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Security: uncertainty in digital
transformation

T

he wider movement towards digital
transformation, and all of the
component parts, provides significant
sales opportunities for most of the channel.
Digital transformation also moves forward
organisations by infusing and integrating
technology across more business processes,
with the theory it makes them more efficient,
agile and profitable. Every organisation
is different, and so too is their digital
transformation journey. However, the one
certainty of this increased digital estate is that
the potential attack areas for cyber criminals
have also increased.
Cyber security is one area of concern that’s
obviously not going away. You only need to
look back at the past two to three years of
news headlines and you’ll see that the number
of high-profile companies that have fallen foul
of hacks continues to grow at a frightening
pace – from the old-fashioned bricks and
mortar companies like Marriott hotels and
Liberty, through to the tech and digital players
that you’d imagine had the best cyber security
available, such as Apple and Facebook.
In this edition of The Margin, our main
theme is around cyber security, as it’s an area
that will only continue to grow in demand, and
offer potential opportunities for the channel.
The subject under investigation in our
analysis piece in this edition is also something
that the channel needs to keep an eye on. We
look at the ongoing trade wars between the US
and China. Both ZTE and Huawei have suffered
in different ways thanks to the administration
of US president Donald Trump. And then there’s

Kaspersky Labs, which was subject to a ban
of its solutions being used on US government
equipment, thanks to its actions in Ukraine
and rising paranoia about interference from
Russia in US political issues. While there’s some
interest locally about how this escalates, we
need to consider how much any of this might
affect us in South Africa. Can we expect any
local clients to start following suit and making
decisions based on their connection to a
particular nation state?
Another topical issue is the ability of the
channel to deal with shortages, which will
continue to remain in focus as Intel struggles
to supply sufficient 14nm and 10nm CPUs for
entry-level PCs into 2019. We’ve seen it before
with GPU shortages last year when crypto
miners started buying up the components,
leaving gamers frustrated with the lack of stock
available, and pushing prices up. Of course, with
the CPU market, there are more competitors so
this opens up opportunity for other CPU players.
There are some other great stories in these
pages, including a look at IoT and blockchain
and its impact on the logistical side of the
channel. And because it seems no issue of The
Margin would be complete without dipping
into the impact of the cloud, we also look at
the market for selling servers in the cloud era,
what serverless is all about and our roundtable
focuses on Software-as-a-Service.
My final note here is literally my final note
here, as the time has come for me to hand
over the reins of the publication to our online
editor Matthew Burbidge. I’ve been involved
with The Margin since inception in 2012, and

it’s a publication I’ve got great affection for
and had great fun working on, because the
channel is such a fascinating area and one I’ve
thoroughly enjoyed digging into. I‘m sure I’ll still
be working on some stories for The Margin,
and Matthew will continue to bring you topclass, relevant stories. In closing, I’d like to
wish each and every one of you a happy and
prosperous new year.
Happy reading

Adrian Hinchcliffe
Editor
adrian@itweb.co.za
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Booth’s
bulletpoint bulletin
Market watch

Compiled by Paul Booth, Simon Foulds and Adrian Hinchcliffe

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

International deals

• Accenture has been on the acquisition trail again. It has acquired: DAZ
Systems, a provider of Oracle ERP cloud services; Intrigo Systems, a
provider of advisory and systems integration services for SAP enterprise
and cloud solutions; Kaplan, a Stockholm-based provider of data-driven
CRM services; Kolle Rebbe, a German creative digital agency; New
Content, a Brazilian content marketing agency; and, TargetST8 Consulting,
a financial services consulting firm specialising in corporate and
commercial lending. Accenture also invested in Quantexa, a data analytics
firm that provides technology solutions to uncover new intelligence.
• Apple bought the power-management technology part of Dialog
Semiconductor's business for $600 million; Spektral, a Danish visual
effects startup, for more than $30 million; Asaii, a music analytics
startup; and, Silk Labs, an AI startup focused on personal assistant
technology for smartphones and smart home devices.
• Autodesk bought PlanGrid, a construction productivity software
company, for $875 million.
• BlackBerry purchased Cylance, an AI and cyber security company, for
$1.4 billion.
• Citrix bought Sapho, a startup with an intelligent portal for engaging
employees, for $200 million; and UK-based Ensoft, a networking
software company.
• Capgemini acquired June 21, a consulting firm specialising in digital
marketing.
• DXC Technology bought TESM and BusinessNow, two ServiceNow
partners; and argodesign, a design studio and consultancy.
• Fortinet bought ZoneFox, a threat analytics startup.
• Hewlett Packard Enterprise acquired BlueData, a provider of software
that transforms how enterprises deploy artificial intelligence and big
data analytics.

IBM acquired open source
software and services company
Red Hat for $34 billion.
• Infineon Technologies purchased Siltectra, a German startup that
has developed an innovative technology to process crystal material
efficiently and with minimal loss of material.
• Juniper Networks bought HTBASE, which has developed a disruptive
platform for software-defined enterprise multi-cloud.
• Kaseya has purchased Spanning Cloud Apps, a specialist in Softwareas-a-Service-based backup and recovery.
• Private equity firm KKR has bought MYOB, an accounting software
company, for $2.6 billion.
4
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• Kofax acquired Nuance Document Imaging, a division of Nuance
Communications.
• Microsoft bought FSLogix in a move designed to extend Office 365
virtualisation capabilities; and XOXCO, a company that builds bots and
conversational tools; it also invested in Singapore-based ride-hailing
company Grab.
• MongoDB acquired mLab, a US-based cloud database service.
• NTT Data Services acquired Canada-based Sierra Systems, a
provider of a full range of IT consulting, systems integration and
application managed services; and also bought a 55.35% stake in Atom
Technologies, a payment services provider.
• Opera invested in StarMaker, a fast-growing social media company.
• Oracle purchased Talari Networks, a provider of SD-WAN technology.
• Palo Alto Networks bought Redlock, a cloud security startup, for $173
million.
• Red Hat acquired NooBaa, an early-stage company developing
software for managing data storage services across hybrid and multicloud environments.
• Samsung Electronics bought Zhilabs, an AI-based network and service
analytics company, to enhance the former's 5G capabilities.

	SAP bought Qualtrics, an
analytics startup, for $8 billion.
• SAP bought Contextor SAS, a company specialising in the design and
integration of robotic process automation.
• SoftBank's AI business DeepCore made a $29.5 million investment in
startup Engineer.ai; it also made a $500 million investment in ridehailing firm Grab.
• Software AG purchased Built.io, a US-based integration Platform-asa-Service company.
• Symantec purchased Appthority, which offers comprehensive mobile
application security analysis; and Javelin Networks, a company that
offers software to defend enterprises against Active Directory-based
attacks.
• Talend acquired Stitch, a player in the self-service data integration
market.
• Private equity firm Thoma Bravo bought Veracode, provider of nextgeneration application security testing, for $950 million; Imperva, a
cyber security specialist, for $2.1 billion; and purchased a majority
stake in Apttus, a provider of a middle office platform that allows
enterprises to automate and optimise revenue and CRM processes.
• Twilio bought SendGrid, an email technology firm, for $2 billion, and
Ytica, a long-time partner that provides highly customisable contact
centre reporting, speech analytics and workforce optimisation.

upfront

• VMware purchased Heptio, a leader in the Kubernetes ecosystem.
• Western Digital Capital, the strategic investment fund of Western Digital,
invested in Kaminario, a leading cloud storage software company.
• Zendesk purchased FutureSimple, the company behind Base, which is
known for building modern, easy-to-use sales force automation software.

International developments

• Alibaba plans to set up a new semiconductor company to focus on
customised AI chips and embedded processors to support its growing
cloud and IoT businesses.
• Apple persuaded a Federal Appeals Court to throw out a $234
million damages award in favour of the University of Wisconsin's
patent licensing arm for infringing the school's patent on computer
processing technology.
• Semiconductor giants ARM and Intel have agreed on a strategic
partnership to work together to manage networks of connected
devices from both firms, clearing a major stumbling block to market
growth of IoT.
• Hong Kong-based fund manager Baring Private Equity Asia made a
$450 million investment in Japan-based Pioneer.
• Cloudera and Hortonworks have entered into a definitive agreement
under which the companies will combine in an all-stock merger of
equals.
• GE has significantly reduced its stake in Dell-backed Pivotal
Software.
• Lenovo and NetApp formed a strategic partnership focused on highperformance computing and flash storage solutions.
• A US federal judge has ruled Qualcomm must license some of its
technology to competitors such as Intel.
• Samsung Electronics plans to invest $22 billion in AI technology by 2020.
• The US government, under President Donald Trump's administration,
has acted to cut off Chinese state-backed chipmaker, Fujian Jinhua
Integrated Circuit Co, from US suppliers amid allegations the firm
stole intellectual property from US semiconductor company Micron
Technology. The US has also reached out to foreign allies, trying to
persuade telcos in these countries to avoid equipment from China's
Huawei.

Local deals

• In a deal worth R80 million, Adapt IT Holdings acquired Conor
Solutions, which provides turnkey solutions to mobile operators,
financial institutions, enterprises and SMEs in Africa and South
America.
• Connection Telecom, a South African public cloud communication
solutions provider, acquired 51% of Analog and Digital Communications,
an independent provider of private branch exchange and contact
centre voice solutions.
• UK-based Enterprise Outsourcing, a provider of IT solutions and
managed online services, bought PwC SA's technology solutions
division of its Managed IT Services business.
• MTN Group acquired music-streaming provider Simfy.
• Partner Tech Corporation, a subsidiary of the Qisda Group, acquired
local distributor Corex.
• Silversoft, a provider of enterprise software and information solutions
for project-based and professional services firms, purchased Magnetic,
an agency management software firm based in Cape Town.

Local developments

• Altron and Huawei Technologies announced a global Internet of
Things partnership to deliver solutions for businesses in SA and the
rest of Africa.

• Amazon Web Services plans to open an infrastructure region in SA in
the first half of 2020.
• Broadband Infraco has partnered with Angola Cables to facilitate
internet connectivity within South Africa and the rest of the
continent.
• Arcserve, a data backup and availability company, has opened a
branch in Johannesburg to serve the Southern Africa region.
• Private equity firm Conexus Capital Growth Fund made a R27 million
investment in AltX-listed digital solutions company, Etion.

The Department of
Telecommunications and Postal
Services and Department of
Communications will merge into
one unified ministry under the
leadership of minister Stella
Ndabeni-Abrahams.
• Private equity firm Ethos is looking to raise R1 billion to invest in
South African companies involved in artificial intelligence.
• JUMO, a South Africa-based fintech firm, plans to expand in highgrowth Asian markets after securing the backing of Goldman Sachs
in an equity funding round.
• Naspers has introduced Naspers Foundry, a R1.4 billion initiative
established to boost SA's technology sector.
• T-Systems South Africa is walking away from a R1.5 billion contract
with Transnet, and is dropping an ongoing legal battle, allowing
Gijima Holdings to be awarded the contract.

African deals

• South African-based private equity firm Harith General Partners is
buying into a fibre-optic cable network in Malawi as it invests more
than $1 billion in infrastructure on the continent.
• Liquid Telecom has taken sole control of its Zambian subsidiary CEC
Liquid Telecom.
• Seacom acquires national open access fibre provider FibreCo.
• Nigerian-based Teleology Holdings acquired Uganda Telecoms for
$71 million.
• Terragon, one of the biggest data and marketing technology firms in
Africa, bought Singapore-based mobile technology firm Bizense.

African developments

• Mara announced the production of the Maraphone, the first madein-Africa, full-scale smartphone, soon to be manufactured in SA and
Rwanda.
• Net1 UEPS Technologies and QR-code payments specialist Zapper will
launch a new company, called ZappGroup Africa, to white-label and
expand Zapper's technology across Africa.
• Six global investors, including SoftBank, Warburg Pincus and Temasek
Holdings, have made a $1.25 billion investment in Airtel Africa, a
subsidiary of India's Bharti Airtel.
• Egypt's first smartphone maker, Silicon Industries Corporation
(SICO), which already exports to the Gulf, aims to start selling phones
in Kenya, Morocco, the Democratic Republic of Congo, SA, Nigeria,
Mozambique and Ghana.
• A new subsea cable linking the remote African islands of São Tomé
and Príncipe with Equatorial Guinea has been launched.
Q4 2018 |
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Figuring it out

A roundup of the latest industry forecasts, statistics, trends and predictions.
Compiled by Paul Booth, Simon Foulds and Adrian Hinchcliffe

What’s up?

Global IP traffic is expected to triple by

What’s down?

4.8 zettabytes

2022, reaching
of traffic per year, according to Cisco's
Visual Networking Index.

Spending on digital transformation in the Middle
East, Turkey and Africa region will cross the

$20 billion mark this year, estimates IDC.

This figure will more than double over the coming
years, passing the

$40 billion mark by 2022.

Global spending on robotic
process automation
software is estimated to
reach

$680 million
in 2018, an increase of

57%

year-on-year,
according to Gartner.

Smartphone sales in
SA rose by around

16% to
3.15 million
units in Q3 2018

compared to the same
quarter last year,
according to GfK.

End-user spending on wearable devices is

forecast to reach $42 billion in 2019,
of which $16.2 billion will be on
smartwatches, says Gartner.

IDC forecasts that global
spending on cognitive and
AI systems will continue
its trajectory of
robust growth, with
spending reaching

$77.6 billion

$528 million in

$24 billion

$26 billion in 2022,
at a CAGR of 118%,

in 2022, more than three
times the

2018 to

forecast for 2018.

according to IDC.

Shipments of cellular
IoT devices are forecast
to grow at a CAGR of

The global
semiconductor
industry revenue

23.2% to reach
1.1 billion units in
2023, according to Berg
Insight.
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grew 7.4% sequentially
in Q3 2018, reaching a record

$129.8 billion,

according to IHS Markit.

Africa's mobile phone market

Digitimes Research says
global server shipments will

quarter-ondeclined
quarter in Q3 2018, according
to IDC.

fall
sequentially in Q4
2018, due partly to the impact
of the US-China trade war.

2.1%

9%

Global tablet shipments are expected to

4.3% year-on-year in 2018 to
145.5 million units, says

decline

TrendForce.

What else?

CCS Insight released predictions for the tech
industry in 2019 and beyond:
• At least three countries will ban or restrict forms of semi-

autonomous driving by next year, due to concerns about the
immaturity of the technology and safety risks.

• At least five major cities will collect waste using autonomous
robotic trucks in the coming years.

• Folding-screen mobile phones will remain a niche category
for a decade, although innovation behind the screen will
continue at a furious pace.

• Behavioural biometrics will add extra security to

smartphones with the unlocking of a phone using a
fingerprint or an iris scan becoming more commonplace. A
new layer of security in behavioural biometrics will emerge
where the phone can recognise users by the way they type,
scroll or talk on the phone.

• Amazon will make another major acquisition by the end of
next year, probably a big European retailer.

• Pet trackers will be big business, with the expected launch

next year of a small tracking device that can be attached to
a dog or cat collar and will be sold at little more than cost.

Column

A Goldstuck

The four tech superpowers to watch

I

f you want to query which technologies
will be big sellers in the near future, there
are few better sources than a man who
has been intimately involved in some of the
best-selling technologies of all time.
Pat Gelsinger, CEO of cloud management
software leaders VMware, led the Intel team
that developed the 486 processor after he
became the chip giant’s first CTO. He was also
closely involved with developing the USB drive
and WiFi into commercial product categories.
“These are the technologies of my early
career that touched more of humanity than
any other,” he said during an interview at the
VMworld cloud conference in November.
“Now, obviously, it’s cloud and mobility;
both have become extraordinarily
scalable applications and platforms for
industry. In many ways, we’re just getting
started. VMware currently runs 60 million
workloads, and soon it’s going to be a 100
million. I’m challenging the company to reach
a billion.”
These aren’t just success metrics for
VMware: the numbers represent the
massive acceleration of applications going
into the cloud, and the potential for entire
categories of on-premise hardware to
become redundant. However, it will also
mean a rapid increase in the demand for
cloud management software, and cloudnative applications.
The channel will need to adapt rapidly
to this world in which hardware is minimal,

and software is rented and scaled on
demand. The good news is that almost
entirely new categories of software are
emerging, as well as hardware that will be
able to take advantage of a more nimble IT
infrastructure.
This revolution has already begun, is
accelerating fast, and still has tremendous
room for new players or those evolving into
new areas of technology.

“We’re in for a very robust decade in
technology. Unquestionably, we’re in a
phase of acceleration and we’re already
feeling the impact. The economic growth
rate is an indicator. The growth rate in
tech is two times that of GDP around the
world, and in enterprise software, it's
three times.”
The three sectors that have tended to
lag behind in Africa are ripe for taking
advantage of this acceleration –
and therefore ideal fishing waters
for the channel. Said Gelsinger:
“Health, education and agriculture.
Those are the opportunities where
we can leap ahead.”
But it doesn’t stop there. It’s
potentially open season in every
sector.
“The reason is that every
business has to become a
technology business. I was
speaking to a real estate company that said,
‘We were a real estate business that was
in technology, but we will eventually be a
technology company that is in real estate’.
In the same way, banks are beginning to
say that they’re a technology business that
happens to manage money.”
Little wonder that the man who helped
reinvent Intel and re-energise VMware is
still enthusiastic about coming to work:
“This is my 38th year in tech,” he said, “and
I’m as fired up as ever.”

The channel will need to
adapt rapidly to this world in
which hardware is minimal,
and software is rented and
scaled on demand.
“The four superpowers are cloud, mobile,
AI and the Internet of Things. For every one
of those, we still have very long runways for
acceleration, and they’re causing each other
to become more powerful,” said Gelsinger.
“If you have more cloud, you need more
computers for AI. If you have more AI, you
have more use cases for edge computing and
IoT, and that creates more data for the cloud.”
It’s almost as if IT becomes self-generating
and self-innovating, leading to an explosion
in services and use cases.

Arthur Goldstuck is the founder of World Wide Worx and editor-in-chief of gadget.co.za.
F o l l o w h i m o n o n Tw i t t e r a n d I n s t a g r a m o n @ a r t 2 g e e.
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Trade wars
and the channel
The USA is leading the world to economic nationalism
and South Africa will get caught in the crossfire.
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by Ciaran Ryan
ILLUSTRATION Zack Hoosen

products. Kaspersky responded by making
its software code available to responsible
stakeholders and moving some of its
operations from Russia to Switzerland as part
of a charm offensive to win trust.
Another company to face the wrath of US
sanctions was Chinese telecoms operator
ZTE. Earlier this year the US imposed a trade
ban on ZTE for violating sanctions on Iran
and North Korea, but then started to relax
the sanctions after an agreement with the
US Commerce Department. More recently,
Chinese vendor Huawei has become a target
for the Trump administration.

W

hen South Africa held its first
democratic elections 24 years ago,
the country was invited to join the
global trade movement from which it had
been barred for decades.
South African companies rushed to
diversify their businesses to the point where
more than half of the revenue from the JSE
Top 40 companies is now generated abroad.
This makes business sense: diversification has
protected South African-based companies
Political climate
from weakening economic conditions at home.
Speaking at the Canalys Channel Forum 2018,
Globalisation became the unchallenged
the analyst company's CEO Steve Brazier
mantra of our age. That all changed with the
highlighted the challenges of the changing
arrival of Donald Trump in the White House
global political climate. "You’re going to have
in 2016. He tapped into a suppurating wound
to take some political stands. Simple things
that had gutted once thriving industrial
like, will you promote Chinese clouds or not?
towns across the US hinterland as jobs were
Europe sits between the US and China in
offshored to China in the preceding decades.
terms of a tech battle. Mostly you don't care,
The US trade deficit with China in 2017 was
but your customers might care and you’re
around $350 billion, with technology and
electronics accounting for nearly half
of that.
Trump wants to bring jobs back to
the US and has chosen trade tariffs as
his weapon of choice. He has slapped
higher tariffs on $50 billion worth of
goods coming from China, and is looking
at expanding this to $200 billion. So
far, 279 product categories have been
affected. China has responded with titfor-tat tariff increases on US goods with
Steve Brazier CEO, Canalys
a value of $50 billion.

“You’re going to have to
take some political stands.
Simple things like, will you
promote Chinese clouds or
not.”

Downside

This isn’t confined to the US. South African
companies are witnessing the downside of
globalisation. MTN was one of South Africa’s
greatest business successes, with operations
spanning Africa, the Middle East and Iran.
Earlier this year the US imposed sanctions on
Iran, forcing banks and other companies to
scale back their involvement. Companies doing
business with Iran will be barred from the US.
MTN reported that the sanctions would make
it harder for the group to repatriate money
from Irancell, its Iranian subsidiary.
The US and Europe have also imposed
sanctions on Russia over its reclamation of
Crimea from the rump of Ukraine. The actions
of the US economic shapers have real-world
implications for businesses in South Africa.
Take cyber security firm Kaspersky Lab.
Western governments have claimed it’s a
tool of the Kremlin and therefore a potential
risk to their computer systems. The US and
UK governments stopped using its products
and many US retailers stopped stocking its

going to have to decide and it's going to be a
political decision," said Brazier.
"Likewise, do you sell Russian security
software? Which brands will you stop and
avoid? Decisions will now be based on one’s
personal ethos and how you want your
company to look and behave."
Bloomberg reported in October that
Chinese spy chips infiltrated servers used
by nearly 30 US companies, including
government contractors, Apple and Amazon.
Chinese armed forces reportedly forced
manufacturers to insert the chips, no bigger
than a grain of rice, on motherboards to
provide a backdoor into the hardware.
Then there’s the expected trade disruption
arising from Brexit. According to a survey
in 2017 by the Chartered Institute of
Procurement and Supply (CIPS), 40% of UK
businesses are looking to replace their EU
suppliers. “One of the biggest challenges to
supply chains and maintaining communicative
relationships with suppliers will be Brexit,”
says the Business Continuity Institute. “For
Q4 2018 |

9

ADVERTORIAL

SupporTing
cuSToMerS
and foSTering
coMplex
ecoSySTeMS
Traci Maynard,
Microsoft Executive
at Axiz

in the investment arms race that has been set off by digital transformation, the focus for
cloud providers seems to be entirely on acquiring new customers, with little thought as to
how to support and evolve these customer businesses once they’ve been acquired.

y

Axiz
Advertorial

et using the cloud as the means
to do all of this is quite simple,
according to Traci Maynard,
Microsoft executive at Axiz.
She points out that the cloud offers a
multitude of ways to support, improve
and ultimately grow the customer’s
business, outlining some of the benefits
that can be applied to end-customers to
grow and improve their businesses.
“For one thing, the cloud offers
fantastic insights which can easily be
derived by applying analytics to the big
data that’s awash throughout the cloud.
Clearer insight will help providers target
customers and product opportunities
more effectively,” she says.
“Cloud also helps collaboration, allowing
work to be accessed from multiple
devices and from anywhere, which
obviously makes it much easier for teams
to collaborate on shared data. Look no
further here than the Microsoft Modern
Workplace theme, coupled with the ideal
productivity suite of Office 365.”
Maynard adds that the cloud also
drives better engagement. There’s a
growing focus on improving systems of
engagement, rather than simply delivering
cost efficiencies in back-office systems,

and the cloud is ultimately the most
effective means of forging tighter links
with customers, she adds.
“It’s also important to make sure new
customers understand how the cloud
improves the speed of operations. This, in
turn, enables customers to use the cloud
to drive more rapid innovation in products
and services.
“In addition the cloud ensures that
organisations of all sizes can more effectively
pace their investments, so as to avoid big
upfront capital expenses. This is where Azure
from Microsoft fits in nicely, as companies
only pay for what they consume.”
She points out that a further benefit
that Axiz’ own customers have discovered
when dealing with the end-customer is
that it affords good opportunities to upsell
and cross-sell products and services. She
indicates that this is ideal for businesses
that are relatively new to the cloud, with
products like Office365.
“Here they could consider the addon products which would make the
cloud experience a complete one, such
as Azure Advanced Threat Protection
via Cloud Solution Provider (CSP) from
Microsoft. This add-on identifies,
detects and helps investigate advanced

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

threats, compromised identities and
malicious insider actions directed at the
organisation,” says Maynard.
“CSP is also the perfect platform for
developing basic partnerships into complex
ecosystems, which ensure that whatever
an organisation needs, it’s able to access it
through this ecosystem. This, in turn, allows
them to focus on their core business instead.
CSP is the ideal programme for ensuring
that partners have access to the skills,
experience and competence they need to
embrace the latest cloud technologies.”
She adds that the Axiz vision of a cloud
ecosystem is one where the company
connects the standard ICT reseller to the
cloud, offering them tools, marketing and
support assistance to service their end
users via the cloud.
“To this end, Axiz not only holds a
Microsoft Cloud Gold competency, but
we also offer our own AxizCloud Portal,
to make accessing the cloud ecosystem
easier for our own customers, which
ultimately translates to happier endcustomers too. As we move towards
an increasingly digital future, Axiz will
continue to invest significantly in the cloud,
as we firmly view it as the key technology
of the future,” she concludes.

Analysis

“Put simply, trade
wars don’t produce
winners. Everyone
loses.”
Tlotliso Phakisi, Cannon Asset Managers

better or for worse, Brexit will cause a shakeup in the supply chains of many businesses,
and the chaos at ports such as Dover that
some are predicting along with the need for
every lorry driver to have an international
driving permit seems likely to dramatically
slow down the flow of goods into the UK.”

South African channels

The impact of escalating global trade wars
could cut 0.1% off South Africa’s GDP forecast
for 2019 and 0.2% in 2020, according to Fitch
Ratings' June 2018 "Global Economic Outlook"
report.
“South Africa, and other African countries,
need to look at opportunities to leverage at
this particular time, as this will allow South
Africa to forge its own path,” says Lebohang
Pheko, senior research fellow at Trade
Collective.
Tlotliso Phakisi, investment analyst at
Cannon Asset Managers, points out that
US trade wars haven’t ended well, though
we’re yet to see the full impact of Trump’s
latest trade fusillade. “Unable to import the
materials they need or export the goods
they produce, companies will lose profits
and lay off workers, while consumers will be
hit with higher-priced goods. US economic
growth will falter, low business confidence
and uncertainty will slow global investment,
governments will lose revenue and, ultimately,
global growth will be pulled lower.”
Economist Joan Robinson was fond of
pointing out that raising tariffs as a primary
tool of trade wars is like throwing rocks in the
harbour to stop the ships coming in.
“Put simply, trade wars don’t produce
winners. Everyone loses,” says Phakisi.
One impact already visible in several
emerging economies is the fall in their
currencies. The dramatic fall of the Turkish
lira, not to mention the rand, is a consequence
of protectionism, trade war anxieties and
emerging market risk aversion.
As South Africa finds itself in a period of
negative growth for the second time in a
decade, we would do well to remember the

lesson that success comes to those who are
prepared to share it.
All this could bring on a fundamental change
in the way vendors approach their businesses.
As trade opportunities become less certain,
working the existing customer base looks like
a sound bet. Brazier reckons vendors will be
looking to mine their reseller base for data on
how their customers behave as they look to
cash in on 'as-a-service' offerings.
"They see as-a-service as an opportunity
to make more margin over the lifetime of
a contract. Of course, you’re seeing that in

software, across the board in hardware and
security as well," he says.
"When the vendors do that, it also means
they get your customer data. You’re not quite
sure you want to share so much customer
data with the vendors; it's your job to know
the customer. One of the questions that will
really rank which vendors you can trust and
be loyal to over the next two or three years
will be how open they are about what data
they have, and whether they're collaboratively
sharing that with you so you can make better
decisions on your business.”
Q4 2018 |
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The fast selling Mecer MyLife Z140C notebook is the perfect choice for a trendy device that will suit your lifestyle, whether you want to
Skype, watch YouTube, or just stay in touch with your friends via Facebook. This stylish machine is powered by Windows 10 and includes a
one month trial of Microsoft Office 365 for a double dose of productivity. The Mecer MyLife is sleek, light and expandable, packing every
feature you need into a beautiful, clean and simple design. Get high performance and energy efficiency at an affordable price!
Work, play and create life moments with the new Mecer MyLife.
It’s your Mecer, your lifestyle!
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MyGica Android TV
Category: 

Audio visual

Brand: MyGica
RRP: 
Distributor:

R1 799
Syntech, 021 514 5300

Date of availability:Available

Specifications
Frequency: 2GHz
RAM: DDR3-2GB
Storage: 16GBeMMC
OS: Android TV OS7.1
Browser: Google Chrome
Online Video: Access to the internet, online video playing
Online Music : Access to the internet, online music playing
Picture viewer: BMP, JPG, TIF, PNG, GIF
Software update: Supports SD card for software update
External storage: SD card (up to 256GB), USB storage support (up to 2TB)
	USB: 2xUSB2.0 ports

EcoTank L7160
Category:

Printers

Brand: 

Epson

RRP: 
Distributor: 

R9 999


Tarsus Distribution, 011 531 1000
Prima Interactive, 011 549 2320

Date of availability: 

January 2019

Specifications

Prints up to 1 500 photos with the included ink
Next-generation ink filling system: hassle-and mess-free refills with the
enhanced ink bottles

SD card: 1xSD slot up to 256GB

WiFi and apps: print from mobile devices

RJ45: Wired internet connection, RJ45 10/100MBs

3-in-1 with 6.8cm LCD screen: print, copy and scan – plus double-sided printing

HDMI: HDMI 2.0 outputs
Remote: Mygica Mouse

USPs

Quad Core 64bit ARM Cortex
Android TV OS
Built in 2G RAM, EMMC 16GB
Supports up to UHD 4Kx2K@60fps
2x USB 2.0 ports, Max USB HDD Support is 2TB
HDMI video output, connect to HDTV for HD video playback
Micro-SD card, USB storage support up to 256GB
RJ45 10-100Mb Ethernet interface.

USPs

	Ultra-low-cost, cartridge-free printing. Three whole years – that’s how long
users could go without buying more ink for the L7160. This means the user
can save up to 90% on the cost of ink. It comes with enough ink to print up
to 1 500 photos (10x15cm), and its ultra-high-capacity ink tank removes the
need for cartridges
	Versatile A4 printer. Print photos and double-sided documents with this fivecolour ink system, which includes a black photo ink and black pigment ink.
The printer includes an SD card slot, borderless printing, dual paper trays
and LCD screen
Discover the next generation of EcoTank. With the ink tank now housed at the
front, EcoTank is more compact and easier to use than ever before. Protecting
against leaks and spills, it features an enhanced ink-filling system engineered
for mess-free refills. The new bottles also incorporate a mechanism to ensure
that only the correct colours are inserted
Easy mobile printing. With WiFi and WiFi Direct, users can send files to
print from smart devices using the Epson iPrint app. It's simple to make the
most of Facebook photos with the Creative Print app, which lets users print
photos, and create greeting cards, colouring books and more
Peace of mind. EcoTank provides a reliable printing solution with a one-year
warranty provided as standard, while promotional warranties may offer
more.
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Combining emerging technologies, like
blockchain and IoT, will automate supply
chain management, make it more efficient,
and reduce costs.
by Lauren Kate Rawlins
Photography 123RF

T

into an airplane or car, which is critical both for safety and regulatory
compliance; and the tracking of the state of critical machines and
their maintenance and sharing this with government entities to verify
compliance.

Beyond movement

Research firm Boston Consulting Group (BCG), conducted a joint study
with Cisco Systems in early 2018 to better understand how blockchain
is being used by businesses building a distributed IoT network and if
experimentation in this space is giving them a competitive advantage.
The companies found there’s a subset of IoT-related applications for
which blockchain is a perfect match. These use cases generally exhibit
one or more of the following characteristics:
• the need for high trust and transparency across devices managed by
multiple parties that don’t trust one another;
• reliance on a single version of the truth by multiple stakeholders when
individual records are error-prone and the cost of lost or compromised
data is high;
• device authenticity is critical because the impact of rogue, tampered
devices would be substantial; and
• a reliance on autonomous decision-making and decentralised
transactions.
BCG says of the companies surveyed, 60% have use cases that use IoT
and blockchain for operations tracking and visibility, such as supply-chain
visibility and trucking operations logging.

he Internet of Things (IoT) and blockchain technology make a
powerful combination when reimagining the future of supply-chain
management and distribution.
Blockchain technology has long been associated with cryptocurrency,
but now industries are starting to see the distributed ledger technology
has many other use cases.
Craig Nel, Oracle mobile and cognitive experience business
development lead, believes blockchain technology will form the backbone
of transactions in the whole value chain.
“Blockchain will be at the core of everything that happens in the
distribution chain. IoT will start automating processes and then feed
them into the blockchain. A delivery has an origin and a destination, so
blockchain will keep track and IoT sensors will send the relevant alerts
regarding the progress in the journey, building its own blocks
within the chain.” He says it will create a more cost-effective
and efficient distribution, with fewer errors.
This is one of the core benefits of blockchain, he says,
namely the traceability from source to destination and that
IoT will enable a granular track of visibility.
“Instead of knowing something went wrong between
Joburg and Cape Town, I will know something went wrong
between Joburg and Krugersdorp.
“IoT sensors and systems monitor constantly and
Craig Nel, Oracle
automatically, and will eventually be able to start doing
preventative measures, such as monitor temperature for
goods that need to be kept cool and alert managers when
Beyond that, 33% of the companies are also testing use cases of
there’s a change in environment that could damage the product. So
applications around provenance and authentication. IoT and blockchain
instead of having a person verify the content in trucks, in terms of its
solutions are being trialled to detect counterfeit pharmaceuticals, medical
quality and quantity, sensors will be able to do all that without having to
devices and luxury goods, as well as authenticating individuals for digital
stop and open the truck.”
voting and e-voting.
Trusted distribution
Another use case for the two technologies is machine-to-machine
IBM’s Watson IoT Platform Blockchain Service allows customers’ IoT
interactions, where BCG found 14% of the companies surveyed are
devices to send data to private blockchain ledgers for inclusion in shared
piloting projects. Here, IoT and the blockchain would play a huge part in
transactions with tamper-resistant records. The customers’ business
the future of mobility, allowing for autonomous vehicle fleet usage and
partners are then able to access and supply IoT data without the need for
management, as well as planning smart cities.
central control and management.
Service-based businesses is another use case where 13% of the
“All business partners can verify each transaction, preventing disputes
companies surveyed are testing these technologies. IoT blockchain
and ensuring each partner is held accountable for their individual roles in
solutions will allow these service-based businesses, like Airbnb owners,
the overall transaction,” says IBM on its website.
to have functioning smart locks that only open for the correct people. Or
Examples of how its customers are already using it include: freight
for the petrol stations of the future to have smart-charging and refuelling
transportation; the tracking of all the separate constituent parts that go
stations.

“Blockchain will be at the core of everything
that happens in the distribution chain. IoT
will start automating processes and then
feed them into the blockchain.”
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The importance
of a layered
cyber-defence
ElainE Wang,
cloud and software
solutions director at
Rectron

Cyber security has received much coverage in the last few years, particularly as
attacks around the world have had an increased impact on businesses, with even some
South african companies making headlines in this regard.

T

his is not as surprising as it
sounds, says Elaine Wang, cloud
and software solutions director
at Rectron. She explains that many homes
and businesses have a plethora of seemingly
unimportant end points that can easily become a
back door into a network, and which can remain
undetected for a long time. In fact, a recent
study by Bitdefender indicated that over one
third of organisations took between one week
and six months to discover that they even had a
cyber-attack on their hands.
“Effective cyber-security is critical today,
as businesses need to comply with legislation
like the Protection of Personal Information
Act (POPI) and the Global Data Protection
Regulation (GDPR), both of which regulate for
best practices in privacy and security,” she says.
“Furthermore, from an operations point of
view, cyber security breaches have the potential
of closing down a business permanently. After
all, in a world where data is stored digitally,
businesses need to ensure that they have built
in contingency plans to deal with breaches if
they occur. Otherwise, they run the risk of losing
precious data that can significantly interrupt
their day-to-day business operations.”

For more information visit www.rectron.co.za
or email us at mvl@rectron.co.za

Wang points out that effective cyber security
requires a holistic approach, one which
encompasses preventative as well as disaster
recovery measures. For one, businesses need
to take into consideration how the full range of
connected devices on a network are protected,
including the inconspicuous smart Internet of
Things (IoT) devices.
“Protection of the network also extends to
protection of any cloud environments, and
Rectron usually recommends that IT routinely
undertakes software upgrades, to ensure that
the latest security patches are rolled out across
the organisation. Furthermore, consumer
mobile devices that are brought into the
organisation add another layer of complexity
to security management. Fortunately,
modern security solutions are also becoming
increasingly sophisticated, leveraging the
benefits of machine learning to add strength to
the solution.
“When it comes to cyber defence, the
organisation mustn’t forget that user training
and monitoring is also extremely important.
Many attacks originate from users within an
organisation, either purposefully or accidentally.
Therefore, IT policies that limit users’ ability to

install unauthorised software on work devices,
the implementation of multi-factor authentication
controls, and the requirement for users to
update passwords regularly, will go a long way
towards protecting the network.”
She adds that the value of user training
can’t be emphasised enough – employees
must be trained not to click on unknown links
and to be able to more easily detect fraudulent
emails. In addition, users should be educated
on the security of free wireless hotspots that
are often popular in malls and restaurants, and
the dangers that potentially lurk behind these.
Organisations should also train people on social
engineering tactics, as users may be giving
away sensitive information unknowingly.
“Of course, there are occasions where, no
matter how many measures an organisation puts
in place, disaster may still strike. This is where the
other side of cyber-security comes into play – it’s
important that the organisation has, at minimum,
implemented a backup system so as to ensure
no loss of data. However, ideally, they will have in
place a disaster recovery system for businesscritical applications that will enable them to
minimise downtime as a result of an attack,”
concludes Wang.

Alexander Bedrin, 123rf.com
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Why serverless is such a big deal
The term serverless is now a couple of years old, and we’re
still only getting to grips with it.
by Matthew Burbidge
photography 123RF

S

erverless differs in some fundamental
ways from the usual ‘X as a Service’
model. It’s also a harbinger of the future
of software development. But let’s back up a
bit before we unpack this new model, and just
look at plain old cloud.
The National Institute of Standards and
Technology, which provides guidance on
technology standards, defines cloud as ‘a
model for enabling ubiquitous, convenient,
on-demand network access to a shared pool
of configurable computing resources (e.g.
networks, servers, storage, applications,
and services) that can be rapidly provisioned
and released with minimal management
effort or service provider interaction’. This
leads us to the three cloud service models:
Infrastructure-, Platform- and Software-as-aService. Let’s look at the differences.

Infrastructure-as-a-Service
Here you get virtualised resources, and
your cloud provider will look after the
infrastructure, such as storage, networking
and the servers. You manage things like the
apps, middleware and OS.
Platform-as-a-Service
In this model, customers will rely on the cloud
provider for app hosting and data sets. The

Serverless
In this model, your cloud provider acts as the
server, meaning you only pay for what you
consume. You won’t need to provision
or manage any infrastructure and the
app just runs in the cloud, accessible
through a URL. It also doesn’t mean
there’s no server: there’s always
going to be a server, somewhere, it
just means you don’t have to manage
it. Pricing is based on the amount of
resources that the app consumes,
instead of paying for what you think
you’re going to use. One example
of serverless, and the first to
market, is AWS Lambda, launched
in 2014. Now, there’s Google’s Cloud
Functions, and IBM’s OpenWhisk, among
others, to choose from.
Serverless is largely about making it easy
for developers to deploy code. They can do it
themselves. And quickly.
As The Register explains, every piece of code
that a developer wants to execute is called a
‘function’ on Lambda, which is then placed inside
a container. With Lambda, AWS is providing a
set of containers that provide environments for
a number of programming languages.
This, says The Register, is no less than the
‘demystification of information technology’.
“Serverless means that those building
applications no longer have to care about
how their applications do what they do, they
just have to tell the applications what to do.
And it opens up really complex application
development to people who never could have
done this before.”
And that’s a big deal.

Serverless means that those
building applications no
longer have to care about
how their applications do
what they do, they just have
to tell the applications what
to do.
provider will also take care of most of the
infrastructure.
Software-as-a-Service
Here, providers manage the whole lot,
including the application, which is accessed
through a browser. It’s also the most
commonly used model for businesses. One
of the earliest examples of a SaaS company
is Concur, a company that made its fortune
providing expense management software.
Back in 1995, the company was doing what
everyone else was doing — selling disks with
its software. It then started selling licences
to enterprises, and then in 2002, to anyone
with a browser. The revenue curve follows the
classic hockey stick, and by 2014, the company
was making $600 million, shortly after which
it was bought by SAP for $8.3 billion. Other
well-known SaaS examples include Dropbox,
Office 365 and Salesforce.
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Is security front of mind for South African companies and
state organisations?
by JAMES FRANCIS
IMAGES: 123rf

C

yber attacks are a regular occurrence in
South Africa. The most newsworthy was
the Liberty hack, where criminals made
off with terabytes of email data and then tried
to blackmail the organisation. But because this
is the one that hit the headlines, don’t think it
was an isolated incident.
Numerous attacks are happening all the
time, many going unreported and quite a
few aren’t even noticed. The complexity of
combining technology and connectivity has
not only made it harder to police systems,
but there’s a distinct gap between what
companies think they need and what’s actually
required to be resilient against attacks.
How widespread is the problem? Hard
figures remain elusive, but PwC's ‘2016 Global
Economic Crime Survey’ places cyber crime
as the fourth most reported type of financial
crime in the country. According to the paper,
‘An Analysis of Cyber Incidents in South Africa’
by Brett van Niekerk, attacks on the state
are just marginally more than on companies.
Further, the biggest types of breaches result in
data exposure followed by financial and denial
of service attacks.

A lagging market

Despite this, local businesses and institutions
aren’t grasping the message with enough
urgency, says Michael Colin, sales director at
BitCo. “Security is still very reactive in spite
of the drastic increase in breaches as the
landscape in South Africa is at an immature
stage. Organisations rush to get cyber security
products once they’ve experienced a breach
in the hopes of mitigating the crisis to get up
and running again. At that stage, it’s already
too late and the organisation has been
compromised. The next step would obviously
be preventing future breaches.”
Surveys by the Department of
Telecommunications and Postal Services
appear to reflect this. Noting that hard
facts around company readiness are still
scant, it nonetheless found that only 37%
of local businesses have discussed a cyber
security strategy and less than 30% have
implemented one.
Nonetheless, awareness is spreading, if
only because of more headline visibility and
regulations putting pressure on business
owners, says Henk Olivier, MD of Ozone
Information Technology Distribution. “The

biggest shift in security over the past decade
is that people are much more aware that
there are security risks or breaches when
it comes to technologies. However, over
the past three years, laws and compliance
have changed and you can now be held
responsible for any security breaches if
you can’t prove you had sufficient security
measures in place.”

Digital’s momentum

Another reason why security has a higher
focus is that it dovetails with digital
modernisation. Newer innovative workflows
typically grouped as ‘agile’ can’t rely on
perimeter security to keep them safe. For
example, DevOps projects need to have
security involved all the way, otherwise they
develop complications down the line.
“Organisations that take a concerted
approach to digital transformation tend
to bring security along,” says Tom Scholtz,
research VP at Gartner. “What’s starting to
emerge is that we’re seeing new approaches
and new roles taking more responsibility.”

Security champions are more commonplace
among certain projects, though this depends
heavily on the company’s own digital values
and understanding. Digital in itself doesn’t
encourage better security. Instead, it’s down
to the right attitudes, values and strategy
the business applies from the top down.
This is becoming non-negotiable, since – like
electricity – if digital fails, operations stop,
says Olivier. “In the past, businesses might
have still been able to continue operations
when something happened or if there was a
breach on security, but nowadays, businesses
can come to a complete standstill,” he says.
Small to medium enterprises (SMEs) are
much more vulnerable, but they routinely
believe they’re unlikely to be targeted. Yet
66% of recent breaches globally affected
companies with less than 1 000 employees,
according to ENISA’s ‘Threat Landscape
Report’. It’s fair to assume that reflects local
SMEs as well. Here, though, there’s a problem:
such companies can’t afford the costly
security projects required. As such, many are
looking to the cloud for help.

Cloud vs criminals

South African SMEs are quite conservative
when it comes to technology. World Wide
Worx’ annual SME survey found that small

“Organisations rush to get cyber security
products once they’ve experienced a breach in
the hopes of mitigating the crisis to get up and
running again.”
Michael Colin, BitCo

The tech driving security

What are the technologies and concepts defining security solutions?
• Artificial Intelligence is growing more and more prominent in security practices, often part of
Security-as-a-Service products. But it’s a very new field, so much so that legitimate AI professionals are
in such a high demand there’s little evidence of AI use by cyber criminals (thus far).
• Risk-based authentication determines the validity or risk of an action based on several factors.
For example, a VP’s account accessing company financials at 2am is suspicious and warrants more
attention. This is a leading way to administer security hygiene on complex environments.
• The Internet of Things has graduated from concept to something every business wants a piece of.
But IoT systems are notoriously fractured and feature very little in decent security. Demand for robust
IoT security is growing fast.
• Cloud services tend to have security baked in as part of their environments. More companies are
relying on the pooled skills and scale that these service platforms can use to keep abreast of attackers.
That being said, cloud service providers don’t necessarily cover all the bases and should be scrutinised
closely.
• Automation is big in security today. Nothing moves at the speed of a machine, so containment and
response to an incident can be very fast. That being said, security automation is highly contextual and
relies on modern digital systems to work effectively.

Q4 2018 |

19

in f cus

The state of SA’s cyber security
Estimated
losses to SA
economy

SA’s annual
losses to internet
fraud

billion

billion

Number of CEOs
who lead security
strategy

Number of CIOs
who lead security
strategy

Security’s typical
portion of IT
budgets

Organisations
with a Chief
Security Officer

Companies with a
separate security
budget

Number of
breaches that
expose data

R50 R2.2 >60% 27%
(2014)

2%

53%

Sources: SABRIC, Department of Telecommunications

23%

41%

Who's behind attacks in SA?
31%

Hacktivist

20%

Criminal

Accidental

17%

Individual
hacker

17%
9%

Nation state

Malware

2%

Insider

2%

Sources: SABRIC, Department of Telecommunications

20

| Q4 2018

businesses are generally reluctant to upgrade
due to concerns around costs. This supports
previous surveys, which found reluctance
among small businesses to even adopt cloud
services.
But that’s changing. A notable fact from the
World Wide Worx report is that fibre adoption
is skyrocketing among small companies, as
is a big interest in using IoT solutions. Both
inevitably lead to cloud services. The cloud
may also help SMEs manage some of their
security woes, not to mention the onerous
archiving and data safety requirements of
regulations such as PoPI, GDPR and the Cyber
Crimes Bill.
“SMEs are moving to cloud storage and
backup solutions at a rapid rate, because
there’s no onsite infrastructure to maintain,
protect or upgrade,” says Olivier. “But it’s
important for all businesses to be aware of
what the specific cloud providers offer and
what they don’t, as well as the security of the
provider. It’s important for a business to be
aware of the terms and conditions of a cloud
service provider.”

Pitching security to the market

Suffice to say, there are a lot of market
opportunities to offer security solutions. The
trickier part is convincing a still reluctant
market to spend on security. This could be
through the carrot of digital’s advantages
or the stick of meeting regulations. For
example, small firms such as lawyers’ and
doctors’ practices are deeply concerned about
privacy laws, especially because they’re often
considered soft targets. Many, though, don’t
feel they can afford current solutions.
There are also other pitfalls that might
fail customers. For example, compliance
doesn’t equate a secure workplace. Nor are
out-of-the-box security solutions effective
unless they’re met with the right people and
policy choices. The role of today’s security
provider is quite different than in the past,
says Scholtz. “We’ve long been advocating
owner accountability – with the responsibility
of security resting with the business owners.
Five years ago, people laughed at that idea,
but these days, many larger organisations are
implementing that principle. So the security
function is moving away from policing to being
more of an advisor.”
South African businesses are certainly more
security aware. But whether they grasp the
scale and necessary action required varies
significantly. Digital projects are definitely
helping – numerous solution providers offer
digital business services underpinned by a
security value proposition. In other words,
security is less a product of itself and more a
necessary part of the digital whole. Yet most
organisations aren’t in a position to appreciate
this at face value. Solution providers looking
for wins should consider this shortfall and
tailor their offerings to close the divide.

Finding
value

Security blanket
Today’s security provider can’t just be a reseller.
They have to be much more.
by JAMES FRANCIS
IMAGES: 123RF

S

ecurity isn’t productive. Its function isn’t
to improve the business, but to protect
it. It remains a grudge purchase for
companies, which is a problem today.
Ask any security expert why cyber
threats are more prevalent and the answer

inevitably is ‘complexity’. To consume
and exploit the data that feeds business
intelligences such as strategy and planning,
companies increasingly rely on a growing
web of interconnected services. These are
then presented through more accessible and

intuitive interfaces. The result is a mesh with
many gaps – from technology to users – that
criminals are exploiting.
But companies, in general, still aren’t realising
the implications of complexity, says Helen
Kruger, MD of Troye Computer Systems. “We’ve
found that security is neglected by the majority
of South African companies, and this isn’t limited
to SMEs. A number of large enterprises are no
different. Even once there’s been a breach, they
still don’t seem inclined to spend the money to
ensure they’re suitably covered and if they do
embark on projects, it can take years to evaluate
solutions and implement them.”
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“The way security is being
consumed is changing,
especially as companies start
migrating their workloads
and data to the cloud.”
Doros Hadjizenonos, Fortinet

This is particularly concerning since
executives carry more and more responsibility
for their digital security. For example, acts
such as GDPR and PoPI specify that senior
executives such as CEOs can be held legally
responsible if their companies were negligent
around cyber security, including fines and jail
time. Headlines about breaches have raised
the issue and there's more awareness at
the highest levels of companies. But despite
more public and legislative pressure, local
businesses still drag their feet around security.

New consumption

There is nonetheless momentum gathering
behind better security. The security market
deserves credit for creating services that are
more palatable to the conservative tastes of
company bookkeepers.
“The way security is being consumed
is changing, especially as companies start
migrating their workloads and data to the
cloud,” says Doros Hadjizenonos, Fortinet’s
regional sales director. “Cloud providers are
evolving to be able to natively offer security,
but I still think that specialist best-of-breed
security vendors are way ahead in their ability
to secure the cloud, on-premise devices and
end-points.”
Security vendors are no strangers to
centralising their responses because it’s much
more effective. Response rooms, where a
customers’ security status is monitored from a
central location have become de rigueur in the
past few years.
Cloud platforms work very well with that
type of approach and have added a few more
choices to the mix. For example, customers
increasingly expect single pane reporting,
i.e. dashboards that cater for their views and
drill-downs they use to satisfy their own
curiosity. Another trend familiar to the cloud
is a shift to opex models, driven by managed
security services and the growth in this
market space.
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Many companies are buying security when
they get a better sense of ownership and control
over costs. Yet these trends don’t necessarily
address the complexity issue. Instead, there’s
also more demand for security that’s parcelled
into a larger service, says Kruger.
“Today, a digital workspace isn’t enough
as it needs to be a secure digital workspace.
Customers can no longer close the door on
modern solutions that protect against cyber
attacks, data leaks, and ensure compliance

with corporate content and access policies,”
she says.

The business view

Security was once mainly a perimeter drawn
around a company’s systems, processes and
people. But today’s business is much more
nebulous, extending where it’s needed. In
addition to working in the office, employees
work from home or on the road with services
drawn from remote datacentres.

Finding
value

approach to effectively secure a company’s
digital assets.”
This expansion beyond the perimeter has
everything to do with how useful modern
business technologies are to their consumer
companies. If you want to see a planner’s
eyes light up, show them how a software
platform can reduce their tasks from hours
to minutes. Annual reports can be replaced
by daily and even real-time reports. Routine
tasks can be automated and software-driven
processes can be adjusted with low code,
customer queries can be settled in record
times and even through self-service with
satisfying results.
Business leaders want these advantages.
Initially, they tried to ignore the security
component that comes with those desires.
But a spate of highly visible breaches, such
as the Liberty hack that stole terabytes of
emails, and more emphasis on cyber security
by governance and laws (PoPI and GDPR), are
changing attitudes. Today, company boards
discuss security threats and C-suites take it
more seriously.
But this has also complicated security
conversations, says Kruger. “It has changed
from past engagements, as there are now
much larger and wider teams specifically
accountable for security, be it cyber,
computer, network, database or application
security teams to name a few.”
Security isn’t a singular entity in any
business anymore, but a collection of
different initiatives that connect to each
other. Different projects, teams and
departments have their own security
requirements, which should also align
with the broader security foundation in
businesses usually defined by governance
and standards. Not surprisingly, the more
proactive companies expect serious advisory
abilities from their security providers, be it to
inform strategy or convince resistance in the
organisation, says Hadjizenonos. “In today’s
world of digital transformation, security
is critical in all parts of the journey and it
requires a partner to advise on the best

“Today, a digital workspace isn’t enough as
it needs to be a secure digital workspace.
Customers can no longer close the door on
modern solutions that protect against cyber
attacks, data leaks, and ensure compliance with
corporate content and access policies.”
Helen Kruger, Troye Computer Systems

What companies want

Security is obviously not the same for
every business, particularly when taking
their respective sizes into consideration.
For example, a lack of security skills is
commonplace, yet a lack of resources is more
acute among SMEs. Nonetheless, there are
several common attributes that make security
providers attractive to customers.
Communication is very important. Astute
providers keep their customers in the loop
with regular reports. Proactive security
practices hold that eventually, a cyber attack
will be successful. The better approach is to
anticipate the breach and limit its impact. But
companies still buy security thinking that it
will make them impervious. Correcting that
misconception is important. The best way to
articulate security’s value is by keeping its
effectiveness visible to the customers. More
mature companies don’t want install-andforget security.
Customers also want to see security
companies that stand by their solutions. Good
security requires audits, response plans,
educating staff, creating appropriate policies
and a number of adjustments to a business.
“We, as a vendor, ensure we use all our
technology to protect our assets and IP and
we encourage staff to use our solutions to
secure their home and their private data,” says
Hadjizenonos. “In addition, we adhere to strict
security policies and have a thorough security
awareness programme that’s compulsory for
all staff.”
Other factors include the provider and
vendor’s financial stability (who would buy
long-term security from a business that could
fold?) and their reputation in the security
community. But the most decisive attribute is
often the earlier point about mixing security
with services: the value of technology is best
articulated through what it delivers to the
business in terms of output and efficiency.
Since best practice dictates that security
should come along for the ride, customers are
more likely to treat it as a value-add and not a
separate grudge purchase.
Ultimately, though, one can argue that
most companies in South Africa don’t know
what they need from a security provider.
That means determining value for the
customer can be tricky and a security
provider might need to play bad cop every
now and then, Kruger says. “Customers
often try to perform a blanket approach to
security; it’s imperative the security provider
doesn’t allow this, or the project will fail,” she
concludes.
Q4 2018 |
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The ins and outs of a

security practice
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Starting
out

In an industry that never stands still, standing out can be
hard to do.
by James Francis
IMAGES: 123RF

A

t the risk of profiting from the bad luck
of others, this is a good time to be in
the digital security business. Not only
is the world increasingly dependent on digital
technologies, but the resulting complexity of
a connected world has become a buffet for
cyber criminals.
They’re getting more creative, prompting
a new generation of security services. This
is being responded to by a slew of new
innovations and practices among security
companies. If you want to start a business
in this very dynamic market, what are your
options?

A dynamic market

It should be said that security doesn’t appear
to be 'disrupted'. There isn't necessarily a
generation of companies breaking down
the walls of the status quo. This is because,
according to Gartner Research VP Tom

is that every company can expect to be
breached – it’s just a matter of when and to
be prepared.
In the same vein, the best security practices
are the ones that can keep pace with the
threats, says Kaspersky Lab Africa’s GM,
Riaan Badenhorst. “The IT security market is
disruptive in that new and more sophisticated
threats are emerging at a rapid rate. This
means players in the IT security industry
must always have their finger on the pulse to
ensure that the sector remains relevant and
can continue to combat cyber threats and
crimes to provide consumers and businesses
with the support they need in an increasingly
digitally complex world.”
Another factor is how security players can
offer more niche services. Or rather, how
many more niche solutions are on offer as
criminals create demand for better services.

Fewer guard dogs, more advisors

There’s an incredible variety of security
solutions. Practices can offer audits (risk
assessments, remediation, penetration
testing), real-time observation (security
information and event management,
risk-based authentication), identity
security, cloud security, IoT security,
data security, mobile security,
password management, threat
intelligence, endpoint security – it’s
a long list.
Some security practices
specifically offer security services.
Others use their security pedigree
to augment other services. For
example, some companies introduce
a vendor’s cloud services to a client
and install preconfigured software.
As security has become accepted as
a key part of every business project,
digitally astute businesses are trying not to
separate security functions: if you’re creating
something in the business, security should be
a part of it.
“Security functions are moving away from
being the policeman to being more of an
advisor,” says Scholz. “Take automation as an
example. You can automate a lot of security
features, but that’s not something that comes
out of a box. It needs context, depending on
the project.”

“The security industry is
definitely evolving, but I
wouldn’t call it a revolution.
It’s always been a dynamic
place. So the market is
changing, but that isn’t
uncharacteristic.”
Tom Scholtz, Gartner
Scholtz, security has never stood still in the
first place. “The security industry is definitely
evolving, but I wouldn’t call it a revolution. It’s
always been a dynamic place. So the market is
changing, but that isn’t uncharacteristic.”
Those who want to play the security
game aren’t simply going to emerge leftof-field. Nonetheless, the sector is certainly
evolving. There has been a distinct shift
from prevention tactics towards detection
and counter-actions. The mantra these days
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“An IT security company
serious about supporting the
fight against cyber crime,
and helping consumers
avoid becoming a victim of
an attack, will inherently
understand just how
dangerous the cyber threat
landscape is.”
Riaan Badenhorst, Kaspersky Lab
the type of security for any given client. Yet
while some solution providers offer a variety
of security products, few can cover all the
bases. Unlike other technology channels,
which have every reason to compete against
each other, the real competition in the security
world is cyber criminals. As such, alliances are
encouraged in the industry. Niche players and
end-to-end shops often collaborate to get the
best results.

Stand by your product

So a security practice can be direct – focusing
specifically on security – or it can indirectly
implement security as part of other solutions.
But in both cases, the practice should have a
pedigree in place: security isn’t something you
just walk into. The only worthwhile security
practices are those that secure themselves
with their own methods and keep a constant
eye on trends.
“An IT security company serious about
supporting the fight against cyber crime, and
helping consumers avoid becoming a victim of
an attack, will inherently understand just how
dangerous the cyber threat landscape is,” says
Kaspersky’s Badenhorst.
“As a result, the company would likely have
its own measures in place to ensure effective
protection and a cyber security strategy
that’s solid – developed and built around the
business’ research and insights into the cyber
threat landscape.”
This is evident with modern security solutions
as very few still offer a mere point solution.
They’re all invested at some level in security
platforms. This points back to the trend towards
threat detection as opposed to simply blocking
attackers. It’s also more lucrative since Securityas-a-Service means customers can be retained
for longer while their perceived spend is less.
Service-based security sits well with the
cloud, which, according to Gartner's Scholtz,

is opening doors in the sector. He says: “The
entry-level costs for startups is much lower.
But it’s not the same as in other technology
channels. Because the security market
is so dynamic, it has always been highly
competitive. That makes it difficult to get a
new brand to stand out.”

A matter of trust

To make its mark, a new security practice
needs to build trust – and trust comes from
the referral of others. External partners are
very important to help build the security
business’ reputation, says Badenhorst. “IT
security partners should be considered
based not only on the proven solutions they
can provide, but also on their actionable
and concrete measures in place to involve
external independent cyber security experts
and others in validating and verifying the
trustworthiness of the company’s products,
internal processes and business operations.
Additionally, a provider should also be
considered based on its ability to adapt to
the threat landscape and change its product
portfolio based on this. Furthermore, flexibility
is important as it allows the provider to
respond to the evolution of threats and the
development of technology.”
Partnerships are critical because security
has to be treated holistically. A combination
of approaches is often necessary to create

Skills

Skills are another reason why security
companies don’t operate in isolation. Security
solutions can vary tremendously – the skills
needed to secure data versus teaching staff
proper security hygiene are very different.
But even the skills to secure an IoT device as
opposed to securing a mobile device aren’t
quite the same.
“Some industries do require more indepth and expert skills based on the data
protection needed or the types of threats,
viruses and malware prevention required,”
says Badenhorst. “Mitigating future threats
means regular security assessment, upskilling
of security personnel, training employees on
general security hygiene, and the analysis of
current and future attack methods.”
What does it take to start a security
practice? Know what kind of security you
will offer, establish a reputation, develop a
network of partners and collaborators, talk
security at a business level, and keep on
fighting the good fight. Security is more of a
team enterprise than any other technology
channel and that means security practices
should be team players at the top of their
game. In an industry that wears its dynamic
culture on its sleeve, it’s unlikely someone will
suddenly unleash a breakthrough that changes
all security – at least not until quantum
computers lay waste to encryption.
Q4 2018 |
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Our journey from
Liquid Telecom recently completed the first terrestrial fibre
network to span the entire length of the continent - running all
the way from Cape Town in South Africa to Cairo in Egypt.
The Cape to Cairo network has been some 10 years in the
making and is a historic moment for Liquid Telecom and for a
more connected Africa. Stretching over 10,000km, it is the
shortest direct fibre route between South Africa and Egypt.
This means we can to offer significantly reduced latency
between African countries.
Our story doesn’t end here. We are expanding our network
further across the region - connecting more African countries
and people.

Building Africa’s digital future
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Cloud boom lifts
server sales

Hyperscale and cloud computing are going
mainstream in South Africa. What does this mean
for server sales?
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the

pitch

J K K an i s ,

Microsoft
by Tracy Burrows

Horses for courses

“Traditional applications don’t all function well
in a public cloud infrastructure,” he adds.
“Many aren’t optimised for the cloud yet,
and those designed to run 24/7 may be
more economically viable to run on-premise,
because these aren’t designed to switch on
and off services or functions as needed, so
they don’t deliver the benefits of cloud-like
consumption models.”
For those wanting cloud-like functionality
without issues around connectivity,
latency or data sovereignty, there are now
technologies to deliver this to the datacentre.
“We believe software-defined is driving
the revitalisation of the current datacentre
model, helping to optimise resources and
drive down costs. Part of the reason for the
growth of interest in the cloud is due to the
need to move from traditional storage stacks
and make provisioning easier, and there are
now on-premise platforms to support this
too,” he says.
Andrea Lodolo, CTO at CA Southern Africa,
believes the growing demand for overall
compute power will benefit both server and

PHOTOGRAPHY: Supplied

S

outh African public and private
sector organisations are embracing
cloud computing for its scalability,
convenience and – in the case of hosted and
public cloud – opex versus capex model. But
while cloud is booming, the server market is
far from flat, say industry stakeholders.
“If anything, server sales are picking up,” says
Jaco Erasmus, enterprise manager at the Dell
EMC department of Drive Control Corporation.
“It’s still a very healthy server market out there
– from what we've seen, it’s grown.”
The IDC reports vendor revenue in the
worldwide server market increased 43.7%, yearon-year and server shipments increased 20.5%
year-on-year to 2.9 million units in Q2 18. IDC
attributes the growth to demand from cloud
service providers and from enterprises wanting
to support next-generation applications and
achieve cloud-like benefits on-premise.
“There’s a lot of interest in cloud,” says
Erasmus. With major brands moving to put
cloud hardware down in South Africa, most
companies are adopting cloud in some areas,
he adds.
“Certain services work well on cloud and
others are still better on in-house servers. For
example, older and primary core applications,
particularly where they serve a central
environment, are still delivered in-house and
on-premise where they get best performance
value with no latency issues.”

cloud sales. “The need for compute power is
continuously growing because software is
more complex and requires more power to run
efficiently. More software is being deployed so
the server power requirements are growing,
and operating systems are getting heavier
and require more compute power. As a result
of more power being required, new, more
powerful servers are built and more are
needed. Old servers can no longer cope, or
have reached end-of-life, so more servers are
being purchased all the time.”
However, Lodolo says the question now is
more ‘who is buying servers?’ not whether
they're being bought. “There’s no question that
more servers are being bought all the time,
but perhaps not so much by traditional users
of servers. More and more compute power is
being used in the cloud, thus the transference
of compute power in the cloud is growing, and
perhaps diminishing in traditional company
datacentres,” he says.

Growing cloud demand

Microsoft, which is scheduled to launch two
hyperscale datacentre regions for South
Africa in Johannesburg and Town, before the
end of 2018, reports significant local demand
for its offering. JK Kanis, business group
lead for the cloud and enterprise business at
Microsoft South Africa, predicts a slowdown
in server sales in the longer term as a result.
“Although there’s still a market for servers,
we believe that spending is shifting towards
public cloud services, which will nearly triple
over the next five years to R11.53 billion.

"During the same time period, the adoption
of cloud services will generate nearly 112 000
net new jobs in South Africa,” he says.
“We’re seeing customers moving their
budget spend away from maintaining
systems and driving new spend towards
digital transformation initiatives based
on innovative solutions leveraging the
capabilities of cloud and mobility,” Kanis says.
"Increasingly, customers are investing in
cloud versus on-premise solutions, with local
sales boosted by local service providers and
international vendors provisioning cloud
services in South Africa.”
For SMEs and newer businesses running
applications optimised for cloud, there are
compelling value propositions in moving
directly to cloud. “Cloud adoption is growing
significantly in the SME segment of the
market. They want to grow their businesses
using cloud models and don’t have the
skills or capital to run complex on-premise
servers,” says Kanis.
Local enterprises – even those that weren’t
traditionally IT-focused – are running bigger
IT shops than they did in the past, says
Erasmus. “They’re finding value in digital
transformation, deploying new tools for CRM
and sales enablement, for example – and
investing in fewer, more powerful, servers
that deliver more value. For resellers, this
means opportunities to sell higher-spec
servers, software-defined solutions, and
value-added services. I even see opportunities
for resellers to launch their own hosted cloud
infrastructures for their clients,” he says.

“Certain services work well on cloud and certain
services are still better on in-house servers.”
Jaco Erasmus, Drive Control Corporation
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Minding
the gap
The harsh reality gripping the channel is the
CPU supply shortages hitting the market.
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Under the

spotlight
BY Tamsin Oxford
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“S

upply is undoubtedly tight,
particularly at the entry level of
the PC market.” – Bob Swan, Intel
Corporation CFO and interim CEO.
This is part of a letter published on 28
September 2018 on the Intel website directly
addressing the concerns of the industry around
the supply challenges dogging the company
and its inability to meet demand. Intel has,
however, put plans in place to address the
issues around 14nm and 10nm CPU shortages.
The situation, though, is likely to continue well
into 2019 and this isn’t the only one to have
affected the channel over the years.

“In times of severe
shortages, resellers try
to stock up on their own
reserves.”

Mikhail Laptev, 123rf.com

Matthew Hall, Rectron
In 2011, floods in Thailand significantly
affected the global hard drive supply. In
2017, Dell suffered from component supply
issues thanks to a rising demand in the
server market. The same year saw savvy
cryptocurrency miners purchase around three
million GPUs to build mining rigs, creating yet
another component shortage that fell into
2018. This year, Intel’s shortage made world
news while other companies reported that
the electronic component shortage outlook
was neither rosy nor likely to end any time
soon. It seems shortages are now part and
parcel of the channel landscape, with both
vendors and distributors having to find ways
of dealing with them in both the short and
long term.

Forward planning

“Distributors acknowledge they need to
order extra stock in advance to manage the
gap-out caused by delays in shipment due to

the shortages,” says Fouad Charakla, senior
research manager, IDC. “Some large local
distributors usually carry two to three months'
worth of stock. In general, local distributors
acknowledge the impact the shortage
will have and are taking the necessary
precautionary measures to meet demand.”
The shortages mean most distributors
are aware there will be extended lead times
on specific models that have shifted from
the traditional ETA of 17 days to around 25
days. That said, understanding there will be
a delay doesn’t mitigate the impact of that
delay, nor does it necessarily consider the
many complexities that have to be taken into
account. These range from currency volatility,
to customer requirements, to managing the
accessibility of stock on site versus the just-intime methodology.

Holding stock

It’s critical the channel builds
resilience. The market creates a
demand that the distributors need
to cater for and it’s essential they
understand what their fast-moving
items are and factor in an element
of resilience around them. Some
distributors hold stock for about
two to three months so they have the right
stock at the right time and at the right price.
This strategy allows them to have stock on
hand rather than risk shortages. That said,
the rising costs of operation attributed to
rising fuel prices and a weakening currency
are putting the channel under pressure, often
forcing them to operate with the just-in-time
approach.
“Distribution sends forecasts to vendors,
but vendors need to allocate stock across
all players in the market, usually prioritising
stock for confirmed orders, and focusing on
the larger players,” says Matthew Hall, product
director at Rectron.
“We try to work closely with our vendors
to offset some of the negative effects and, as
part of our role in distribution, we try to hold
a healthy stock reserve for the normal dayto-day business. However, in times of severe
shortages, resellers try to stock up on their
own reserves.”
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If you’re looking for a computer that can fit anywhere and do almost anything, then the Mecer Xtreme Jupiter Mini PC is your
best bet. It offers enterprise-class management, power, affordability and security that is suitable for multiple applications. The
Mecer Jupiter comes with a choice of Windows 10 Home or Windows 10 Pro and includes the latest 7th generation Intel® Core™
processor family. Including a VESA mount bracket and stand the MecerJupiter fits perfectly into any business environment from
offices, banks, call centres, public departments, hospitals and schools through to retail counters.

Pro

Mecer recommends Windows Pro.

Under the

spotlight

Vendors tend to communicate with the
distributors in advance, especially when a
product is transitioning. This provides an
opportunity to wind down the current units
and prepare for the new ones. By the same
token, factories are expected to communicate
to distributors if they can’t fulfil orders of
certain specifications. This information is then
communicated to the retailers in order to
manage expectations.
“Distributors will liaise with their clients,
explaining the delays due to shortages and
ask them for guidance on order plans,” says
Charakla. “This will enable distributors to cater
for those needs proactively, or to cross-sell to
another unit of which there is no CPU shortage.”

Other options

The shortage may be a problem, but it
can also be an opportunity. If a particular
component is experiencing limited availability
and long lead times, there’s nothing stopping
the channel from sourcing alternative
solutions to meet client requirements. It’s a
chance to take a problem and turn it into a
financial benefit by circumventing the time
frames and delays with entirely new offerings.
“From a go-to-market and opportunity
point of view, there are two very different
considerations when it comes to supply and
demand,” says Brad Pulford, channel and
distribution lead, Dell EMC South Africa.
“From a distribution perspective, we look at
the line-up and what’s available from a variety
of different angles and look at what the
competition is doing. The 14nmu, for example,
is the eighth generation platform so we look at
the value of stocking the seventh generation
so we can still provide a considerable line-up
that gives customers what they need.
"Without being too detail-orientated around
the specific components required to map back
to customer demand, there’s nothing stopping
the channel from getting some cost benefit
out of a bad situation,” he adds.
A savvy sourcing and procurement
department should collaborate closely with
suppliers to ensure an understanding of how
their strategies and manufacturing capacities
are developing and what impact those will have
on its own growth plans. It would be difficult
for a distributor, but they do have the option to

“Without being too detailorientated around the
specific components required
to map back to customer
demand, there’s nothing
stopping the channel from
getting some cost benefit out
of a bad situation.”
Brad Pulford, Dell EMC South Africa
compare publicly available data and use social
listening to gain an understanding of market
trends and dynamics.

Mapping it together

“By combining data about Intel’s enduse shipments and information about its
manufacturing capacity investments, with
projects about global cloud trends and
datacentre growth, this would help the
distributor to understand the dynamics of the
personal computer market supply,” says Simon
Carpenter, chief technology advisor at SAP.
“Using these insights, they can achieve the
right balance between available inventory and

contracted service levels across
the supply chain to optimise
supply and fulfilment plans in
the face of demand changes and
supply disruption.”
Riaan Bekker, Salesforce solutions manager
at Thryve, agrees: “The relationship between
supply and demand has grown more complex
with legislation and governance along with
the traditional problems of overstock and
warehousing. However, the changes are also
positive as companies are now better able
to reach into the activities and information
from their supply chain partners to create
new ways of planning and administering this
conduit to their operations. New approaches
to risk management increase visibility of the
supply chain, enabling improved strategising
around value chain improvements.”
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Six lessons in

modern office design
BY Lauren Kate Rawlins ILLUSTRATION BY Zack Hoosen

Digital players that have made their brands globally renowned and hugely successful is largely thanks to how
they’re enabling their talent to blossom. What can we learn from the offices of Facebook, Google and
Instagram? What do they have in common? How can local businesses enhance our own environments to
attract and maintain talent? Here are a few tips picked up from visits to their offices in London, San Francisco,
Johannesburg, and New York.

1
Blend in

Every one of these international and regional headquarters, including the ones
in Johannesburg, have designed their offices to reflect the city they’re in. There
are huge murals painted by local artists, and the architects have incorporated
some elements of what the buildings were originally built for. The theme of
every conference or small meeting room was thought up and voted for by the
workers in the buildings, and feature names of cuisine or shibboleths only a
local would understand, such as ‘mielie pap’ in the Johannesburg Facebook
office. This gives workers a sense of belonging and ownership.

4
Anticipate needs

A stressed worker is not a productive worker, and trying to get employees in
the best possible mind space is emphasised by small touches around each office
that aim to focus them only on the task at hand, with every outside worry taken
care of. All the offices have canteens, and every office provides basic hygiene
products in the bathrooms. There are also private rooms where new moms can
go and express milk. In the London Facebook offices, there’s even a vending
machine with cables and computer accessories for the employee who may have
forgotten something at home.
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2
User front and centre

These conglomerates are creating products for billions of users, from different
walks of life, living completely different lives. Yet, the spaces are heavily
influenced by what’s going on in the communities they’re serving, such as big
screens displaying revolving pictures tagged with popular hashtags like
#thingsorganizedneatly in Instagram’s New York offices. This gives workers
subtle reminders of who they’re creating for and keeps them abreast of trends
and how their users are interacting with the product.

5
Common areas

While open plan offices encourages collaboration between workers in close
proximity, most offices go the extra mile to encourage interaction between
completely different teams. There are common areas set up that anyone can
use and weekly social events are held to bring together different teams that
wouldn’t normally deal with each other. The thinking is that other perspectives
inspire employees to look at problems from different angles, and this is really
important, especially when creating products that serve a diverse population.

3
Open up

Every office I visited is open plan, no cubicles or pinboard dividers keeping eyes
from meeting – open plan in the true sense of the words. This, they say,
encourages collaboration and strips away traditional hierarchal cues. There are
no corner offices, meaning middle management is more approachable.
However, every office does have small nooks, outside spaces, and strictly quiet
areas where workers can go and work on their own if they need to.

67
Encourage creative juicing

In the same way interacting with different perspectives drives innovation, so
does flexing different skill muscles. For this, each office has a ‘maker space’
where employees can take time to create something. Maker spaces can include
gadgets like 3D printers and laser-cutting machines, or just a large work table
to design a poster. This allows workers to physically manifest ideas and opens
up new areas for them to be inspired.
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No future
alternative?

There’s been a shift in the way customers buy software.
Has Software-as-a-Service conquered all?

Derek Bose,
Oracle
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ike most sea-change events, it began
with a trickle and finished with a
tsunami-sized wave. The adoption of
Software-as-a-Service (SaaS) as a model for
purchasing enterprise applications is now so
widespread that it looks like becoming the
default option within a few years.
At least, that’s what the numbers tell us.
Synergy Research Group reckons that the
market for SaaS is growing at 32% year-onyear, and is now worth $20 billion a quarter.
In a survey of 1 500 large and small firms in
the UK, France and Germany conducted by
OnePoll, 89% of firms were using at least
one SaaS application. Last year, 74% of
organisations surveyed by IDC expected to
rely almost exclusively on SaaS by 2020.
Even so, the SaaS story isn’t concluded
yet. Adoption rates vary wildly depending on
business size and sector, and by the type of
application in question. The Margin thought
it timely to hold a roundtable discussion with
industry luminaries to get a snapshot of SaaS
in South Africa today.

Is everything Saas?

Undoubtedly, the direction of the market in
South Africa is fully aligned with global trends.
When Sage’s VP for enterprise in Africa and
the Middle East, Matthew Kibby, raises the
question ‘when was the last time you closed
an enterprise deal that wasn’t SaaS?’, heads
nod in sage (pardon the pun) agreement.
“As a distributor, we’re absolutely seeing
these trends,” says Traci Maynard, Microsoft

“The new generation coming
up is working online and
in the cloud, and they see
technology as a tap; if you
need it, you open up the tap.
If you don’t need it anymore,
you turn it off.”
James Wood, Drive Control Corporation
executive at Axiz. “The smaller resellers
embraced it a lot faster than the traditionally
bigger sized ones. The smaller ones were a
bit more agile and had customers who were
happy to start moving over, while the larger
resellers faced more concerns from their
customers.”
Today, however, the evidence suggests that
enterprise has overtaken small business as a
consumer of SaaS.
“In South Africa, everyone wants to
pay on a monthly basis, that’s what we’re
seeing,” says Rashad Farred, cloud business
development manager at Rectron, “If a small
company is in trouble, it can just give notice
and cancel.”
“There’s no doubt about the economic
argument for SaaS,” says Dilley Naidoo,
business development director at Rifle-Shot
Performance Holdings. “Avoiding big capex
investments in favour of opex and monthly
rental payments is a no-brainer. The challenge
is technical, and we mustn’t underestimate that.
In our case, we work largely with independent
software vendors (ISVs) and deal directly with

T rac i
M aynard ,
Axiz

large enterprises. What we see is that
customers are using some services as
a test bed for SaaS, before bringing
it into the heart of their operations.
I’ve no doubt the conversation will be
different in five years’ time.”
Many around the table think the
process will be quicker.
“We’re in the middle of a
generational shift in the use of
technology,” says Derek Bose, Oracle
Applications’ lead in South Africa
and SADC. “Every customer and
organisation, large or small, has a
SaaS strategy, there's a lot of uptake of a truly
modern platform that has emerging tech built
into it. We're very optimistic.”

SaaS = cloud, right?

One topic raised early on was the question
of clarity of communication about SaaS,
and particularly as it relates to the cloud.
Many analysts treat the terms SaaS and
cloud application as synonymous, but, says
chairperson and CEO of Progress distributor
AIGS, Rick Parry, that’s not necessarily the
case.
“Around 85% of our revenue is now SaaS,”
Parry says. “But, most of it’s on-premise. Cloud
is becoming pervasive because of the extra
bandwidth now available, but SaaS itself is a
licensing model, not a hosting model.”
“We see a lot of hybrid activity in
corporates,” says Sage’s Kibby. “They want
a combination of on-premise and public
or public cloud, but for cloud, it’s mostly
development workloads rather than
production at the moment. Customers want
flexibility more than anything.”

J e r e my
M atth e w s ,
DaxData
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This can lead to confusion, however. “Adobe
Creative Cloud is a hybrid application,” says
Jeremy Matthews, CEO of Adobe distributor
DaxData. “It works on desktop and mobile
with a whole load of back-end services in the
cloud. People ask ‘do I have to run this in the
browser?’, so understanding the commercial
concept is very important.”

Ease of update

What customers do appreciate, Matthews
continues, is always having access to the latest
features, including those powered by the cloud.
“The bar keeps getting raised, so now they need
to create mobile apps, for example, and they
need improvements to the products. You can’t
use a copy of Creative Suite 6 that you bought
five years ago and expect to remain competitive.”
“Customers want a modern application
enabled with emerging technologies, with

artificial intelligence, distributed ledger and
robotics,” says Oracle’s Bose. “People don’t want
to be responsible for adding those on. They want
to be plugged into a constant innovation stream.”
Drive Control Corporation’s professional
service management lead James Wood
agrees on the value of new features.
“The risk as a vendor or an OEM is that if
you’re not relevant or up to date, you churn,”
Wood says. “If you’re not at the bleeding
edge – the new generation coming up is
working online and in the cloud, and they
see technology as a tap; if you need it, you
open up the tap. If you don’t need it anymore,
you turn it off. That’s what SaaS is, opening
and closing the tap. If you want a slightly
different flavour of the technology with more
features, you turn on another tap.”
Nick Keene, business group lead for
Modern Workplace at Microsoft, says that

D i ll e y
N a i doo , RifleShot Performance
Holdings
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because Office 365 is now being delivered
from the cloud, it enables the infusion of AI,
which can help users better understand their
own use.
“We can tell a user how they worked, how
a meeting went. We can provide feedback
on when attention in a meeting is lost, for
example, if someone starts checking their
email. We’re no longer talking to IT, we’re
talking to HR and having cultural change
conversations.”
However, Rifle-Shot’s Naidoo cautions that
not everyone needs the latest and greatest.
“Sometimes we get too fixated with
technology,” Naidoo says. “You don't have to
have the latest gee-whiz, and if I’m running
serious businesses, I am going to get my ROI.”

M atth e w
K i bby , Sage

round

table

R i ck P arry ,
AIGS

not be us, it might be the network, so help
them migrate from the 10Mbps ADSL line
they’re trying to run and upgrade to fibre.”
Micro Focus’ Judy le Roux agrees.
“Whether it’s on-premise or in the cloud,
unless you continue to add value to your
customer, they're not going to continue to
use your product,” she says. “One of the big
problems with user adoption in South Africa
is internal culture and lack of training. Unless
you’re there or your partners are there all
day, every day to walk with the customer,
someone else will be.”
While many resellers have already
made this shift to a consultancy role, some
difficulties remain.
“The challenge of SaaS is that you’ll see a
dip in revenues,” says Parry. “You no longer
have big multimillion-rand deals, it does
affect the quarterly results. But once you’ve
made the switch to annuity revenue, your
business is that much more valuable.”
Kibby agrees. “We’ve made the transition
to a subscription-based model, and our
shareholders have accepted it and our
investors have accepted it. But we took a dip.”

J am e s W ood ,
Drive Control
Corporation

AIGS' Parry gives an example of why it
may continue to be important to make the
distinction between SaaS and cloud.

S for service

“The second S in SaaS stands for service, and
the fundamental difference is that we need
to make sure we’re providing service. That’s
the attraction, it’s an all-encompassing service
customers are getting, which happens to be
driven by software.”
"That's so important,” says Microsoft’s
Keene. “As the channel has adopted selling
cloud and SaaS from the cloud, there’s a
project cost around deployment in moving
the customer’s data. But after that, what
is the customer doing? We continue to
add value into the product, with updating

N i ck K e e n e ,
Microsoft

New mindset, new model
feature sets, but we’re trying to get our
partners to understand that once the
applications are deployed, they need to
engage in those consultancy services around
digital transformation or security and move
beyond sell and deploy towards the constant
managed services.
“The biggest risk to the partner is that
the customer churns. If a customer doesn’t
realise the value they’re getting through the
subscription model, it presents a risk to the
partner. We like the channel model because the
customer might have a particular perception
– like my email is slow or Excel online isn’t
working – and we’d love the partner to be the
first port of call. Take hardware and software
and services and bundle them for the customer.
So, if something is slow, for example, it might

All agree that one of the most difficult
parts of the business to transform is sales,
especially in distribution.
“If you’ve been paying a salesperson in big
lump sum commissions they don’t know how to
sell subscriptions,” says Axiz’ Maynard. “It needs
a different breed of salesperson, we need
people from completely different industries.”
For those holdouts against SaaS, it seems
the final argument is security. The scale at
which SaaS providers work simply allows
them to do it better.
“We see a billion authentications a day
through Azure Active Directory,” says
Microsoft’s Keene. “We can pick up signals
and understand if and when someone
becomes compromised. We can see where
we need to bake security into this, not wait
for someone to bolt it on.”
Q4 2018 |
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Making a Mint

Having recently won the prestigious Microsoft South Africa
MD’s award for FY 2018, Mint Group has obviously been
doing something right. The Margin sat down with Group CEO
Carel du Toit to find out what makes the company tick.
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int Group is a living, breathing
example of the accumulation of many
pieces of the most modern business
advice and strategies that the channel has
been presented over the past decade.
By way of example, Mint’s CEO Carel du Toit
says that although the company focuses on
all of the Microsoft cloud workloads (Azure,
Office and Dynamics), rather than selling
specific technology, the company is all about
client-centricity. It’s creating a solid annuity
revenue stream, and its services business
is swinging more towards being a business
consulting organisation, rather than a pure
technology enablement company. But Du Toit
sees the business as something else.

The shift to providing a more strategically
important offering means that Mint has had to
evolve its workforce over the past 18 months.
Du Toit estimates that today, 80% of the
workforce is still focused on enablement, but the
drive to offer more strategic business advice has
resulted in the need to hire people with more
‘life experience’ (see sidebar). “The seniority of
the people coming in is much higher,” he says.

Client at the centre

The move to a more business-focused
consultancy offering fits perfectly with what
Du Toit says is the key ethos for the business
– client centricity. “Our entire business, all the
technologies we leverage, everything we do,
is designed around one thing – how do we
get our clients to be more client-centric? If we
can't add a fundamental difference in making
a client more client-centric, or if we don't

“We don't get involved in defining a client’s
strategy, but we'll definitely be involved in
helping them understand how technology will
shape that strategy.”
Carel du Toit
“Mint is no longer an IT company, we're a
talent company. The people we deal with, the
scarcity of skills and the level of requirement
means our entire focus is on talent. You
need the talent to scale, either creating IP or
consulting with clients,” he says.
Talent is evidently important as Mint
transitions its services unit’s outlook from
tech to business. “Digital transformation
has forced consulting companies to become
technology enablers, but it’s also forcing
enablement companies, such as ourselves,
to consult. We don't get involved in defining
a client’s strategy, but we'll definitely
be involved in helping them understand
how technology will shape that strategy.
Technology has moved up the stack. It
wasn't our decision to become technology
consultants, it was the market's decision, we
just did it quickly.”

help our clients to sell the right thing through
the right experience to their clients, then it's
something we'll walk away from.”
Du Toit says that speed in delivering value
to clients is key. Mint doesn’t want to be
locked into monolithic 12-month monster
engagements or working to a six-month-old
spec that’s fast becoming irrelevant. And,
realistically, neither do most clients.
When speaking to prospective clients,
connecting with open-minded modern
executives is a great place to start. Find people
in a business who are tired of the pace at which
things are happening, he recommends. “We
want the people who bridge the gap between
business and IT and have the courage to drive it.
They're not business- or IT-focused, they're just
solution- or outcomes-focused."
Besides its existing footprint in South
Africa, Africa and US, the next level of geo-

expansion for Mint is the Gulf and United Arab
Emirates. The company is currently working in
alliance with EY in the region, and will look to
leverage that initial foothold.
“EY is getting deep into tech enablement, so
it’s acquiring companies like ourselves across
the globe. For us, EY doesn't have the capacity
yet, so there's a gap for us to fill.”
Being open to partnerships has long been
a key differentiator for Mint, and its alliance
with EY comes at an important time as the
local competitive landscape has fundamentally
changed. Many of the companies that Mint
used to view as similar sized competitors
(AccTech, Karabina, Immix and Nvision IT) have
been acquired by larger corporate groups.
“Now, we compete with Altron, Foresight...we
don't compete with the niche companies we
used to,” he says.
In terms of vertical focus, the company has
also expanded its focus beyond banking and
insurance. “Over the last two years, we've
invested heavily into health, education and the
public sector. In that period, about a third of
our revenue has come from the public sector,”
he says.

Growing value

That has been one contributor to the group’s
recent sales revenues growing by 90% in the
last calendar year.
Although the services revenues have grown
well, it’s the IP and licensing revenues that
have grown most significantly. “We've really
grown the value of the business, due to the
fact we have an IP and licensing business at
a different multiple to our services business.
Our licensing revenue grew by 400%, and
we're investing heavily into the Microsoft CSP
journey. Microsoft has also been a key part
of our geo-expansion because we leverage it
through IP co-sell. I don't think we have a deal
that's not IP co-sell,” he says. And it’s this that
really highlights why Mint has been identified
as a textbook case study of transforming
its business in line with the cloud world and
modern advice being doled out to the channel.
“One consistent in the Mint story is that
we're a company of change; it's baked into
everything we do,” he concludes.

The apprentice

As part of Mint’s drive to hire more consulting skills, it has developed an apprentice programme to build skills.
But this isn’t the usual apprentice scheme, as the applicants must have some life experience.
“We require consulting skills – someone who can hold a conversation, has
some business acumen, some industry experience, they need to know how to
document things, run a presentation, engage people...at a very broad level. This
kind of skill doesn't generally come in someone who is 20, it's usually someone
who's worked for 10 or more years, and has figured life out a little,” says Mint’s
Carel Du Toit.
“We find people who want a change and we put them in our apprentice
programme. The programme is 10 quarters' long, two-and-a-half years, and when
they start, they know exactly what they’ll earn by the end of the programme.”

Each quarter includes specific achievements, but there are also exams to write
and assessments to undergo. “They're vested in it, they're hungry to create their own
tomorrow. We gain a great consultant who’s vested in our business and we ramp
them up quickly so they get a career, the ecosystem grows and we don't poach.”
Du Toit says the programme is diversifying, with the company having taken on
its first two developer apprentices, who come with no background in development,
merely an interest. “We tested them from a technical aptitude perspective and the
consulting skills as well. The reality is you can't have developers who can't talk to
clients anymore, that’s all shifted as well.”
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Microsoft’s top partners

The annual Microsoft Partner Network Awards ceremony recognising those partners that had
performed best in FY 2018 was recently held in Sandton, Johannesburg.

Winners

Industry
application
development
partner of the
year:
Karabina

Managing
director's partner
of the year:
Mint Group

IP co-sell partner of the year:
Ascent Technology
Best goto-market
execution:
XContent

Top CSP reseller of the year:
First Technology Group

Hybrid platform cloud partner of the year:
AccTech Systems

Other winners (not pictured)
Top CSP provider of the year: Tarsus
on Demand

Consumer distributor and sub
distributor of the year: Axiz

CRM partner of the year: Mint Group

Retail partner of the year: Incredible
Connection

ERP partner of year: Karabina
Cloud platform of the year: BUI

Intelligent edge device partner of the
year: Mustek

Data, analytics and artificial
intelligence partner of the year:
Karabina

Best new practice: Ascent
Technology

Modern workplace: Mint Group
Software asset management: First
Technology Group
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Lenovo honours top performing partners

The annual Lenovo Channel Awards ceremony was held at the Galleria, in Sandton. Lenovo celebrated the
achievements of its partners for the financial year 2017/18. Its awards were divided into two categories,
reflecting the PC and datacentre groups that make up the business.

Winners

Ambassador
of the decade –
Suria Pretorius,
Pinnacle

Consumer partner
of the year – SOS
Mobile SA

Industry executive of the year – David Kan, Mustek
PC Group
services
partner of
the year;
Datacentre
Group services
partner of
the year; and
Datacentre
Group
platinum
partner of
the year –
Technology
Corporate
Management

Commercial SADC partner of the year –
Channel IT Ltd

Commercial deal of the year – Collins Ogunniyi,
Metro Computer Services and Timothy HumphreyDavies, Pinnacle

Other winners (not pictured)
PC Group silver partner of the year –
S Con IT Services
Datacentre Group silver partner of
the year – Aptronics
PC Group gold partner of the year –
Introstat
Datacentre Group gold partner of the
year – Edgetec Systems
PC Group platinum partner of the
year – Digital Generation

Consumer campaign of the year –
Incredible Connection: Yoga
campaign
Consumer SADC partner of the year –
Inshark Investments
Consumer champion of the year –
Johann Venter
Consumer distributor of the year –
Axiz
Retailer of the year – Evetech

PC Group distributor award –
Rectron

PC Group commercial champion of
the year – Jaco Oosthuizen

Datacentre Group distributor award –
First Distribution

Datacentre Group ambassador of the
year – Dean Irwin
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Dell EMC
PowerEdge Servers
The most cutting-edge portfolio of
Dell EMC PowerEdge servers, featuring the
next generation Intel® Xeon® Processor family,
has the power to transform your IT business.
PowerEdge R740
A general-purpose workhorse providing
storage, I/O, and application acceleration
balance with configuration flexibility. Ideal
for virtual desktop infrastructures (VDI),
AI / machine learning and private cloud
installations.

> Scalable business architecture
On-demand capacity & performance to
meet every core challenge

PowerEdge R940
4-socket powerhouse engineered to
handle extremely demanding in-memory
databases, large scale data analytics and
dense virtualization.

> Intelligent automation
Enhanced server room efficiency and
embedded diagnostics –no more amber light
patrols
> Integrated security
Built-in IT lifecycle protection and security
embedded into hardware and firmware

PowerEdge T440
Developed to drive office workloads
with the ideal balance of storage and
performance for mail & messaging,
workgroup collaboration with file and
print.

Contact your DCC Representative
for more information

Extended support for Windows Server 2008 and 2008 R2 is ending on January 14, 2020.
By helping your customers upgrade their server hardware and migrate to a current Windows Server, they can benefit from
next-level speeds and storage capacity, achieve greater efficiency and scalability, and stay protected with built-in data
recovery services.
Johannesburg

Cape Town

Durban

Port Elizabeth

+27 (011) 201 8927
info@drivecon.net

+27 (021) 532 5700
info@cpt.drivecon.net

+27 (031) 579 2994
info@dbn.drivecon.net

+27 (041) 363 4645
info@pe.drivecon.net

Botswana

Namibia

Mozambique

+267 315 8660
btwinfo@drivecon.net

+264 61 226 027
naminfo@drivecon.net

+258 21 32 2021/2/3/5
mozinfo@drivecon.net
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INDUSTRY

Keeping you up to date with some recent industry appointments.
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Defranceski joins Westcon
Comstor

Arcserve lands in SA

Captain Marval

Westcon Comstor has appointed Nicole
Defranceski as the Johannesburg strategic
account manager. She has been involved
in business development, sales, customer
management and marketing with big brand
names throughout her career.
Defranceski will be overseeing key accounts
that include Palo Alto, F5, Arbor and Kaspersky,
among others. She reports to Security Practice
director, Andrew Potgeiter, who she will be
assisting in managing existing business and
developing new pipeline opportunities.

Data backup and availability company Arcserve
has announced the opening of Arcserve Southern
Africa to give it a physical presence in the region.
Arcserve solutions and services have been
available in South Africa and the Sub-Saharan
region for some time.
Byron Horn-Botha has been appointed lead for
channel and partnerships at Arcserve Southern
Africa. He says: “The business model continues to
be exclusively channel-based and the company is
focused on driving growth by forging even stronger
bonds with our current and future partners
by providing an exceptional level of technical
support to them and Arcserve customers.”

Young at Trend Micro

Oracle SSA’s new VP

INFINIDAT’s new head of
architecture

Russell Young has joined Trend Micro as technical
lead. In his position, he will focus on building
a strong pre-sales business within the SubSaharan region and work towards extending
Trend Micro’s footprint and visibility in the region.
Young’s background is in the sales sphere,
working mainly with resellers and management
while in the role of an engineer and manager.
Prior to joining Trend Micro, he worked with
Hewlett Packard Enterprise.

Oracle has appointed Andrew Sordam as VP for
Sub-Saharan Africa; he takes over from Cherian
Varghese.
Sordam takes on his new role after over 20
years at Oracle in various leadership roles, most
recently that of VP for Oracle's Infrastructure-asa-Service business across EMEA.
"Oracle is serious about Africa and having a
vice-president based on the continent heading
African operations demonstrates our continued
commitment to the continent, partners and our
customers," says Abdul Rahman Al Thehaiban,
Oracle senior VP for technology, Middle East and
Africa.

Richard Peasey, former chief information
security officer (CISO) for Absa, has joined Marval
Africa’s team as managing executive. Peasey will
be driving new strategic goals and objectives
in transitioning the local office into a stronger
sales-focused organisation.
Peasey comes from a financial IT background,
having spent over thirty years at the Absa Group
in various roles within IT. His responsibilities have
spanned those of business information officer to
CISO, an office which Peasey held in conjunction
with being head of IT Solution Delivery until mid2007. He also spent time working at Standard
Bank and Transformation Capital Group.

INFINIDAT has appointed Eugene Beauzec as
head of solutions architecture for its South African
division. The appointment follows INFINIDAT’s
strategic establishment of a local presence earlier
this year.
Beauzec brings a wealth of experience in the
field of data governance, data management
and enterprise storage, as well as a deep
understanding of the INFINIDAT suite of solutions.
Hayden Sadler, country manager for South
Africa at INFINIDAT, says: “Eugene will form an
important component in strengthening our local
pre-sales and technical support offering.”
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closing
thoughts

Cloud, culture
and the
customer

When it comes to selling software and
cloud services, a key challenge is helping
customers make use of their data.
BY Sanjay Brahmawar, CEO, Software AG

A

s we move to digital transformation,
it’s vital to consider data, as well
as organisational culture and the
customer.
At Software AG, we offer core integration,
which connects applications and cloud. But
the data is of no use if you can’t integrate
it, move it between applications, pull it into
a data lake and create analytics on top of
it. Bringing all that data together is a big
challenge for companies, especially when you
combine it with other sources, such as IoT.
We know hybrid cloud models will be
around for a long time. Customers may choose
to put some of their data and applications
in the cloud. And some have adopted a
cloud-first approach. But they also end up
having lots of legacy – sometimes they’re
able to move that legacy onto the cloud and
sometimes they’re not.
In addition to hybrid cloud, there’s also the
growing popularity of multi-cloud – the use
of multiple clouds in a single architecture. I
believe most customers are going to want to
have that flexibility. Cloud-to-cloud integration
is something that’s becoming a critical
necessity for our customers; having that
capability, so they don’t get locked down.
Increasingly, customers want to gain the
benefit of scalability, flexibility and compute
power and not have to invest all that money
themselves. They can access the compute
power when they want it, and they can scale
up and down. A lot of companies are doing
that, and while some are way ahead, others
are still catching up.

Culture of transformation

When it comes to transformation, it’s
important to understand the culture of your
organisation and ensure you understand
what your customers will need in the future.
You need to look at aspects around strategic
thinking and execution, and how to engage
with customers. All of that needs to become
part of your organisation’s culture.
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“No strategy can be executed without looking at
the cultural aspects. At the end of the day what is a
software business? It’s only people.”
This could mean having the right culture
of collaboration within your organisation,
or enabling all your people, and asking for
and accepting feedback and insights from
customers.
No strategy can be executed without
looking at the cultural aspects. At the end of
the day what is a software business? It’s only
people. It’s people who create a business’
IP. And with people, culture is the most
important aspect.

The customer experience

It sounds like common sense, but the
customer experience is a critical ingredient.
You need to make a conscious effort and
understand what clients, and their customers,
are using your products and services for, and
how they’re benefiting.

From our perspective, selling software isn’t
the end, it’s the first step. Customers getting
value out of that technology is the most
important thing. You’ll never sell to a customer
again if you haven’t helped them drive value
out of that technology.
The software industry is famous for selling
software that ends up being on-the-shelfware. Every time we sell technology, we
must have experts working with customers,
and deploying the technology. This is what
customer service is about. The more we go
to the hybrid structure of the cloud model,
the more of our business becomes recurring
revenue. It becomes Software-as-a-Service.
What’s more important isn’t selling the
licence to the customer, but ensuring the
customer is using the software to leverage
the benefits.

