles

States Du Toit: “It’s important to ensure the
business model is tried-and-tested before
franchising. Systems and procedures must
be in place to ensure proper execution of the
business model and most importantly, both
the franchisee and franchisor should have the
potential to be profitable and earn a return
on investment.”
A franchisee is not an employee. They're
entrepreneurs ceding some of their muchdesired control to have a share in your proven
business. It’s a two-way street that must be
respected and cultivated as a relationship
between peers. It’s not kicking back with your
spoils, but rather growing your business family
in interesting and unexpected ways. You could
call it 'entrepreneur 2.0 - the next level.'

Franchisee

The franchisee’s
perspective
So you want to open a franchise business? It’s definitely a
shorter road to entrepreneurial success, but that doesn’t
mean it’s easy.
BY JAMES FRANCIS
PHOTOGRAPHY 123RF

B

uying into a franchise is an attractive
business offer. The data backs this:
considerably fewer franchises fail
than standalone businesses. A franchise also
carries less risk, depending on how it’s looked
at, plus it should offer established processes
and standards that a fledgling business would
have to devise the hard way.
Indeed, risk aversion is a good reason
to consider franchises. It’s easier to secure
financing for such a venture and a trusted
brand name can attract a lot of customers
with relatively little effort.
The key word here is ‘relative.’ Franchises
are still businesses and require a lot of
care and attention. If you have the idea of
a business in a box that just needs a little
tending, you’re in for a surprise, says Anita
du Toit, consultant and partner at Franchising
Plus. “While it’s true franchising offers a proven
model and thus reduces the risk of starting
a business, the onus is on the franchisee to
make it a success. The franchisor will provide
all operational training, but they don’t always
provide training in basic business skills, which

What the franchise offers will vary: some
may offer a lot of support or training, others
not much at all. Thus it’s important to talk to
other franchisees of that business. Adopting
a tried-and-tested business with turnkey
operations also comes at the cost of freedom:
the franchise will set standards and other
measures that must be met. These include
costs, such as setup costs, upfront payments to
the franchisor and ongoing management fees.
There may also be expectations to
contribute to marketing expenses or to spend
on marketing at the franchise’s behest. It’s
important to know that a bank loan will not
cover 100% of the initial costs.
Instead there will be an expectation
to use your own collateral to cover a
portion of the costs. Du Toit advises
that franchisees take a strong
return on investment view. “We
believe when judging a franchise
opportunity, the franchisee should
consider the potential return
on investment, and that a good
franchise will provide a total return
on investment within three to four
years. A typical franchise agreement
has a duration of five years, so the franchisee
should start saving for the renovation [or other
major projects] in year three or four. In most
instances, banks will consider the financing of
a renewal, although not at 100%, therefore the
franchisee should have some money saved up
as their own contribution.”
There are numerous types of franchise
models and many difficult decisions. Yet a
franchise is certainly a very potent way to
propel someone into their own business. But
do the research, ask the hard questions and
be honest about what you can bring to the
table. A franchise is a relationship, one that
will impact the business continually. So above
all, know what you’re getting into – and if it’s a
good fit, start writing that resignation letter!

“While it’s true that
franchising offers a proven
model and thus reduces the
risk of starting a business,
the onus is on the franchisee
to make it a success.”
Anita du Toit, Franchising Plus
is something a franchisee will need. I always
advise potential franchisees to go on a course
such as ‘Finance for non-financial people’ if the
franchisor doesn’t offer that.”
She also advises procuring the services
of a good accountant to help with tax and
regulations compliance.

Key ingredients

There are three demands you should match if
you want to be a franchise success: understand
the financial makeup of the business, know
the minimum contribution required to make a
business work, and ensure you have the skills
the business needs. Du Toit specifically notes:
good people skills, including running small
teams, is very valuable if not irreplaceable.
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Suitability

Great for
food! Not so
good for IT
Franchising is a powerful way to start or expand a
business. But does that hold true in the technology space?

BY JAMES FRANCIS
PHOTOGRAPHY 123RF

N

ext time you’re in your local shopping
mall count the technology stores.
They’re an eclectic group, ranging from
big box retailers and consumer goods movers
to repair shops, from gadget specialists to
flagship vendor outlets, from single store
independents to listed multinational chains.
That’s quite a variety. But you can simplify it:
how many of those are franchises? Chances
are, not many.
This is peculiar, as franchising is a popular
way to grow or create a business. This much,
is evident from research by the Franchise
Association of South Africa (FASA).
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“According to recent FASA research,
the franchise industry generated almost
R500-billion in annual turnovers in the year
ending 2015,” says Dumisani Bengu, head of
franchising at Absa. “We expect this figure
to be much higher now as it’s been growing
at a compounded annual growth rate of
about 14% over the last eight years, providing
almost 40 000 business units – thus
contributing significantly to entrepreneurial
activity.”
The failure rates are also lower: twothirds of franchisors in South Africa claim
to have been around for ten years or more,
according to the same research. Factors such
as continuity, investment and confidence also
rank substantially higher than companies that
go it alone.

Franchises have access to better support
networks and, from the franchisor’s view
the model is a less costly way to expand a
business.
Then where are the technology franchises?
Only one IT franchise is registered with FASA.
The vast majority of technology businesses
don’t franchise. So is franchising a choice to
consider in tech?
The short answer is maybe. So, lets look at
the two sides of the coin.

Those who don’t

Let’s start with not franchising. Incredible
Connection is one of South Africa’s most
prominent and widespread technology
retail brands. It operates 70 stores in three
countries, all 100% owned and operated by

the company. It doesn’t franchise and isn’t
considering this approach. Why not?
Technology products, at least in retail,
aren’t very compatible with franchise
approaches, says Craig Lodge, chief executive
at Incredible Connection.
“It doesn’t work well as it’s difficult to drive
the consistency needed in this category. With
the growth of pure online players, the store
franchise model is further strained and will
only get worse in the future. There will always
be a need in tech to provide customers with
instore services beyond online, but this is very
costly with no big returns in the short-term.”
He cites several areas that make franchising
difficult. Foremost is the stock, requiring
capital outlay and frequent rotation (every
six months to a year). Stock rotation is a

“There are a lot of players in the ICT space that
embrace franchising as a business model.”
Dumisani Bengu, Absa
particular pain point when combined with
low margins. Other interviewees noted the
tendency for price wars in tech, squeezing
margins even harder, and security concerns
around holding high-value stock.
Lodge further notes the higher costs around
staff training – low margins need to be met
with high service levels – and the pressure
of good locations that demand higher rents.
Overall, the challenge for technology retailers
is to balance stock and profit margin risks with
high footfall and quality service, factors that

can demand very hands-on attention.
Though a franchise can apply these
levels – food franchises are notorious for
demanding consistency – tech franchises
may have too many spinning plates for this
to be a possibility. Sometimes companies try
franchising and then step away – this is what
The Gadget Shop did, ending its franchise
arrangements in 2013 for a single company
model. It cited challenges and complications
with franchisees as the reason. This is
the other catch with franchises – despite
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a seemingly top-down hierarchy, they’re
incredibly peer relationship-orientated.

Those who do

But franchising can work in technology. WeFix
is a repair-oriented retailer that started ten
years ago. A few years later it had already
expanded through its first franchise shop,
though weFix founder and CEO Alex Fourie
says this was more serendipity than planning.
“I was actually approached by a friend's father
to offer a franchise and we agreed to give it
a go. So we didn't specifically choose it at the
outset, but it became a good way to scale the
business.”
WeFix does have an advantage, being
that it’s not primarily a goods seller. It makes
money from repairs, a more consistent model
not tied to frequent stock rotations and thus
better positioned for long-term business –
30

| Q4 2017

“Technology products, at least in retail, aren’t
very compatible with franchise approaches. It
doesn’t work well as it’s difficult to drive the
consistency needed in this category.”
Craig Lodge, Incredible Connection.
broken smartphone screens will long be a
problem. The company does have a small
retail arm and it recently expanded into selling
refurbished handsets with warranties.
However, weFix shares a similar challenge
to Incredible Connection: maintaining service
and quality. But here Fourie believes that
the nature of the business appeals to certain
types of entrepreneurs. “I think the brand
has helped to attract technicians as we have
grown, especially after our move to weFix last

year, from iFix, which has created a national
footprint of 36 stores. There’s a six-week
training period, which takes franchisees across
all aspects of the business, from the front to
back office.”
WeFix is also looking at options beyond
franchising, though Fourie stresses it’s not
moving away from franchises. Maintaining
relationships with its franchisees is
fundamental and weFix is clear it doesn’t want
to endanger those. Instead there’s a general

Suitability

Franchise vs. the channel

Franchises are not common in the technology industry. This could be down to two reasons.
BUSINESS BUYERS

The first reason is the nature of the majority of business IT purchases,
namely that they’re large and complex. Realising these will often
require partnerships between different industry players, the most
typical example being a vendor that offers the solution and the systems
integrator that moulds the technology solution around a customer’s
needs. This partnership approach is highly favoured by vendors.
Franchising is a means to expand a business fast without inviting
too much overhead. For systems integrators (SI) and other solution
providers, that approach makes little sense. They don’t gain more
business through more locations (though some SIs companies have
attempted franchising as a multinational expansion strategy). The
same paradigm can be applied to other types of technology businesses.
For example, there’s little motivation for ISPs to franchise, since their
main service – internet access through their network – will always be
centralised.

trend towards hybrid models that encompass
different approaches. FASA’s research reflects
this, noting that company-owned stores and
joint-ventures are on the rise.
US-based Experimac has a similar business
model to WeFix, offering a mix of repair
and retail, although it specialises in Apple
products. “Our business model is to bring
second-hand, refurbished and refreshed Apple
equipment to the market at a discounted
price,” says Jaco Norton, COO, Experimax
South Africa. “We want to position ourselves
as a one-stop-shop for Apple users, offering
the full set of services – servicing hardware
requirements, upgrades, repairs as well as
offering trade-ins. We have technicians in all
stores and do repairs onsite.”  
The first Experimax store was opened in
Cape Town in 2016, and there are plans to
have 18 stores open across the country, by the
end of 2018; thanks to an army of franchisees.
In addition to sending franchisees on an
intensive two-week training course at the US
headquarters, and an additional three weeks of
localised training, there’s a centralised support
function that can provide remote technical,
service and business support.
Perhaps the most famous example
of a local technology franchise is Matrix
Warehouse. Seventy-five percent of its nearly
90 outlets are owned by franchisees, although
that’s ten percent lower than the general
average in South Africa. While it’s largely
known as a retailer, its new brand refresh
(currently being rolled out) includes a Tech

C O N S U M E R L O N G TA I L

The second reason is that consumer products, peripherals and the bricà-brac of digital lifestyles can comfortably fit with other business types.
For example, a stationary franchise could also stock technology goods,
negating the need for rival technology franchises. Consumer technology
has become so pervasive that you can buy flash drives at supermarkets.
Retail businesses are better suited to franchising, but they have a trifecta
of barriers: low margins, high-value goods and a fickle market. If they don’t
move goods fast and efficiently, they can quickly run out of road. This means
they often compete through scale and service, two areas that are easier to
manage inside a single organisation than across franchises (though franchise
models can offer these to smaller businesses with great effect).
Technology retail businesses also prefer partnerships, such as being
designated an authorised dealer. There exists tension between franchises
and dealerships in the technology space, especially when the dealerships
might belong to the vendor (cellular shops are a good example).

Terminal service area, adding repairs and
upgrades to the offering is a similarity shared
with weFix and Experimax. Perhaps more
typical of the franchise model however is
that, in addition to stocking high-end brands,
franchisees also stock a range of own-brand
products, which is an additional source of
revenue for the franchisor.
Franchising in technology is tough and
nuanced – several technology retail franchises
have bucked the trend. It’s not impossible and
there are clear benefits, particularly around
matters of risk and support. But there are
aspects to technology – the combination
of goods costs, low margins and a highly
competitive marketplace – that make
technology franchises riskier.

“Remember franchising is more a channel
of distribution than an industry sector,” says
Absa’s Bengu. “So there are a lot of players in
the ICT space that embrace franchising as a
business model. Most of these would be found
in areas such as mobile data and cellphone
retailing companies, technology hardware
retailing, printing accessories and technoentertainment fields to name but a few.”
Still, one area that seems most widely
suited to franchises is device repairs. It’s not
so reliant on retail product sales, and the
services it offers are more evergreen. And
the next time you’re in a local shopping mall,
there’s an incredibly strong chance device
repair shops – independent or franchises –
will be showing strong.
Q4 2017 |
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A land of limited
opportunity
As a larger and more mature market, the US offers the local
channel a benchmark. The Margin investigates how well the
franchise model in the tech space has fared Stateside.
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International
comparison
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T

he franchise model seems to have
found some popularity in the US
channel in the early 2000s, with
brands such as Geeks on Call and The Utility
Company (although Canadian-headquartered,
half of its franchises were in the US). But
both have since disappeared.
Today, there are a few channel brands
that offer franchise opportunities, and the
type of channel model they offer varies.
In the more complex systems integration
and managed services channel plays, two
companies stand out:
• TeamLogic IT offers managed
services, support services, technology
consulting and IT solutions (from cyber
security to cloud, website solutions to
unified communications) and boasts
approximately 95 franchises in 120
locations in 35 US states.
• CMIT Solutions offers support,
integration and managed services, and
has approximately 140 territory offices
(although doesn’t reveal how many are
franchise operations).
In the device repair and retail space, the two
most prominent franchisors are:
• Lifeline Repairs, which provides phone
repairs and Mac/PC repairs and upgrades
with a few select device services, such as
virus removal and data recovery. It has
approximately 30 stores predominantly
in Idaho, Massachusetts, and the south
east of the country currently, but doesn’t
reveal what percentage of stores are
franchises.
• Experimac, which offers repairs and
upgrades to Apple products and sells
accessories and reconditioned pre-owned
Apple devices. Experimac has just under
100 stores in the US, and is in six other
countries, including South Africa. According
to Dirk van Loggerenberg, CFO, Experimax

South Africa: “Experimac opened its
first store in Florida in 2009, but started
franchising the business in USA in 2015.
It began international expansion with
franchises in 2016, and we opened the
first store in South Africa in December
2016. That was the 100th store. The
brand is growing exponentially, and as at
October 2017, there are 200 stores open
internationally.”

No such thing as a tech franchise

Larry Walsh, CEO and chief analyst of channel
research consultancy, the 2112 Group, believes
the use of the term ‘franchise’ in the US tech
space is actually a misnomer.

“Also a franchise is the carving out of an
exclusive territory by a business, in which
the partner is able to operate in. While
there's somewhat of a sense of exclusivity
of the market coverage, particularly players
like TeamLogic IT and CMIT Solutions –
franchisees define themselves by their
location – but, they operate more like a
community than they do as a franchise.
“What they're actually doing is sharing
back-end resources, so there are certain things
TeamLogic does on behalf of its ‘franchisees’
that allows them to operate more easily than
if they were on their own. It's an interesting
model, and I'm not discrediting it, but it’s not
necessarily one I'd strictly call a franchise.”
The fragmented nature of the
IT industry is a major reason the
franchise model never grew more
fully in the US, Walsh believes. “No
one tech vendor actually produces
a single end-to-end usable solution
– they produce components that
go into systems that are ultimately
delivered by the partner. So the
partner is, in many instances, a
manufacturer on their own because
they're bringing together these
components.”
Another factor against more
widespread adoption of the
franchise model is the structure of
the channel. Vendors don’t like to
have dependencies on a single partner, says
Walsh, so they push to cover as much of the
addressable market as possible with a large
partner base. “This over-distribution can lead
to conflict within the channel as partners
compete against peers and sometimes even
the vendors themselves to secure deals.
In contrast to this, franchises are set up as
localised monopolies, which results in very
low levels of conflict,” he says.
Walsh believes that ultimately, despite
the successes of the companies mentioned,
true franchise models aren’t conducive to
the current or future technology sales model,
particularly in the US.

“No one tech vendor actually
produces a single end-toend usable solution – they
produce components that
go into systems that are
ultimately delivered by the
partner.”
Larry Walsh, the 2112 Group

“Take TeamLogic IT for example, they call
themselves a franchise, but by the conventional
definition I don't believe they are. Franchise
operators are bound to certain conventions by
the franchisor about what they do and how
they do it. TeamLogic allows vendors to come
in and market to franchisees directly. Each
owner-operator is able to operate on their own,
they're able to decide which products, services
and vendors to support.”
A typical franchise model requires
franchisees to purchase stock directly from
the franchisor, thus making margin for the
franchisor and keeping product quality
consistent.
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The local channel
franchise opportunity

Franchising is a popular way to expand businesses. But they’re scarce in the technology
sector and almost non-existent among channel businesses. Is there a reason for this?
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Local
opportunity
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T

he Founder, a biopic movie about the
man who built the McDonald’s empire, is
probably not the best movie you’ll ever
see. But it’s interesting nonetheless, especially
for a certain pivotal moment in the story.
When Ray Kroc witnesses the processes at
the restaurant of the McDonald brothers, he
immediately sees the potential for a franchise.
However, a lack of consistency nearly
scuppers his ambition. The rich country club
buddies he enlists flaunt the McDonald’s
standards and do their own thing. Only when
he approaches middle-class folk who are
motivated to succeed does Kroc have his
breakthrough.
This is the crux of the franchise: you buy into
a proven business model and brand, complete
with processes, and build success from there.
The franchise is not a stepping stone to a great
business – it is a great business. To become
a franchisee is to share in the success of that
business, by making it your own and yielding
the established practices of the franchise.
While Kroc’s main problem was sustaining
quality, at least his supplies and product
pipelines could be stable. The technology
market doesn’t offer such a pillow.
“I believe the reason the channel never
adopted the franchise model is because of
the fragmented nature of the industry itself,”
says Larry Walsh, CEO and chief analyst of
the 2112 Group. “If you look at conventional
franchise-type businesses, you have a very
constrained set of products and services
that have been formed. Even a multi-brand
car dealership has certain things that are
common, such as using the same tools and
basic services, because the products have the
same basic functions and structures.”

Franchising in the Channel

If the technology retail world is a franchise
desert – the Franchise Association of South

Africa only has one technology company
registered as a member and the SA Franchise
Warehouse lists only seven. Channel
franchises are mirages. There are very few
– and even these struggle to fit into the
franchise definition.
Locally the channel franchise approach
was launched by AccTech back in 2005. It
used franchising to spawn entities across
Africa. At the time it explained its strategy
was to provide local services to multinational
clients. Franchising made sense in order
to bring needed skills and processes into

with multiple sovereign states, as AccTech
reasoned, and even then it’s a means towards
an end (embedding skills) than to expand a
solid business model.
This is likely to remain the case as the
cloud grows. Outside of integration skills,
most smaller companies providing cloud
services, can compete quite comfortably with
larger businesses. The muscle and scale of a
franchise arrangement is not as necessary if
you can offer the same services with smaller
teams. If this is in doubt, just consider the
explosion locally of Salesforce and Microsoft
365 providers. These are often
comparatively tiny companies
serving giant customers.
Yet franchising can help enforce
standards of service and delivery
that need a personal touch,
says Dumisani Bengu, head of
franchising at Absa. “While it’s true
that most technology products and
services can be pushed directly to
or pulled by customers, a need for
personal service and attention is
necessary. This is where franchises
present a compelling proposition
to take care of issues such as hardware
collection, repairs and maintenance,
applications and accessory installations,
experiential training, and other services that
are part of the value chain, but can only
be performed by a collective. Franchising
certainly has a compelling role to play in the
technology value chain, especially on issues
of customer service and distribution.”
This may become key, as software
solutions, offered as services, becomes more
prevalent in the market. A small solution
provider with a well-developed cloud stack
will still need people onsite to help integrate
their offerings and offer support such as
training. Whether a franchise is the best
way to manage that side of the business
is something technology companies have
yet to explore. Until then, the channel
seems comfortable with partnerships, not
franchises.

This is the crux of the
franchise: you buy into a
proven business model
and brand, complete with
processes, and build success
from there.
markets that may not have the budget or
skillsets to do that on their own. Essentially,
franchising was seen as a good way to
expand the necessary skillsets to other
regions across the continent.
AccTech signed on a Swaziland partner to
the alliance in 2015, joining other countries
such as Botswana, Malawi and Ghana. But
talks of franchises seem to have left the
alliance lexicon, which now rather speaks of
partnerships.

A means to an end

Once you remove retail and basic B2B
products, business technology becomes very
project-orientated. Partnerships are favoured
over franchises – if a large project takes
place in Cape Town, it can still be conducted
by Johannesburg-based vendors, which
could partner with a Cape Town provider.
Channel franchising only starts to make sense
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Targeting the IT
decision-maker
Oksana Kuzmina, 123rfcom

While the roles of the CIO and the IT director are
markedly different, IT decision-makers today make
their buying decisions along very similar lines. And
if you want their buy-in, you’d better be offering
strategic value.
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I

n a fast-paced world of digital disruption
and pressure to move faster to innovation,
IT decision-makers need knowledgeable
solution partners who can deliver business
differentiators and measurable return on
investments (ROI). The IT decision-maker has
to account for buying decisions and prove
the value to the C-Suite. This means selling to
these decision-makers is a whole new
ball game.
Mervyn Mooi, director at Knowledge
Integration Dynamics, says there’s a
difference between an IT director and CIO, and
understanding this is important. “Although
both have a mix of technical and business
skills and experience, the IT director is
more geared toward pure ICT management
(infrastructure and hardware or software
products and services), whereas the CIO has
the additional accountability of information
management. The CIO is usually elevated
to the highest rank in the organisation,
with overarching oversight responsibilities,
including that of ICT products and services.”
Mooi says old-school golf day bonding and
client getaways are not effective sales levers
in today’s business environment. “In modernday medium to large organisations, personal
hobbies, likes and dislikes of these individuals
are not factors that would swing the decisionmaking with regards to procurement, because
of tight governance and democratic processes
that decisions are subjected to,” he says.
“Bear in mind that organisations tend to
remain with existing vendors unless their
products and services are dated, unaffordable,
wasteful, the service quality erodes or
the products and services don’t fit the
organisation’s current or future strategy. So,
any shift must be compelling in terms of ROI,
strategy fit and benefits,” says Mooi.
“Regardless of whether the CIO or IT
director holds budgets or delegates their
duties and responsibilities to business and
technical managers, decision-making is usually
collaborative, using all of these relevant
parties’ inputs, experiences and status quo
risks and opportunities (and maybe from all
necessary levels within the organisation). This
is a standard process, that usually results in
better and informed decision-making. There’s

usually conflict in the process between the
decision-makers, but it’s for the best, as a
challenged and tested decision is more fitting
than an unchallenged one.”

Reinventing the sales approach

For channel players striving to stay relevant
in a changing environment, such as how cloud
is disrupting traditional channel models, sales
and marketing must work hand in hand, says
SYSPRO MD Mark Wilson. This is particularly
true when seeking buy-in from the CIO.
“Ideally, in every sales engagement, the
first thing you want to do is understand the
strategic requirements of the business you’re
selling into – so you’d like to engage as high as
possible in the decision-making chain to map
your brand and solutions to their requirements.
If you start lower down the value chain in
the IT department, you tend to be reverseengineering the sale."

at CIO level, you could leverage existing
relationships, or perhaps get referred by the
CIO’s ‘lieutenants’. But you need to go in with
someone positioning you as a thought leader
who can bring value to the organisation.”
Once you’re in the door, you’ll have to prove
your organisation has the skills and resources
necessary to deliver real strategic value, says
Wilson. The days of sales made on the strength
of a PowerPoint presentation are over.

Building a name CIOs trust

Becoming a ‘household name’ that inspires
trust among ICT buying decision-makers
involves a coordinated effort on the part of
sales, marketing and support. Sales today
are equal parts ‘push’ and ‘pull’, which means
the brand has to be visible and credible,
proactive about presenting solutions that will
work for the customer, and highly serviceand support-oriented.
Wilson says ‘pull’ activities create
excitement and credibility for the
brand. “It helps for the brand to be
visibly associated with the sector,
producing thought leadership
articles, speaking at events and
serving on industry bodies,” he says.
Ongoing relationships are
important too. “CIOs and IT
directors want a few strategic
relationships they trust. So channel
players need to build up accountbased marketing plans or have
account-based sales directors
who work to build the right level
of relationship with the customer.
Channel players must engage both
at a decision-making level and a
business operations level.”
The channel model is no more complex
than it was ten years ago, says Wilson.
However, what has changed is the impact of
digitalisation and the cloud, and the role of
CIOs. “With the arrival of the cloud, people
can just go online and get a commodity-type
solution. And the role of CIOs has become
more strategic. This means the channel must
be presenting more complex solutions, and
must be capable of offering the right level of
skills and resources to the customer. Here,
skills becomes a critical differentiator – if you
don’t know what you’re talking about, it’s a
deal breaker, whether you’re talking to the CIO
or the IT director.”

“Organisations tend to
remain with existing vendors
unless their products
and services are dated,
unaffordable, wasteful, the
service quality erodes or
the products and services
don’t fit the current or future
strategy.”
Mervyn Mooi, Knowledge Integration Dynamics
But getting a foot in the door of the CIO’s
office isn’t easy.
“People tend to think they can just pick up
the phone and sell to the CIO, but it doesn’t
work like that anymore,” he says. “The role of
the CIO has evolved significantly over the past
ten years, and CIOs don’t keep the lights on,
they don’t buy technology and they don’t take
cold calls.”
What CIOs do, says Wilson, is make
strategic, forward-looking buying decisions,
thoroughly research a range of appropriate
solutions, and prefer to engage with respected
and recognised industry experts.
Wilson says: “If you’re aiming to go in
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Teaching tech
Boost the value of your brand and
customer buy-in by introducing a training
element to further grow the business.
BY RODNEY WEIDEMANN
PHOTOGRAPHY 123RF

So how do you do it?

E

stablishing a channel brand that resonates with its market takes
a lot of time and effort. However, once achieved it’s possible to
leverage that brand further. And one way of achieving this is by
adding a training element.
By empowering customers through training, the organisation is able to
add depth to its offering, enhance brand buy-in and increase the number
of skills available to use its solutions. Such training can be delivered
with either a specific solution focus, or by delivering wider resources
and knowledge to enable customers to broadly utilise the products and
solutions to meet their needs.

38

Goutam Dev, head of education for SAP Africa, explains that
technological advancement and digital disruption are changing the world
at a fast pace, and this creates a market opportunity.
“Such rapid progress has generated a clear skills gap, and it’s
crucial we don’t underestimate the human element required to assist
organisations in their adaption to digital disruption. In today’s digitised
environment, we’ve reached a point where continuous learning is
becoming a life-long necessity,” he says.
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According to Pragasen Moodley, a director at Oracle University Africa, the
greatest challenge towards establishing a training unit for any business
is to first understand where in the training ecosystem your business unit
would want to participate.
“There are various entry points, whether it’s as a training reseller,
training delivery centre, certification centre or even as a training content
development business, to name a few. Each of these entry points offer
individual opportunities and challenges,” he explains.
“Going for the all-under-one roof model does offer economies of scale
and purpose, but this decision depends on the value proposition that the
business presents to capture share of the market.”

HELPING TO ACHIEVE A RETURN
According to SAP’s Goutam Dev, while many partners are focused on
providing technological solutions, few are specialised and focused on
user-enablement and adoption. And in so doing are missing a trick.
“The partners that offer this additional service are successful because
they’ve built a niche for themselves in the market. Customers that are
properly enabled are more likely to achieve the desired user adoption
and the planned return on investment from their purchase. This
translates into partners that reap the financial rewards related to return
and referral business.”

Making money

There’s no doubt that an effective training programme can help to set
the reseller apart in the marketplace, suggests Traci Maynard, Microsoft
executive at Axiz.
“If done correctly it can even be a revenue spinner. However, the key to
a successful training programme is to get people in your teams to commit
to assisting with such training, so that you can build out a solutions
practice – this way you will be able to differentiate yourself via a unique
offering,” she says.
Moodley agrees, pointing out that a systems integrator may have
highly-qualified resources that can be repurposed to assist with
delivering skills from the consulting side of the business. Getting the
right experts involved in training will help the programme to create
sustainability, and the end-customer will definitely appreciate the access
to such expertise.
Furthermore, he suggests that the key to a good programme is quality.
This is necessary to differentiate yourself from the crowd. After all, he
says, quality is king when it comes to the end-customer, so systems
integrators and resellers need to get these end-customers up to speed
with high-quality training. At the same time, he’s adamant that such a
training programme should not be a cost centre to the business.
“To be truly effective, any training programme simply must run for
profit – it’s not a case of it could be an additional revenue stream, so
much as it’s vital that it is. The programme needs
to be able to demonstrate value, stand on its own
two feet and position itself as a viable business.
It’s not necessary for it to generate huge amounts
of revenue, because it also offers enormous value
in other ways to the business, but it won’t be
viable if it’s a cost to the business,” says Moodley.
“Ultimately, you’ll be providing a means of
creating additional skills in the IT marketplace, as
a whole. This is beneficial to the bigger picture of
skills development and will enable you to position your business as an
advisor – not only to individual customers, but to the market as a whole,”
he adds.
“Training is a critical function within the business, and organisations
that fail to approach it as such often experience costly setbacks. On the
other hand, the organisations that understand this are also the most
successful ones,” says Dev.
“In my opinion, training and education should be a board-level topic,
and there’s evidence that those partners delivering such training are
reaping the real rewards. In fact, we’re seeing an increasing number that
are now employing chief learning officers, whose main role is to manage
this function and give it the necessary attention and priority it deserves,”
he concludes.

“In today’s digitised environment, we’ve reached
a point where continuous learning is becoming a
life-long necessity.”
Goutam Dev, SAP Africa

Another important aspect is the identification of your target market,
he continues. Consideration should be given to whether the training
business unit intends approaching a particular business vertical or
market segment, as there’s a huge difference in setting up and running a
cross-industry enterprise training business, as opposed to a consumer or
skills development training business.
“The modality of traditional instructor-led training comes with the
bricks and mortar overheads, but also addresses the tangible value that
the African training market demands. Digital training delivery and online
subscription-based training provides alternative modalities of delivery,
but these come with the overheads of costs associated with connectivity
and the quality thereof.”

Q4 2017 |

39

BUSINESS

Boosting the
back-office

VASILIY KOVAL, 123RFCOM

In the second of this three-part series we look at how channel
businesses should embark on a journey of digital transformation
to optimise their own operations.

BY TAMSIN OXFORD
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D

igitalisation is key, especially when
unlocking the door of competitive
potential for smaller players, because
it puts their processes and capabilities on a
par with the big guys. However, whenever
small companies hear the term ‘digital
transformation', they also hear: 'expensive',
'complicated' and 'confusing'. So where’s
the channel realistically supposed to start
transforming itself, and with what?
Cassie Lessing, CEO, Strato IT Group, says:
“There’s almost no limit to what could or
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should be digitised. Digitalisation facilitates
operational efficiencies and removes laborious
and error-prone manual tasks.”

Building a foundation

Invoices, proof of delivery, weighbridge tickets,
tip tickets, purchase orders, cost estimates
– these are just some of the areas that
could benefit from digitalisation. For small
companies, this could simply mean creating
a shared drive or intranet and some rules
around what’s shared, and how it should be
used. Not only does this support efficiencies,
but the wealth of business data obtained
during the process can make a significant
difference to how business leaders make

decisions around employees and strategies,
once they’re digitally accessible.
“Digitising these areas puts a premium
on companies accessing the data easily, but
also ensures businesses can rely on it being
available immediately and accurately,” says
Jurgen de Jongh, head of pre-sales, Enterprise
Services Group, Ricoh SA. “It’s crucial,
foundational business stuff.”
While getting paper digitised is a key part
of the digitalisation process, it isn’t the whole
of it. Content services platforms can be used
to capture and manage all information across
reports, emails, data streams and content from
other systems. Technology automation can
be used to ensure information management

Digitalisation
under the spotlight

quoting and invoicing improve customer
satisfaction, speed up payment and ensure
compliance?”
Chris Daffy, COO, MobileData, adds: “Look at
what takes the most time in your organisation
and consider finding a digital alternative. Move
to IM, video calling, meeting applications –
tackle what makes business sense and only
move onto more gadgets when there’s a solid
need and a suitable budget.”

Show me the money

Along with the ‘what’, the channel
should also ask ‘how much’? Return on
investment (ROI) must walk hand in hand
with digitalisation; after all, the goal is to

enable efficient disaster recovery, ensure
compliance and enhance the customer
experience. This can lead to cost savings from
reducing paper consumption, at the same time
eliminating some services, leading to improved
service delivery, which can potentially open
new markets.
“Distributors are under far more pressure
to add value in terms of sales and technical
expertise than ever before,” says Tamzin
Gray, Epson business manager, South Africa
and SADC. “Capitalise off this and put your
customer first. Map out your ability to
digitise and fund this using your traditional
business.”
So how does the channel go about
planning for transformation?
Implementing change is complex,
requiring foresight and patience.
It’s also described by Robin
Sharma – international speaker on
leadership and personal mastery
– as ‘hard at first, messy in the
middle and gorgeous at the end’.
“Digitalisation is here and
companies wishing to stay ahead of
the curve need to have a vision of
a new and digital way of working,”
says Williams. “View digital
transformation as a journey rather
than a project, with milestones that guide
the channel to the ultimate goal, and talk to
your people. Get the people who will use the
systems involved from the very beginning and
ask for their input and ideas. This helps build
end-user buy-in and vastly increases achieving
full adoption.”
Digital can transform every aspect of the
channel business and its processes. The goal
is to choose the ones that count, implement
them with finesse and pay attention to the
bottom line. Don’t digitalise because the other
guy did it, digitalise because it makes the
business more efficient and profitable.

“View digital transformation
as a journey rather than a
project, with milestones
that guide the channel to the
ultimate goal, and talk to
your people.”
solutions capture files from physical locations
and reduce data entry requirements.
Dashboards are also valuable tools that can
support the business in collating numbers
and producing data that’s more visual and
digestible, and can help in monitoring targets,
performance and numbers.
“Most information-related processes can be
digitalised so often it’s more difficult for the
business to know where to get started,” says
Monique Williams, Hyland Southern Africa
regional manager. “To get it right, the channel
should ask which specific processes are too
manual or paper-heavy? And which processes
are essential to the success of the business?
For example, would digital client records,

Monique Williams, Hyland Southern Africa
transform for efficiency and productivity,
not for increased expenditure. One clear
advantage of digitalisation is that information
is accessed easily, allowing businesses to
make measurable improvements and quickly
identify and resolve problem areas.
Benon Czornij, MD, BNRY, adds: “Taking
advantage of technology doesn’t have
to be financially out of reach. The fact is,
transformation is relative. Real ROI happens
when technology solves a business need
rather than a business want.”
A digital solution can facilitate remote
working, lower the administrative burden,
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Should I stay

or should I go?

There are events. And then there are events! Time is money and it can sometimes be a challenge to decide
whether you should attend or not. Decisions, decisions, decisions! Well, look no further than our quiz for
Vendor Attendance Tomorrow (VAT). Apply VAT to each conference you’ve either been invited to attend or are
considering attending. Answer the questions tally up the score and see whether you're kissing the family
goodbye for a couple of days or staying home to binge-watch Game of Thrones.
BY SIMON FOULDS | VISUALS ZACK HOOSEN

The event is:
a invite-only

c

b open to anyone, but some of
the attendees are people
you’re dying to meet

open to anyone but focused on d the equivalent of a buffet in
Atlantic City: open to
a niche topic that’s incredibly
everyone, cheap, and a little
relevant, so you might bond
bit dirty.
with a few good folks

The conference will take place:
a during a slow period for the
company

c

42

during that Lady Gaga concert
you were planning to see

| Q4 2017

b a far-off location you’re

dying to stay over on a
non-holiday weekend and
includes an open bar

d at the same time as your last
quarter close.

The conference is in:
a the city where you live and/or
work

c

in the middle of nowhere but
within two hours’ commute

b a far-off location you’re
dying to visit

d a far-off location that

requires a couple of red-eye
flights and a likely stay in a
boxy hotel room with a view
of the car park.

The event is:

a all-expenses paid, including
travel and hotel

c

too pricey for the company
budget …even if the international speakers will discuss
how you can disrupt your
industry

b free to attend, but expenses
come out of your budget

d going to put the travel
budget into the red.

toolkit

You are:

a a featured speaker
c

b keen to hear about the latest
and greatest

in need of a bit of a refresh
d looking to get away for a
few days from that office
and to mingle with like-minded
colleague with the smelly
souls
food.

Those attending are:
a high-calibre executives from
top listed companies

c

the same people you see year
after year

b a mix of entrepreneurs and
key industry executives
d those you would compare to
used car sales people.

The speakers are:
6.
a) a mix of high-calibre thought-leaders, business disruptors and
a technical
a mix ofgeniuses
high-calibre

b specialised and going to
provide
topical and
business
b)thought-leaders,
specialised and going
to provide some
topicalsome
knowledge
knowledge and insight
disruptors and technical
insight
c)geniuses
people you’ve never heard off, but could be interesting
d)people
people you’venever
seen recently
know they’ll
much of
heard of,and dyoupeople
you’verepeat
seen recently
c the sameyou’ve
script.
but could
be interesting
and you know they’ll repeat
much of the same script.

6.
Will
it make
a) a mix of high-calibre thought-leaders, business disruptors and
technical
geniuses at my job?
me
better
b) specialised and going to provide some topical knowledge and
a insight
you’ll learn from the speakers

b it will give you a renewed
it will
address
theheard
pain off, but could
sensebeofinteresting
purpose and
c)and
people
you’ve
never
you own
about
your
d)points
peoplefor
you’ve
seenjob
recently and youexcitement
know they’ll
repeat
much of
professional future
the same script.
c the same people you see year d the line-up reminds you of
after year
your high-school teachers.

SCORING GUIDE
10 points
each

Who will I meet?
a individuals you can build a

valuable business relationship
with

c

freeloaders who will expect
you to pay for drinks in
exchange for a good laugh

b those in a similar situation to
myself and can assist you
with work-related issues

d fellow delegates who will

moan about the same issues
as last year and also expect
you to pay for drinks.

7.5 points
each

4 points

2 points

each

each

Total scores

40 – 55

20– 30

20 – 30

10– 20

Pack your bags and
kiss the family
goodbye!

Worth doing.

This conference
doesn’t quite meet the
bar. Invest your time
and money in better
bets more suited to
your availability,
resources, and skills.

Do something —
anything — else. This is
a time-waster, not
worth the bother.

points

points

points

points
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ELAINE
WANG,

Rectron
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table

Working
together
There have been big changes in the world of collaboration
software, and technology companies haven’t made a lot
of noise about business collaboration software in the last
few months.
BY ADAM OXFORD
PHOTOGRAPHY KAROLINA KOMENDERA

M

icrosoft’s decision to ditch the name
Skype for Business in favour of
Microsoft Teams marks a drive to
unify collaboration and communication tools
across its entire Office 365 suite. Facebook
wants to be taken seriously as a business tool
with updates to Workplace, and newcomer
Slack is getting slicker with new features like

desktop sharing. Atlassian’s Hipchat has also
been revamped to include audio and video
meetings, task tracking and better integration
with the firms other products, and Google’s
Hangouts has also been updated to be more
business friendly. Dropbox is still trying to
encourage more people to use its native
collaboration tools and not see it as simply
a convenient file sharing space to support
other apps, and even Amazon is offering video
conferencing via Chime.
With so many options – and many of them
free to use – what does it mean for the more
Q4 2017 |
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Your one stop Cloud Solution Provider
partner self-service zone.

We have some new functionality effective late October

New
Annual Billing

Monthly
Billing

New
Free Trials

Technical
Experts
24/7
Support

For more information contact the Microsoft CSP team on

MicrosoftCSP@axiz.com

Transcending Technology | Building Ecosystems

round

table

TROY GERBER,

Karabina

“The perception
was that we’d move
everyone to a mobile
workforce. But
now collaboration
is the future of the
workplace.”
Tiens Lange, Westcon Comstor.
venerable collaboration providers such as
Cisco and Avaya, and what should business
know before buying, selling or adopting a
particular system?
We put these questions, and more, to a
specially convened roundtable of experts.

The changing landscape

Once upon a time, collaboration was part
of unified communications or converged
technologies. But the selling point of
collaboration tools has changed: it’s no longer
about the technology or specific efficiencies or
even enabling remote workers.
“The perception was that we’d move
everyone to a mobile workforce,” says
Tiens Lange, business unit director: unified
communications and collaboration Solutions
division at Westcon Comstor. “But now
collaboration is the future of the workplace.”
“The trend is towards digital transformation
of the enterprise and the move to a modern
workplace,” says Lionel Moyal, business
group lead for productivity and collaboration
solutions at Microsoft. “The reality is there are
a lot of great technologies, but habits have
to change. The new world is about working
more collaboratively. People spend more time
in meetings across multiple teams, so the
method of collaboration has to change.”
Danny Drew, MD at Avaya South Africa
agrees. “We’re starting to see more use cases

D A N N Y D R E W,
Avaya
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A one-stop
mArketplAce
for worldclAss cloud

C

Traci Maynard, Microsoft Executive at Axiz

loud today is the centrepiece of the new, digitally transformed business
landscape, and it’s only going to grow in popularity as time goes on. The IDC, in
fact, predicts that by the end of this year, two-thirds of Global 2000 companies
will have digital transformation at the centre of their corporate strategy.
Therefore, if companies want remain in a position to keep their business growing,
they’ll have to adapt.

It’s clear then, says Traci Maynard, Microsoft
Executive at Axiz, that those organisations
which fail to embrace the cloud in the very near
future are going to find themselves unable to
keep up with their cloud-ready competitors.
“Understanding this, Microsoft’s Cloud
Solution Provider (CSP) programme has
been designed to foster better end-to-end
relationships between organisations and
their reseller partners, while enabling them
to leverage products that are critical to their
ongoing business success. These products
include Office365, Dynamics365 and Azure,
three of Microsoft’s most popular solutions,”
she says.
“With CSP, Microsoft has streamlined
and accelerated its commercial licensing
strategy, and when this is combined with
AxizCloud – our cloud services aggregation
platform – it creates a one-stop marketplace
for world-class cloud offerings.”
Maynard says AxizCloud has been
designed to afford its partners the

opportunity to go-to market more quickly and
easily while requiring less capital investment.
This is because Axiz has made all the
necessary investment for its resellers.
“AxizCloud will provide you with the
infrastructure you need to sell through
CSP, plus our portal includes all the billing
functionality that you may need. As an
indirect provider, we have the systems and
infrastructure in place to provide a robust
level of support, so our partners can focus on
their customer offerings.”
“By providing unique value to your
customers, you’ll be able to realise the
opportunity to differentiate and grow your
business with managed services, which
creates a better value proposition to your
customers,” she continues.
The cloud has a reputation for being scary,
she says, while software licensing is equally
renowned for being complex. AxizCloud and
Microsoft CSP have both been developed
to make it quick and easy to move to the

www.axiz.com | 011 2377128 | MicrosoftCSP@axiz.com

cloud, and for organisations of all sizes to
gain access to the enormous benefits that it
offers.
“Perhaps the biggest benefit for partners
is that with CSP through AxizCloud, they
can offer end-customers the opportunity
to purchase multiple products or services,
while obtaining a single, predictable monthly
bill. In addition, more frequent interactions
with a reseller that delivers a focused bundle
of services will also help strengthen the
critical relationship between customer and
vendor.”
Maynard adds that as the Microsoft SMB
Distribution Partner of the Year for the past
two years, Axiz is well positioned to assist its
resellers to deliver the kind of solutions and
added services that will help businesses of all
sizes to take advantage of the many benefits
outlined above.
“Ultimately, the aim of Microsoft CSP,
delivered via AxizCloud, is to make it easy for
our partners to enable their end-customers
to access leading Microsoft technologies
through the cloud, along with the attendant
additional services by which they’ll be able
to differentiate themselves. This should, in
turn, put these businesses in pole position to
leverage the many and varied benefits of an
increasingly digitised world,” she concludes.

round

table
for collaboration. The technology has been
around for ten years, but it’s never evolved
much beyond video conferencing. Now we’re
starting to be able to show the use cases, the
features, the functions and the business case
for better collaboration.
“Where we are now is trying to educate
our customers about how and why they can
change. They’re blown away by too much
email and too many meetings. We need
education around change,” he says.
Many of the old barriers to collaboration are
being broken down by the consumerisation of
the technology. Video calling no longer feels
unusual for end-users in the way it did ten
years ago. Messaging apps are a way of life.
“The biggest challenge is to get someone off
WhatsApp and onto the tool their organisation
provides,” says Elaine Wang, cloud and
software solutions director at Rectron, “You
need some consistency across an organisation
and Shadow IT is a big problem, especially
with millennials. We have to train them to use
the enterprise tools or they’ll just carry on
using the consumer ones that they know.”
This consumerisation has driven several
positive changes. The business tools are
now as easy to use as the consumer ones,
and increasingly support plugins from other
applications outside of the vendor ecosystem.
However there’s still the danger that a
desktop can devolve into an unusable mess of
different messaging clients.
“What makes pure collaboration work
is ease of use,” says Troy Gerber, digital
workplace lead at Karabina, “If people aren’t
using the technology provided it’s because
what they use outside the enterprise is easier.
But the fundamental aspect is that you’ve got
to instil a culture of collaboration. The tools
are just a way to stay on top of it.”

TIENS LANGE,

Westcon
Comstor

“You need some consistency across an organisation
and Shadow IT is a big problem, especially with
millennials. We have to train them to use the
enterprise tools or they’ll just carry on using the
consumer ones that they know.”
Elaine Wang, Rectron

Building the culture

“Culture plays a huge role in successful
adoption,” says Lisa Schaffer, Atlassian
principal consultant at Obsidian. “I work
with two banks, and their cultures are very
different. A tool isn’t a silver bullet, if a
company wants to fix its processes then the
tool is just a way to drive that. Collaboration
is about human interaction, and we need to
understand that.”
Avaya’s Drew agrees. “It’s about how we
streamline interactions. Vendors and our
partners need to understand this first and the
tech second.”
Bradley Geldenhuys, CEO of GT Consult
says: “All the apps are competitive. Your way
of working has to be mentored and structured
within the business. You have to have a
governance plan if you’re serious. It doesn’t
have to be cemented forever, you can refine it
and adapt to new technology.”
Mint’s modern minds practice head, Henri
Fourie, says: “Enablement is a big issue. Lots
of tools have great functions but people don’t

CONRAD
STEYN,

Cisco
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HENRI
FOURIE,
Mint

PAU L F U R M I E ,

Logitech

LISA
SCHAFFER,
Obsidian
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know how to use them. You can’t just build it
and expect that people will come.”
Building a culture, getting involved in
business process and focussing on ROI helps
end-users to focus in a world of so much
collaboration choice. The good news is that
enterprises realise this and are willing to pay
for the right solution.
“We compete against ‘freemium’ a lot
less these days,” says Marius van Wyk,
operations and technical director at SkyGroup
Communications. “The cost of enterprise
solutions has fallen to the point that it isn’t
an issue any more. ‘Freemium’ is still more
prevalent in the SME space though.”
That said; the SME market shouldn’t be
overlooked states Traci Maynard, Microsoft
executive at Axis.
“The smaller organisations adopt
collaboration tools a lot faster and they have
a higher expectation of the technology,”
Maynard adds. “Larger organisations are much
slower to adapt.”
If resellers and vendors are looking to
help businesses manage long-term digital
transformation, predictability is also an
important selling point.
“Anyone in a serious business using a
freemium product is not serious about what
they do,” says GT Consult’s Geldenhuys. “The

LIONEL
M O YA L ,
Microsoft

round

table

tools may not be there in the morning; at least
Microsoft will tell you when it’s going to kill
things off.”

The security challenge

Perhaps the strongest argument for businesses
to continue to rely on technology partners in
the face of so many collaboration alternatives
is the need for security and compliance.
“A lot of clients are battling with the
technology out there,” says Recia Latief, head
of sales at Intervate. “They’re battling to keep
their communications secured. We need to
help them to understand how to collaborate
within their organisation and outside, and
what the differences are.”
“The cost of governance and compliance
is high, and it takes big investment to do
that,” says Microsoft’s Moyal. “There’s GDPR
(the incoming EU data privacy regulation)

“Anyone in a serious business using a freemium
product is not serious about what they do.”
Bradley Geldenhuys, GT Consult

TRACI
M AY N A R D ,
Axiz

Video natives
One form of collaboration that has evolved
significantly in the past decade is video
conferencing. People are much more
comfortable using video to chat today, says
SkyGroup’s Marius van Wyk. “You could
video call from a phone in 2005, but it wasn’t
considered normal,” he adds
Logitech’s video collaboration lead for
Sub-Saharan Africa, Paul Furmie, agrees:
“Video conferencing has evolved. It’s
beneficial and easy to use. It’s also very costeffective: one of the most important reasons
for people adopting videoconferencing is to
avoid travel, there’s an immediate ROI.”
Axiz’ Traci Maynard adds: “You have to
have engagement from the channel. How do
we make video available at an inexpensive
price that’s easy to use? How do we make
it relevant to partners in the quickest time,
so that it takes less than three minutes to
set up?”
Many at the round table say they use
video conferencing for team calls daily,
replacing the office stand-up meeting with
virtual presence.
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R E C I A L AT I E F ,

Intervate

and PoPI and all these organisations have a
responsibility. As much as they’re encouraged
to go through digital transformation, we need
to impress digital responsibility around data of
employees and customers.”
“We will all have to comply with GDPR
anyway because we’re going to be holding
data on European citizens.” says Conrad Steyn,
sales specialist and engineer for collaboration
technologies at Cisco. This is steering some
away from pure cloud collaboration. “More
firms are saying that they want to control
their own encryption keys and so on, even
when they’re working in the cloud.”
The challenge over control of data is
important, but not an insurmountable barrier
to adoption. Indeed, many of our experts see
it as a key selling point for those solutions that
aren’t based in the public cloud, and can be
hosted locally or in the datacentre.
Indeed, the feeling that we’re left with is
an agreement that collaboration is easier
than ever to do, thanks to widespread
native support in common applications.
But support from vendors and the channel
is still as important as ever if a business is
going to ensure consistency, compliance,
security and – most important of all – build
an internal culture that makes the most from
collaboration tools. And that’s where the
future opportunity lies.
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Imagine
the possibilities
Imagine what your business can do with uncapped and unshaped
connectivity at speeds of up to 1000Mbps. Now imagine that being
delivered over a future-proof fibre network.
With NeoBroadband Fibre, you get:
• A high-speed connection with equally fast upload and download speeds
• A completely scalable and future-proof network that will meet your
growth requirements
• A single point of contact so you no longer have to deal with multiple
service providers
With fibre providing the foundation for your business, it is critical you select an
experienced and trusted provider that understands your unique requirements
Looking beyond the fibre needs of your business, NeoVoice provides you with flexible
carrier-grade voice services. Such is their effectiveness, you will save up to 35% on
your call rates – no mean feat in a budget-conscious environment.

NeoVoice delivers a tailored solution for all your local,
national, international, and mobile calls. You get:
• Enterprise business voice quality
• Flexibility to upgrade and downgrade
• Competitive voice rates

R3 399 (incl VAT)
20Mbps NeoBroadband Fibre with FREE installation
12 SIP voice channels
NeoBroadband Packages
NeoBroadband Fibre

+ 12 SIP

+ 24 SIP

10 Mbps
20 Mbps
30 Mbps
50 Mbps
100 Mbps
200 Mbps
500 Mbps
1000 Mbps
*Pricing are VAT inclusive

Please note:
This pricing applies to all New Customer Orders;
Existing customers that are out of contract; and
Existing customers can qualify if revenue increases from the existing/current MRC.
Normal NeoBroadband promo business rules apply.

Terms & Conditions apply
• 24 month agreement
• Offer is dependent on site feasibility

086 063 6385 www.liquidtelecom.co.za

+ 36 SIP

Channel excellence

partner

awards

PICTURES: SUPPLIED

Microsoft honours its partner network

At its annual partner awards ceremony, held in Sandton, Microsoft named its top partners for 2017.
BUI scooped the most awards (three), while Karabina and First Technology won two awards each.

Winners

Re-inventing
productivity
award; and Data
analytics partner
of the year –
Karabina

Cloud platform
award; Datacentre
partner of
the year; and
Enterprise
mobility and
security partner of
the year –
BUI

Managing
director’s award –
Astel Systems
Software asset
management
partner of the
year; and Licence
solution provider
of the year –
First Technology

Microsoft
consulting
services partner of
the year – BCX
Cloud Solutions
Aggregator
(Indirect) – Axiz

Other winners
* Please note, some pictures also feature executives from Microsoft.
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Sales person of the year – Duncan van
Jaarsveld, BT Global Services
Cloud solutions reseller – XContent
Application development – Tangent
Solutions
Dynamics 365 customer engagement
– Mint Management Technologies

Dynamics 365 operations, GP and
NAV – Chase Software
Learning solutions – Torque IT
Computer Training
Consumer distributor of the year –
Rectron
Education partner of the year – CTU
Training Solutions

INDUSTRY

HPE recognises partner success

The annual HPE Partner Awards 2017 rewarded the achievements of partners at an event in Fourways,
Johannesburg.

Winners

Gold partner of the
year; and Aruba
partner of the year
– Dimension Data

Overall partner
of the year 2017 –
Datacentrix
* Also won
Platinum partner
of the year;
Servers partner
of the year; and,
Services partner
of the year.
Distributor of the
year 2017 – Axiz

Delivery partner
of the year; and
Simplivity partner
of the year – EOH

Silver partner of
the year - Velocity

Alliance partner
of the year –
Accenture

* Please note, some pictures also feature executives from HPE.

Other winners
Storage partner of the year –
Aptronics
Proximity partner of the year –
Compaq Computers
Business partner of the year –
Nambiti

PA R T N E R - R E A DY I N D I V I D U A L AWA R D S
BEST Award – Merwe Erasmus,
Datacentrix
Distribution product manager
of the year - Warren Gordon,
Duxbury
EG sales person of the year Colin Balliram, EOH

Delivery engineer of the year Bhavin Bhaga, Aptronics
Distribution sales person of the
year - Nathan Tierney, Tarsus
Aruba sales person of the year Sergio Filipe, EOH

C O A S TA L P A R T N E R A W A R D S
Coastal ambassador of the year –
Koos van der Merwe, BCX
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IoT opens
new channel
opportunities

T

Mariana Kruger, MTN Business

he Internet of Things (IoT) is the IT industry’s biggest
buzzword since people started talking about cloud
computing, almost two decades ago. While the last few
years have seen an increasing number of IoT solutions
being brought to market, 2017 has marked the technology’s
mainstream arrival.

The IoT marketplace is fairly welldefined for vendors introducing the
solutions, but the channel is still trying
to identify the opportunities that will
make IoT a money-spinner. Mariana
Kruger, Kruger, GM: ICT Converged
Solutions at MTN Busines says there
are entirely new market opportunities
out there for those companies able to
incorporate IoT into their business at
this early stage.
“IoT might not be seen as the kind of
solution that the channel traditionally
invests in, but for those companies able
to think outside the box, it offers the
potential for recurring revenue.”
Kruger says the easiest way to
get into IoT is to develop a vertical
niche and partner with OEMs and
carriers in order to take advantage
of the industry’s complexity and
deliver solutions of value. “We
know IoT is disruptive to business
models, but many companies haven’t

mtnbusiness.com/za | 011 912 3000

considered how that disruption can be
to their benefit. The most compelling
use cases tend to stem from specific
vertical applications, and by focusing
on these with a trusted partner
ecosystem, businesses can open up
entirely new revenue streams.”
In fact, adding IoT to a company’s
portfolio can be seen as a threestep process, she adds. The first step
involves what the channel already
knows how to do – selling hardware.
This can open the door to managed
services, and ultimately lead to data
analysis.
“On the one side, we have the
historical IT channel. On the other
side, we have the channel that has
specialised in less typical IT domains
such as building management
systems, energy management,
datacentres, and so on. The marriage
of these two can lead to creating new
value for customers while opening

up new opportunities. There may
well be a need to upskill staff, but
the end results will be well worth the
investment early on.”
Kruger adds that by its very nature,
IoT allows for products to be turned
into services. This can enhance the
value of a channel organisation’s
existing products, or it can create
entirely new value that wasn’t possible
before.
Partners will be vital in developing
the IoT value proposition in the
channel, she says, as the industry
gains insight into what can be done
with the evolving applications of the
technology.
“Traditional channel partners,
such as VARs, system integrators
and managed services providers, have
been slow to move into IoT because
of the perceived complexity of selling
the technology. Many companies are
still grappling with cloud computing,
mobility and security, so who can
blame them? IoT might seem to be an
impractical next step, but it’s a step
the channel is going to have to make
sooner or later. And the sooner, the
better, to take advantage of the new
opportunities out there.”

Movers and shakers
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Jenewein appointment at
Hitachi Vantara

Epson adds Gray to its
line up

Baker joins Bytes

Moodley becomes Bytes
SI MD

Hitachi Vantara – the new business that includes
what was Hitachi Data Systems – has appointed
Alexander Jenewein as MD and GM for SubSaharan Africa. Jenewein will oversee the
company’s transformation to a customer-centric
organisation.
Tom Pegrume, VP EMEA Emerging Markets
at Hitachi Vantara says: “Alexander brings a
wealth of experience in business growth and
development to the new role, and we trust that
through his leadership the region will continue to
go from strength to strength.”

Chad Baker has been appointed as MD of Bytes
Managed Solutions. Baker will report to Altron
chief operations officer, Andrew Holden, and will
sit on Altron Group's executive committee so as
to have a closer alignment between head office
and the operations.
Baker was previously VP of NEC Africa. In
that role his responsibilities included driving
new business development in Africa; reviewing
business models and adapting to market
requirements through restructures, new
solutions and new commercial models; and
achieving revenue growth and profit targets.

Tamzin Gray has been appointed as Epson
business manager for South Africa and SADC.
Gray started her career in the South African
distribution industry in 1996, and has worked at
IBM, First Distribution and Lenovo.
At IBM, Gray worked as an executive
responsible for the strategic management of
the overall distribution channel business across
hardware, software and services business. She
has also held the position of Lenovo’s country
channel manager. And most recently was GM,
regional executive Gauteng for First Distribution.

Leslie Moodley, formerly managing partner for
IBM’s Global Business Services practice in South
Africa, has been appointed as MD of Bytes
Systems Integration.
At IBM, Moodley restructured the practice
to focus on key industries and offerings, and
introduced new partners and associate partners
to rebuild the leadership team. He has a proven
track record of building teams that deliver
profitable revenue growth.
Prior to this, Moodley was the business unit
executive and consulting executive at Gijima and
was also a partner at Deloitte.

Tugendhaft is Alviva’s
new Chair

Following the resignation of the group’s founder
Arnold Fourie, Ashley (Oshy) Tugendhaft, has
been appointed as the new non-executive
chairperson of Alviva.
Tugendhaft has had a long-standing
association with the company having served
the board in various capacities including nonexecutive director, deputy chairperson and a
member of the remuneration committee. He also
serves as a non-executive director and deputy
chairman of Imperial Holdings Limited.

BCX gets Rabana as CDO

Rapelang Rabana has been appointed as chief
digital officer at BCX. Rabana’s broad experience
has been gained through her previous roles,
including founder and CEO of Rekindle Learning,
a learning technology company, and as an
executive director of Nisela Capital, a SubSaharan African advisory, asset management
and private equity firm.
As chief digital officer, Rabana will be
responsible for driving innovation at BCX,
while playing an integral role in developing the
digital strategies for key customers. Rabana will
continue to serve as a non-executive chairperson
for Rekindle Learning and non-executive director
of Nisela Capital.
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CLOSING
THOUGHTS

Changing to a
digital channel
There’s much industry chatter about digital
transformation, but often as a high-level
catchphrase with little actual detail. What are
the practical implications for the channel?
BY CRAIG BRUNSDEN, MD, AXIZ

D

igital transformation is an evolutionary
journey filled with uncertainty.
We don’t know what the time to
destination will be because the digital
maturity of each organisation varies and
every journey starts from a different place.
Everyone’s destination is different too. While
we can expect to face certain trends and
challenges along the way, we don’t know
what each journey will hold. This is a time for
caution, but also optimism.
As the channel, we’re the technology
experts and should invest in digitally enabling
ourselves before we guide our customers
through the process. The digital shift is
fundamental, so we need to have experienced,
or at least started, the transformation
journey ourselves to bring true value through
understanding.
Already, ‘small business South Africa’ has
started making the transformation. Customers
and channel companies alike are investing
in cloud, because they’ve started seeing the
returns. These companies jump on the web
and spin up cloud services rather than invest
heavily in their own infrastructure.
In just nine months of operations, a third
of Axiz’ Microsoft income comes from digital
transactions for cloud services. This isn’t just
hype anymore, money is being made from the
digital approach.
We’re also starting to see the rise of 'born
in the cloud' resellers transacting through our
digital platform. These are resellers that we
didn't know existed before and have never
met or worked with. There’s probably also an
end-user community that partners don't know
about, but one that can be tapped with the
right offerings delivered in the right way.
So how do you capture this new market
potential? How do you change from selling
a one-off, high-cost product to a repeatable,
lower-cost service? While the use case for
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hardware isn't going away, procurement of
it might be radically different in a year’s time
to how it’s done today. If a CIO can procure
products and services digitally and buy as he
needs to, then what are the conversations the
reseller has with him in future?
You could view this as the channel being
disintermediated. However, I believe the
channel is still the only route to connect the
dots, unless CIOs are brave enough to do
it all themselves. Helping CIOs to manage

these problems. This will require a mindshift.
We’re moving the traditional ecosystem from a
procurement-centric hierarchical supply chain
to one that collaborates and is more bilateral
and trilateral, as vendors, distributors and
resellers look to each other to assist. Specialist
integrators will also start partnering with other
specialists to serve the same customer.
Channel organisations will need to be more
agile and adaptable. Consider what your core
business is. It's easy to say what you sell, but
does that define what you actually
mean and deliver to your customers?
And how do you rebalance and
retool your workforce as the market
changes and your strategy adapts?
At Axiz, our workforce is roughly
the same size today as it was a year
ago, but the balance is changing.
The function and nature of what
they’re doing is different; for example, we
employ more developers today than ever
before. Another way we’ve had to adapt to
the changing environment is restructure our
account management so that Red Hat and
Microsoft partners are now being considered in
partnership rather than as disparate groups.
On this journey, it’s time to wave goodbye
to the stereotypical ‘bakkie brigade’ who
drives around to each of the disties to find
the best deal, and say hello to the new
channel. It’s one that’s still seeking commercial
opportunities, but is now filled with advisors
collaborating, rather than competitors trying
to dump the box first.

“Customers and channel
companies alike are investing
in cloud, because they’ve
started seeing the returns.”
their increasingly complex environments
and integrating the right solutions provides
opportunity for the channel. Most CIOs will
need skilled advisors to fix things when they
don’t work, or help to extract the most value.
Instead of trying to sell the CIO a rack of
servers, help them to liberate their own data
by working out what the data in their racks
means.
Going digital isn't going to solve everything;
in fact, it's going to create more problems. As
an industry, we don't yet have all the answers
on how to deal with the new challenges and
opportunities. However, what we will see is
increased cross-channel collaboration to solve
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