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Staying alive
y first thought on reading
a report at the beginning
of this year that China was
locking down 10 million
people in Wuhan was one of
incomprehension. Then, it all seemed so far
away, and it would take me a little while to
realise we were all in this together. South
Africa responded in a timely and responsible
manner, and we appear to have largely
dodged the bullet, at least in comparison
to other countries. Still, I think we have yet
to feel the real effects of those months of
hibernation on the economy and the channel.
IT budgets are almost certainly going to
shrink, and while you’ll be hard pressed to
find a CIO who’ll admit they’re abandoning
plans for accelerating digital business, I
wonder how they’re going to do it with less
money, staff and equipment.
Still, there is some cause for optimism.
Enterprise software could rebound quite
quickly, driven largely by the acceleration of
digitalisation plans by companies that now
have to support a distributed workforce.
There will also probably be increased
demand for datacentre kit, driven by demand
from both hyperscalers and enterprises.
In Gartner’s John-David Lovelock’s
summation, `companies have more IT to do
and less money to do it’. This will lead them
to cutting back on cellphone and printer
refreshes, for example, leading to lower
growth in devices and communications
services. He reckons technologists will
use the cash they’re saving in those areas
to accelerate digital business, and will be
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spending it on things like IaaS or customer
relationship management software. He
also says digital transformation will not be
subject to the same ROI strictures that were
in evidence before 2020. The mandate for IT
will now be one of survival, not growth.
Speed is of the essence, and Gartner has
come out with some timely advice on how
costs can be optimised. First, items that
will hit the budget in one to nine months’
time must be either eliminated, reduced,
or suspended. These could be monthly or
quarterly costs, or those incurred by pay-asyou-go. Cash is still king; in fact, it’s now the
emperor. Target items that will have a real
cash impact on the profit and loss statement.
Take a hard look at payments that have not
been spent, or committed to. Read contracts
again, paying attention to renegotiation and
termination clauses. Gartner says that a
quarter of the average IT budget is spent on
capital expenditures, and it may be worth
considering if there are any cuts that can be
made here.
It also has sage advice when it comes to
planning on cost reductions, saying many
companies don’t cut deeply enough the first
time, and have to revisit the exercise again
(and, in some cases, a third time). This can
be damaging to morale.
Nondiscretionary costs should also
be looked at, such as infrastructure and
operations, and there may be savings to be
had by reducing usage or service levels. IT
still needs to keep the lights on, but perhaps
the lights can be switched off when no
one’s in the office. Fixed and variable costs
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should also be examined. For the former,
look at what can be eliminated, while with
variable costs, what can be both reduced or
eliminated?
All these measures will need to be
conducted with the steady hand of a
surgeon; cut too much and the organisation
may be irrevocably damaged; too little, and it
may not survive.
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Security

It’s a near certainty that you will be breached. What can be done?
By Matthew Burbidge

I

t’s hard to know exactly how
many breaches there are in any
given year. Some companies
won’t report it, or at least not
publicly, and not all breaches
involve the leaking of customer information.
Some are not a result of criminal activity,
such as a staff member inadvertently exposing
some information. This will also be classified
as a ‘security incident’. Larger, listed, firms,
however, do tend to make it public, the thinking
probably being that it’s better to be in control
of communication than to have it leaked to
the press. The PoPI Act is going to be coming
into force on July 1 next year. It’s a Thursday.
After this, companies found to be negligent in
their dealing with personal information will be
censured, possibly financially, as can be seen
in many cases in Europe this year. Companies
will not only have to pay to scramble to get to
business, but there could be a sizeable fine in
the post when they get round to answering
the mail.
A number of local banks fended off DDos
attacks in October 2019, and City Power was
hit by ransomware in July of that year. In
September, it was the turn of Garmin to suffer
a data breach. Life Healthcare reported a
data breach in June 2020, and credit bureau
Experian leaked the details of tens of millions
of South Africans in August. In that same
month, Momentum Metropolitan said it had
been hacked, as did Lombard Insurance, and
the following month saw construction firm
Stefannuti Stocks suffer a ransomware attack.
Many of these firms have mature security
stacks and experienced security leaders, and
yet still became victims. This is the great
conundrum: if we’re aware of the omnipresent
danger, why aren’t we better prepared?

Thick as thieves

DR is no longer enough

It’s self-evident that many criminals are in
the business of monetising the data that they
steal from you. With the rise in ransomware,
data is more at risk, and it’s no longer wise
to just rely on disaster recovery or business
continuity backups. In some cases, these will
also be deleted or corrupted, meaning it can
be a very long road to get back to business, if
that’s even possible.
Security teams need to understand what is
the most important data in the business, and
then focus on protecting it. It also needs to be
clean data, lest it reinfect the network when it’s
brought back online. In this case, some kind of
air-gap solution might be worth investigating.

Much has been said about people being the
weakest link in the security chain. After all,
they’re the ones answering all the emails. It
still appears that security teams have a long
way to go in the way in which they manage
people. First, outside of those industries in
which security is paramount, such as financial
services, many boards rely on the CIO for
guidance around security, and for one reason
or another – often around resources – many
companies remain vulnerable. As for the staff,
the security team is not doing well at all, to
judge by one research report. Typically, there’s
little communication between the security teams
and the general staff, such as warning them of a
phishing attempt that’s doing the rounds. And if
a staff member comes across a suspicious mail,
what do they do, and whom do they call? Many,
I’m willing to bet, just keep quiet.
As we draw the veil over this year, it might
bear reflecting on what we’ve learned about
distributed workforces and security. Here’s
a prediction: it’s going to get worse. In 2021,
there will be blood.

»

The rise in ransomware-as-a-service is
perhaps one reason why there have been
more breaches this year. Here, others mount
the attack, and collect the money, while the
malware author can get on with what they do
best, like writing more malware. They are, in
turn, paid a fee for the use of the product.
Following a breach, the first thing you
should never say is, ‘We take security
extremely seriously’, which has become
something of a standing joke among security
professionals.
A better question, posed behind closed
doors to the board and your security team, is:

“Are we taking security seriously?”
To a large degree, your organisation will
be judged by its response. Fortunately, there
is plenty of literature to prepare you for this
unfortunate reality, and there’s a field of study
that’s grown up around effective, and poor,
communication after a cyber event.

Following a breach, the first thing you should never
say is, ‘We take security extremely seriously’, which
has become something of a standing joke among
security professionals.
Q4 2020 |
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Industry watch

Booth’s
bulletpoint
bulletin
Compiled by Paul Booth & Adrian Hinchcliffe

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

International deals

• Accenture will sell a majority stake in its Bit2win business to the
existing Bit2win management team and Gellify. Accenture has acquired
CreativeDrive, a content production specialist, and Organize Cloud
Labs, a Brazil-based company operating as ServiceNow's first Elite
partner in Latin America; it has also agreed to acquire Salt Solutions, a
German technology consultancy, and N3, a tech-driven sales firm.
• Switzerland-based Acronis has acquired DeviceLock to enforce
privacy at the device level and prevent threat actors from accessing
data on an organisation’s system.
• Alphabet has made a $450 million investment in home security firm
ADT. It has also agreed to acquire North, a Canadian startup that has
developed Focals smart glasses; and buy a 7.7% stake, for $4.5 billion,
in Jio Platforms, taking a seat on its board alongside Facebook, to
help the digital arm of Reliance Industries realise its lofty ambitions.
• Amdocs has agreed to acquire Openet, a digital BSS company for
$180 million.
• Apple has acquired Spaces, an AR technology startup that was a
former project of DreamWorks Animation, and Mobeewave, a startup
that could transform iPhones into mobile payment terminals.
• Atlassian has acquired Sweden-based Mindville, a Jira-centric
enterprise asset management firm.
• Autodesk has signed a definitive agreement to acquire Pype, a
provider of cloud-based solutions for automating construction project
management workflows.
• Bain Capital has invested $750 million in Nutanix, a developer of
cloud software for enterprises.
• TikTok parent company ByteDance has bought UIpay, a Chinese
third-party payment service, and Caicloud, a Chinese cloud computing
platform.
• Check Point Software Technologies has agreed to purchase Odo
Security, a cybersecurity startup.
• Cisco has acquired Swedish video analytics specialist Modcam; has
agreed to buy BabbleLabs, a provider of noise removal and speech
enhancement technology; and is planning to purchase PortShift, an
Israeli startup that has built a Kubernetes-native security platform.
• Cognizant has entered into agreements to purchase Tin Roof
Software, a custom software and digital product development
services company, and New Signature, one of the world's largest
independent Microsoft public cloud transformation specialists.
• Datadog has bought Undefined Labs, a testing and observability
company for developer workflows.
• DocuSign has bought Liveoak Technologies, a startup focused on
creating an auditable transaction that includes web-based video
conferencing, collaboration and identity verification.
6
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• DXC Technology is selling its healthcare providers’ software
business to the Dedalus Group, an Italian healthcare technology
company for $525 million.
• Ericsson has agreed to buy US-based Cradlepoint, a wireless
networking company for $1.1 billion.
• Fortinet has purchased Opaq Networks, a cloud security and
networking innovator.
• Garmin has bought Finland-based Firstbeat Analytics, a privatelyheld provider of physiological analytics and metrics for consumer
devices in the health, wellness, fitness and performance markets.
• GoDaddy has entered into a definitive agreement to acquire SkyVerge,
a leading WooCommerce product developer.
• Hewlett Packard Enterprise plans to buy Silver Peak, an SD-WAN
player, for $925 million.
• HMD Global, the company behind Nokia phones, has acquired the assets
of mobile, enterprise and cyber security software firm Valona Labs.
• Hyland Software, a Thoma Bravo company, has agreed to acquire
Alfresco Software, which offers digital business software.
• Infosys is to acquire Kaleidoscope Innovation, a product design

IBM has agreed to buy Brazil-based WDG
Automation, a provider of robotic process
automation software.

•
•

•
•
•

and development firm, and GuideVision, an enterprise service
management consultancy.
Intelsat has entered into a definitive agreement to acquire the
commercial aviation business of Gogo, the largest global provider of
in-flight broadband connectivity, for $400 million.
Juniper Networks has entered into a definitive agreement to acquire
Netrounds, a programmable, software-based active test and service
assurance platform suitable for fixed and mobile networks for the
entire service lifecycle.
Microsoft will buy ZeniMax Media for $7.5 billion, strengthening its
Xbox video game offering with the publishing company behind titles
such as Fallout, Elder Scrolls and the Doom reboot.
Mimecast has purchased eTorch, a messaging security provider with
solutions designed to help stop social engineering and human identity
attacks with the use of machine learning technology.
MobileIron has entered into an agreement to be acquired by Ivanti,
a leading provider of enterprise-grade intelligent IT management and
security software solutions.

• Nvidia will acquire semiconductor and software design company
Arm from SoftBank in a transaction valued at $40 billion. SoftBank
will retain a stake in Arm, expected to be under 10%.
• Motorola Solutions has purchased Pelco, a global provider of video
security solutions.
• Palo Alto Networks has agreed to buy The Crypsis Group, an
incident response, risk management and digital forensics consulting
firm, for $265 million.
• Pure Storage has entered into a definitive agreement to purchase
Portworx, a Kubernetes data services player for $370 million.
• Qlik, a Thoma Bravo company, has acquired the assets and
IP of Knarr Analytics, an innovative startup that provides
real-time collaboration, sophisticated data exploration and
insight capture capabilities.
• Qualcomm Ventures will invest in Jio Platforms.
• SAP has acquired a minority stake in Vistex, an ISV partner that
develops go-to-market, pricing, rights and royalty management, and
other applications that work with SAP’s core ERP software. It will
also acquire Austrian-based Emarsys, a cloud-based marketing
platform.
• SecureWorks has signed a definitive agreement to acquire Delve, a
vulnerability management provider.
• Slack has purchased Rimeto, a business directory provider.
• SUSE has agreed to buy Rancher Labs, a container startup that’s a
force in the Kubernetes market.
• VMware has agreed to buy Datrium to bolster its cloud-based
disaster recovery capabilities, Blue Medora’s True Visibility Suite
business unit, which develops tools popular in the VMware ecosystem
for automating management of applications as well as hybrid
infrastructure, and software automation specialist SaltStack.
• Wipro has signed an agreement to acquire Brazil-based IVIA
Serviços de Informática, and a definitive agreement to acquire 4C,
one of the largest Salesforce partners in the UK, Europe and the
Middle East.
• Zebra Technologies has acquired Reflexis Systems, a privatelyheld provider of intelligent workforce management, execution and
communication solutions for organisations in the retail, food service,
hospitality and banking industries.

International developments

• A £15 million fine has been levied on Deloitte for its audit of
Autonomy prior to the software company’s acquisition by HP in 2011.
A UK court found the audit contained ‘serious and serial failures’.
• Google, Qualcomm and Nokia Technologies have invested in HMD
Global, the maker of Nokia-branded smartphones.
• Sharp, a unit of Taiwan's Foxconn, will spin off its low-margin liquid
crystal display and camera module businesses.

Big tech

• Apple has become the first company to reach a market capitalisation
of $2 trillion, which will be of little comfort to the EU and the Irish
state as Europe's second-highest court rejected an EU order for
Apple to pay €13 billion in Irish back taxes.
• Australia will force Facebook and Google to pay Australian media
outlets for news content. Google has announced plans to pay $1
billion to publishers globally for their content over the next three
years.
• Epic Games, the software publisher behind Fortnite, has sued
Apple and Google after removal of the game from their app stores.
However, a US federal judge has blocked Apple from shutting down
an Epic Games tool, Unreal Engine, which is relied on by hundreds of
other app makers.
• Facebook France has accepted paying more than €100 million in
taxes, including a penalty relating to its accounting years before 2018,
and has received a federal court's preliminary approval for a $650
million settlement related to a lawsuit that alleged the social media

giant gathered biometric data of millions of its users without their
consent.
• Facebook, Alphabet-owned YouTube, Twitter and other social
media will, for the first time, be subject to EU broadcasting rules on
hate speech and harmful content under new European Commission
guidelines.
• Google has received a record fine from Belgium's data protection
authority of €600 000 for not complying with European rules on a
person's 'right to be forgotten' online.
• Chinese artificial intelligence company Shanghai Zhizhen Intelligent
Network Technology (aka Xiao-i) has filed a lawsuit against Apple,
alleging it has infringed on its patents.

Local deals

• Altron is trying to sell three subsidiaries – Altron Document
Solutions, Altron People Solutions and Altron Arrow – that it
says don’t align with its new business strategy. The group has also
announced plans to retrench 600 employees.
• Alviva is in takeover discussions with competitor distributor Tarsus
Technology Group (See page 32).
• Ayo Technology Solutions has entered into an agreement to acquire
Kathea Communication and 60% of Kathea Energy for about R89.8
million.
• Datatec’s Logicalis Latin America has acquired a 30% stake in
Brazil-based Kumulus, a specialist in Microsoft cloud and data
managed services.

Gijima has acquired the business of
T-Systems South Africa, pending
Competition Commission approval.
• Kalon Venture Partners has invested in Sendmarc, a cybersecurity
startup.
• MyChargeBack, a global fund recovery service provider, has opened
an office in SA.
• Naspers Foundry invested in Food Supply Network, the early-stage
business funding initiative’s third investment deal to date.
• Standard Bank has acquired a 35% equity stake in digital escrow
company TradeSafe Escrow.
• TeleMasters has acquired Contineo Virtual Communications (R1.15
million), a provider of wholesale cloud communications solutions,
and PerfectWorx Consulting (R1.35 million), a networking systems
integrator specialising in next-generation IP voice technologies.

Local developments

• BCX has revealed plans to retrench approximately 300 permanent
employees, according to TechCentral.
• EOH has been fined R7.5 million for falsifying previous financial
results.
• Liquid Telecom SA has announced a strategic re-positioning as
Liquid Intelligent Technologies.
• South African investigators are seeking to recover more than
R400 million from SAP for two government contracts they allege
were entered into unlawfully.

African developments

• Facebook plans to open an office in Lagos, Nigeria – its second
office in Africa.
• Kenya’s government has gazetted a new ICT policy, which mandates
that foreign ICT companies facilitate 30% local ownership.
• Plans are afoot for MTN to exit the Middle East and focus on its
burgeoning operations on the continent.
Q4 2020 |
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asthe CIO Directory.
Traditional security measures are no longer adequate to protect
against modern cyber threats.
Covid-19 and working from home has brought this to the fore and
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Forward
to the past
How have your habits changed this year?

T

here’s nothing like six months
of confinement to make you
rethink things: what your
home looks like, or what really
matters in life. And why on
earth incessant shopping ever seemed like
a good idea. For nearly three months, we all
went through shopping rehab and discovered
that acquiring more stuff wasn’t the key to
happiness. What did become apparent, though,
was that where we live and how we live makes
a huge difference to how we feel about life.
I know I’m not the only one whose
lifelong eco inclinations crystallised during
lockdown. All over social media, all over
the world, people are flocking to join
sustainable living and tiny home web pages,
expressing a longing to live cheaper and start
homesteading. Perhaps learning to make
pasta and sourdough bread drove us over
the green edge, but we’re suddenly going all
wholesome, organic and artisanal, and I don’t
think it’s just a passing fad.
The fact that Eskom keeps falling over, our
clean water resources are running out and
nobody has a job anymore has contributed to
this too, of course.
But here’s where we could be going from
here, and a lot of it looks like a blast from a
long-gone past. With the added advantage of
WiFi and streaming. Obviously.
People who can now work from home
forever may question why they live in cities
at all, and start moving to smaller, prettier
towns and rural areas. Cities will become
quieter and cleaner, and more people will
take their Sunday morning walks through the
city streets with their families and dogs. It’s

seriously, which is great news
for millions of underserved
people. And the planet.
Driven by the high cost
of living and the new-found
homesteading trend, people will
start planting food. They’ll turn
wastelands into food gardens and
learn to use grey water to sustain
them. Homesteaders may never
grow enough to meet all their food needs,
but they will appreciate and support larger
scale farmers more. Young people will start
discovering that getting their hands dirty can
be more fulfilling than acquiring another pair
of branded sneakers.
My late grandmother Elsie, who raised her
children in an austere post-World War II world
and routinely saved things like old wrapping
paper and string for the rest of her life, would
have been amused by my enthusiasm about a
back-to-the-good-ol’-days way of life.
Using only what you need, and sharing
resources and efforts, worked pretty well for
our ancestors, and it can work well for us
now. We now have things they didn’t have,
such as technology and life-saving medicines,
and nobody’s suggesting we get rid of those.
We all want nice things like indoor plumbing,
more than one pair of shoes and perhaps our
own transport. But it wouldn’t hurt us to scale
down and adopt some of the best practices
our forebears used for getting by.

“Eventually, we’ll all become
experts on renewable energy
and forget what Eskom was
supposed to be doing in the
first place."
already happening.
Those who lost jobs will sell their
overpriced homes and use any money left to
downscale to a smaller home, or even a tiny
home, in a cheaper area. Mansions will fall
into the hands of communes of young people
who can’t afford to live solo. Farms that aren’t
making money will start leasing spare land to
tiny home communities.

Small is beautiful

The demand for beautifully fitted tiny homes
will spark a wave of entrepreneurs building
them, which will eventually bring down
prices, and put neat little homes within reach
of the lower income middle classes at last.
Tiny homes will be seen as aspirational
and enlightened, and nobody will be judged
on their limited floor space. Carpentry and
metalwork will be back in demand as people
seek out perfect, miniature, multifunctional
furnishings.
There will be demand for solar power,
gas and biofuels. Eventually, we’ll all
become experts on renewable energy
and forget what Eskom was supposed
to be doing in the first place. We’ll start
taking composting and incinerating toilets

TRACY BURROWS is a freelance IT and
corporate writer and a long time contributor to all
of ITWeb's platforms.
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stat attack

Figuring it out

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

What’s up?
Vendor revenue in the worldwide server market grew 19.8%
year-on-year to $24 billion during Q2 20, according to IDC.
Worldwide server shipments grew 18.4% year-on-year to
nearly 3.2 million units.

Global shipments of gaming PCs and monitors are expected
to increase 16.2% year-on-year to 49.6 million units in 2020,
says Gartner.

Worldwide tablet shipments hit 37.5 million units in Q2 2020,
a remarkable 26% year-on-year increase, says Canalys.

Gartner’s top 10
strategic predictions
By 2024, 25% of traditional large enterprise CIOs will be
held accountable for digital business operational results,
effectively becoming ‘COO by proxy’.

By 2025, 75% of conversations at work will be recorded
and analysed, enabling the discovery of added organisational
value or risk.

By 2025, traditional computing technologies will hit a
digital wall, forcing the shift to new paradigms such as
neuromorphic computing.

Vendor revenue from sales of IT infrastructure products
for cloud environments, including public and private cloud,
increased 34.4% year-on-year in Q2 20, says IDC’s
Worldwide Quarterly Cloud IT Infrastructure Tracker.

By 2024, 30% of digital businesses will mandate DNA
storage trials, addressing the exponential growth of data
poised to overwhelm existing storage technology.

Worldwide unified communications and collaboration revenue
grew 25.1% year-on-year, and 12.4% quarter-on-quarter to
$11.5 billion in Q2 2020, estimates IDC.

By 2025, 40% of physical experience-based businesses
will improve financial results and outperform competitors by
extending into paid virtual experiences.

The global market is set to reach 163 million units in 2021, a
21% growth, says Canalys.

By 2025, customers will be the first humans to touch more
than 20% of all products and produce in the world.

By 2025, customers will pay a freelance customer service
expert to resolve 75% of their customer service issues.

What’s down?
Worldwide IT spending is projected to total $3.6 trillion in
2020, a decline of 5.4% from 2019, according to Gartner.
However, 2021 is projected to total $3.8 trillion, an increase
of 4% from 2020.

What’s ELSE?
Only 36% of South African internet users have unique
passwords for different online accounts and a worrying 16%
use the same password for all their online accounts, finds a
Kaspersky study.
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By 2024, 30% of major organisations will use a new ‘voice
of society’ metric to act on societal issues and assess the
impacts to their business performance.

By 2023, large organisations will increase employee
retention by more than 20% through repurposing office
space as onsite childcare and education facilities.

By 2024, content moderation services for user-generated
content will be surveyed as a top CEO priority in 30% of
large organisations.
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COLUMN

Inside
the channel
BY KIRSTEN

DOYLE

Covid-19:
May you live in
interesting times
The pandemic has shaken up an already rapidly changing industry.
t the end of every year, my
inbox fills with press releases
offering predictions for a slew
of different technology-related
areas for the following year.
Needless to say, I can’t think of anyone
who got it right, as no one saw Covid-19
coming, or could have predicted the rolling
lockdowns and insanity that followed.
During the global pandemic, it became
painfully clear that those organisations that
were mature in their cloud journeys found it
much easier to move their entire workforce to
home, practically overnight. These companies
thrived. Sadly, many that weren't far along
their cloud journeys ended up laying off staff,
or even closing their doors.
In the semi-aftermath of corona, businesses
have realised that becoming cloud-first is
critical. It's no longer a 'nice to have', but
something that means staying open and viable.
This dramatic shift to digital as a result of
WFH will spill over into next year as more and
more companies shift to cloud environments,
digital technologies and collaborative tools in
an effort to be ‘new normal’-ready.
Another reality that 2021 will bring is the
fact that ‘everything’ is serviceable these days,
and practically anything within the ICT sector
can be delivered as a service via the cloud.
Everything-as-a-Service, or XaaS, began with
the SaaS or Software-as-Service deployment
model and now includes infrastructure, or
IaaS, platform, or PaaS, and even more
functionally-specific models, such as Storageas-a-Service, Desktop-as-a-Service (DaaS),
and Disaster-Recovery-as-a-Service (DRaaS).
It also, unfortunately, includes cybercrimeas-a-service. The old adage that crime doesn’t

A

pay has proven woefully inaccurate. Boy,
does it pay, and pay well. The black market
of buyers and sellers, criminal geniuses and
amateurs looking to make a quick buck is
thriving, and isn’t going to slow down any
time soon. Cybercrime is only going to get
worse, and increasingly professional and
organised, as ‘productising’ malware is making
cybercrime as simple as shopping online, with
everything from exploit kits to DDoS attacks
available as a service, and even offering
customer and after sales service.

Nimble players

Alongside this, cybersecurity, which has
topped the agenda for a number of years, is
also going to become increasingly critical,

to the hidden AI we find in the algorithms
that run social media and search engines,
that have effectively made us the product.
It is being applied in many other areas that
we don’t see, including credit card fraud
detection and home loan approval, and it will
be interesting to see what other applications
are on their way next year.
What does all of this mean for the
channel? It goes without saying that the
industry can only become more competitive.
All the top players will need to restructure
their operating models and look for new
ways to deliver all of this. The pandemic
has shaken up an already rapidly changing
industry, and everyone will have to
transition, and become more agile. There
are few pure play vendors left.
These heavyweight incumbents
have been threatened by the
more nimble players we see
competing today, and have had
to reinvent themselves for this
digital world. Everyone is heading
in this direction, and channel
players will have to find ways
to sell digital solutions, and not
products, and make sure they
have the skills and talent to do this.
This year was an annus horribilis, and I hope
that 2021 is far kinder and gentler on us.

In the semi-aftermath of
corona, businesses have
realised that becoming cloudfirst is critical.
as organisations across the board manage
the significantly increased attack surface we
are now seeing thanks to the coronavirus. I
believe that more and more companies will
look to a zero-trust approach, in which the
concept of trust is taken out the equation, and
every user, both in and out of the perimeter,
is continually verified.
Next year, I believe AI will become even
more pervasive. It’s practically everywhere
we look today, from the in-your-face chatbot,

KIRSTEN DOYLE is a consulting editor at ITWeb
with a special interest in cyber security. Follow her
on Twitter on @KirstenDoyle.
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After Covid: The channel
now and tomorrow

These are interesting times for the channel, and 2021 will be an eventful year. But
so was 2020 – and it's not done yet…
By James Francis

C
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The end of transactional resellers?

For several years, the channel has been
urging itself to expand to service-based
offerings and not rely so much on selling
goods. This service-vs-transactional debate
came to a head during the lockdown, when
rapid adoption of remote working prompted a
sea change in technology requirements and
thus the character of the channel.
"What caught us by surprise was how
much smaller the channel can be, yet
serve a larger group of end-users," says
Tarsus' chief commercial officer Gary
Pickford. "In a transactional world that has
geographical limitations, resellers need to
be in close proximity to the customer. I think
what the world realised is that a reseller
in Johannesburg with a good services
infrastructure can serve a customer sitting in
Phalaborwa or Cape Town. This caught the
transactional reseller by surprise."
Does it spell the end of the transactionbased reseller? Perhaps. The opinion is
unanimous that if an ICT business is only
transactional, this pandemic was the last

warning that it's not a sustainable approach.
Yet the future isn't pure-services, but a mix of
the two, in part because consumer priorities
have changed. As for providers, the ideal
model is a series of micro-linked activities,
often with partners, that span transactional
and services.
"It's the last round to change," says Craig
Brunsden, CEO of Axiz. "Those with a more
services-oriented model will be in a better
position. But I think transactions are still
important. People still want to buy things from
people."

Serving the new consumer

This point highlights another important shift.
When the hammer came down, companies
turned to the speed and convenience of
online transactions. The same procurement
manager who expected next-day delivery
of their new electric toothbrush used to still
be happy with business technology orders
taking longer. No more – Covid has reshaped
expectations.
"Customers got so used to purchasing
their essentials online, and online capabilities
exploded during the Covid period. And what
we find post-Covid is an expectation from
procurement departments that all products
need to be delivered at the same pace and
at the same service level as the electronic
toothbrush from the digital online platforms,"
says Pickford.
This, he adds, predicts the end of the
'bakkie brigade' where resellers collect and
deliver to their customers. Instead, integrated

»

ovid-19 has changed how
the world thinks of digital
technology. That point needs
no qualification. But it's not the
full extent of the conversation.
Greater appreciation is good, finally
responding to the ICT industry's prompts to
modernise. Yet nobody anticipated that when
'disruption' finally manifested en masse, it
wasn't about competition or innovation. It
became about survival. Already, despite this
newfound enthusiasm for digital solutions,
customers' aspirations are becoming more
practical.
Dimitri Tserpes, Mustek's chief technology
officer, expects there to be a reduced interest
in emerging technologies, but adds that
artificial intelligence is likely to become much
more popular as we use data to navigate
future uncertainties. But customers are going
to be more selective.
"IT budgets at 46% of companies are
expected to remain flat in 2021, while 33%
expect to increase spending and 17% expect
budget declines – essentially double the 8%
who had expected budgets to decline this year
when surveyed in 2019. The remaining 4%
did not know if their budgets would change in
2021. Overall, budgets are expected to decline,
with the size of the cuts surpassing spending
increases," he says.
This means customers will be looking for
more tried-and-tested options over risky
emerging technologies. But Tserpes adds a
caveat that all the other interviewees also
reflect that 2020 has been enormously
unpredictable, and divining what lies ahead
won't be easy.
"There’s no doubt that specific sectors of
the economy have been adversely affected
and economist believe that the correction may
only start at the end of 2021, with a more
positive shift being evidenced by as late as
2025. However, if 2020 is anything to go by
– literally anything can happen. It has become

much harder to speak in absolutes," says
Rakesh Parbhoo, CEO at Westcon-Comstor
Sub-Saharan Africa.
The Margin thanks those who are willing
to make some predictions despite all this
uncertainty. We chose to focus on distributors
as they are a central facilitator between
different resellers, vendors and endcustomers, and have also been spearheading
efforts to modernise the channel industry.

"If the economists are right,
things are going to get much more
challenging before they get better."
Rakesh Parbhoo, Westcon-Comstor

CRAIG
BRUNSDEN,
Axiz
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"What caught us by surprise was how
much smaller the channel can be, yet
serve a larger group of end-users."
Gary Pickford, Tarsus
supply chains and Logistics-as-a-Service
are becoming the backbone of procurement.
Since May, Tarsus experienced a 30% jump
in the use of its online portals, and other
distributors report similar permanent growth.
Technology procurement – even transactional
deals – now seems inseparable from
e-commerce ecosystems.
Shifting customer attitudes are also evident
in what they buy. Although the industry
promoted a message of emerging tech and
modernisation, the pandemic's crunch led
to addressing more fundamental issues. For
example, some distributors report changes in
how people look more pragmatically at devices.
"Already we have seen large enterprise
customers downgrading their new laptop
purchases and asking for sub-R10 000 units,"
says Mike Perry, managing director of MicroD.
"Pre-Covid, our average price per laptop was
around R16 000. Our desktop sales have
all but disappeared. This is obviously due to
people needing flexibility and the option to
work from home."
Similarly, high-level engineers have been
scurrying to solve more baseline problems,
such as getting video conferencing to
work. Although none of the distributors
said as much, there is scope to argue that
a business continuity requirement has
successfully challenged the industry's past
'transformation' narrative.

money already spent against future costs,
meaning fiscal conservatism and much higher
expectations for value will eventually temper
current enthusiasm. This shift will even
echo through devices – currently, the market
cannot keep up with demand, but accelerating
production means a glut is inevitable.
In other words, this could be the calm
before the storm, and in 2021, the channel will
have to work much harder than before.
"The single biggest thing that keeps coming
up is, are we building business and new
relationships?" asks Brunsden. "Conducting
that transformation conversation with a
customer for the first time, via phone or online
digital platforms, is very difficult. How we
handle change management at scale, via an
online platform, is, again, very challenging."

The new channel reality

Technologists might have savoured the
Kool-Aid a little too fondly. Companies
like Uber and Airbnb didn't flourish even

though they have digital-first environments.
Covid has exposed shortcomings in the
industry's narratives, and also forced the
market to consider what it really wants from
technology.
The modernisers did come out ahead.
Buyers and suppliers that digitised their
operations have a clear advantage, and it's
now-or-never for those still catching up.
But even the winners are still far from the
finish line, and 2021 will present a gruelling
gauntlet of strained budgets, alternating
expectations and significantly more
demanding customers. It will require even
more agility, modernisation and cooperation
in the channel.
But let's leave this on a positive note. The
local channel has a strong backbone, and
while some foreign providers are running for
the hills, South Africa and the rest of Africa
show an appetite for technology that can be
very lucrative. There is potentially a much
bigger audience now for local services and
solutions, supported by a channel that has
been laying down the foundations of digital
modernisation.
So, says Perry, when the going gets tough,
the local guys get going. "Speaking with
overseas vendors, a few have dropped their
Africa 'funded heads' while they wait for a
return to normality. This is disappointing and
not a good reflection on their analysis of the
immediate and local opportunity. I personally
believe the Africa market is made up of strong
leaders and we will navigate our way out of
this crisis."

IN FOCUS

Analysis

What will 2021 look like?

It's hard to predict the future when
uncertainty is everywhere. The channel's
future depends on how the market will define
uses for digital modernisation and emerging
technologies.
"Some tough lessons have been learnt
during this time, and there will be more to
follow. If the economists are right, things are
going to get much more challenging before
they get better," says Parbhoo.
Navigating those challenges will depend
heavily on the cloud, containers, SaaS and
other well-publicised solutions. But that is
the 'how'. The 'why' has changed – grasping
this will determine the channel's winners.
Customer companies will, at some stage, look
at the last-minute investments they made
during the lockdown and ask where the future
value lies. They will also look to adjust the

RAKESH
PA R B H O O ,
Westcon-Comstor
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Three is definitely good company
When Reflex Solutions needed to address the challenges it had with data
virtualisation and consumption, it turned to its distribution partner, Mustek
Distribution and Mustek vendor, Huawei.

Darrel Kirby – Chief Sales Officer : Business
Development, Reflex Solutions.

“W

e turned to Mustek because
we are a technical organisation
focused on implementation of
infrastructure and support of ICT solutions. Our
focus is not on distribution and thus we needed
a partner experienced and well versed in this
arena,” says Darrel Kirby, Reflex Solutions’ chief
sales officer, business development.
“Mustek goes way beyond just offering
distribution services, and plays an integral role
in helping us improve and build our partnership
with Huawei. It also works with us to ensure
we are successful in solving key customer
challenges or large customer requirements,
pricing to be competitive and with such aspects
as marketing and customer events.”
“Huawei got the right people to spend time
with us. This helped with both understanding and
overcoming customer solution requirements
as well as MSP challenges in the virtual cloud
hosting space both costing- and solution-wise,”
says Pieter van Zyl, Reflex Solutions’ chief
technical officer for shared services. “They were
happy to spend the time and effort to understand
our needs and build a detailed solution around
it. This process was not a short one, but they
ensured all our boxes were ticked.”
“Reflex has constantly tried to build
relationships with other vendors, but we were
consistently pushed to driving numbers before

Pieter van Zyl – Chief Technical Officer : Shared
Services, Reflex Solutions

we would get any valuable interaction from them,”
continues Kirby. “Reflex needed a partner that
was more focused on becoming a technology
partner and not just a simple hardware vendor.
“Huawei proved to be this partner. Their focus
aligned well with ours with the simple objective
of ensuring that our customers get the technical
solution they need, regardless of size or status.
This is also where Mustek played an invaluable
role as a distributor, not demanding the number
pushing others wanted and absolutely focused
on providing what was required for right-size
solutions for our customers.”
Local opportunity
The way distributors need to interact with the
supply chain has truly evolved, according to
Donna Mostert, Mustek’s Huawei business unit
manager.
“We cannot be a hands-off distributor as it
was in the past. The landscape has changed
and having the human touch has become
essential. It also means that we can be part of
providing best-fit solutions. Our value-add has
provided huge advantages, both for us and
the channel we serve. It is of real benefit to be
proactive and aware of how technologies are
being deployed by our vendors and channel
partners so that in parallel we can grow our
services and offerings.”

Donna Mostert – Business Unit Manager, Mustek
Huawei

Kirby says that Huawei is now consistently
involved with Reflex and has become a part
of the Reflex team, with the same vision and
goals – to provide value to current and future
customers.
“We now have partnerships that enable us to
introduce technologies in South Africa towards
this becoming a world-class technology
country, simultaneously creating local
opportunity,” he says.
Solid partnerships are going to be important,
given that Reflex has developed some exciting
technologies. Van Zyl says its Cloud Campus
enables it to provide various services without
having to build expensive networks. This
includes being able to provision and manage
WiFi, security and networks on-the-fly and
enable northbound interfaces for integration
with third parties – a plug-and-play solution
for onboarding from the work-from-home
environment to the typical enterprise client.
“The proof is in the partnership pudding.
Our cloud environment not only improved
in performance but additional functionality
and technologies that would be unaffordable
for our customers have become available.
Additional scalability with resourcing
and greater ease-of-use ensures we can
continuously stay on top of ICT trends,”
concludes Kirby.

For more information contact: huaweisales@mustek.co.za or 021 11 237 1000

Stock
watch
SELPHY SQUARE QX10
Brand:
RRP:
Distributor:
Date of availability:

TECHNOLOGY

products

Canon
R3 299

Drive Control Corporation
Available now

Specifications
Prints directly from smartphones and tablets on Canon’s square 68x68mm XS20L photo paper
The SELPHY SQUARE QX10 features a built-in battery
WiFi connectivity
Prints up to 256 shades per primary colour, resulting in 16.7 million possible
colours

USPs
Small enough to fit into a handbag or backpack, this portable handheld photo
printer comes in pink, green, black and white.
The square format photo paper is easy to personalise with a ‘vintage’ bordered
edge that is ideal for handwritten captions. It’s smudge-free, water-, dirt- and
tear-resistant, with a peel-and-stick back.
There’s no need for ink cartridges or a printer tray, the device prints dry and
high-quality photos in just 43 seconds and features dye sublimation technology
that maintains the print’s high-quality finish.

XPS 15 9500
Brand: 
RRP: 

Dell

R56 999 – R64 9999 (depending on specifications)

Distributor: 
Date of availability: 

Drive Control Corporation
Available now

Specifications
10th Gen Intel Core processors (up to i7 processors with 8 cores and 16
threads), delivering desktop-calibre power and creativity
GeForce GTX 1650 Ti graphics performance
USB 3.1 and Thunderbolt 3 ports
Comes in CNC machined aluminium platinum silver with a black carbon fibre
palm rest
Dell Mobile Connect

USPs
A new four-sided InfinityEdge display with a 5% larger 16:10 screen and 92.9%
screen-to-body ratio
Waves Nx 3D Audio for Speakers tuned by multi-Grammy Award-winning
producer Jack Joseph Puig.
100% Adobe RGB and 94% DCI-P3 colour gamut. The optional UHD+ display
delivers saturated colours with a 1650:1 contrast ratio.
Dolby Vision content provides highlights up to 40 times brighter, and blacks that
are up to 10 times darker. The VESA-certified DisplayHDR 400 display on the
optional 4K+ panel delivers over 16 million colours
Adaptive performance based on the latest Intel Dynamic Tuning Technology.
This predictive and adaptive engine enables the notebook to actively change the
power of its CPU to optimise specific workloads.
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Stock
watch
TM-m30II-H
Category:

Simple point-of-sale solution

Brand:Epson
RRP:
Suppliers:

On request
Kemtek Imaging Systems, Mustek, JustPOS, and Tarsus

Date of availability:

Available now

Specifications
Three USB A ports to connect peripherals
Practical design with small footprint
Fast printing: increased print speed of 250mm/s
Direct printing from mobile devices, without having to install or update drivers

USPs
The mobile point of sale device boasts advanced hub functionality and has a rich
set of features. Peripherals such as scanners, keypads and scales can connect
directly with the TM-m30II-H and pass data to a device such as a tablet that
would not normally support connection to peripherals. It also includes enhanced
connectivity (USB, Ethernet and optional Bluetooth) and server direct print
(SDP) and Microsoft Operations Management Suite functionality.
A sync and charge feature for tablet device connection allows the user to power
the tablet and print data over a single cable.
A paper near-end sensor, printhead and auto-cutter and an advanced papersaving function includes paper back-feed capability.
Can be installed horizontally or vertically. It pairs easily with tablet and mobile
devices and LED indicators display the status for WiFi, Ethernet and optional
Bluetooth. The flexible drop-in paper-loading allows users to access the
TM-m30II from either the top or the front.

FUJITSU Server PRIMERGY
GX2460 M1 Dual-Socket Rack
Server
Brand: 

Distributor: 

FUJITSU

CoCre8 Technology Solutions

RRP: 
Date of availability: 

On request
November 2020

Specifications
AMD EPYC™ 7002 series processors with up to 32 cores
Up to 1TB memory (16 DIMM slots)
Up to 4x NVIDIA next-generation PCIe GPU cards (Tesla V100/V100S/T4 or
Quadro RTX 6000/8000)
NGC-Ready certification and NVQual qualification*

USPs
GPU accelerated AI
Data-science, HPC, VDI and graphics workloads at the right price to performance
ratio
Rich set of features for customer-centric configurations
Compact 2U design intended for lowered total cost of ownership and ease of use
*NGC-Ready™: A validation programme, backed with enterprise support, for
single-node systems running on NVIDIA V100 Tensor Core, T4 Tensor Core,
Quadro RTX™ 6000, and Quadro RTX 8000 GPUs.
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DRIVE CONTROL CORPORATION.
Now a proud distributor of Dell EMC Storage Solutions.

Drive Control Corporation (DCC) has recently been awarded the distribution rights for Dell mid to high end Enterprise products.
Which means you can now source the world’s leading storage solutions from one of South Africa’s most trusted distributors of
IT and consumer electronic products.
The Dell EMC storage portfolio helps unlock the value of your data capital with a three-part strategy that delivers exceptional results:
•
•
•

A simplified data landscape empowering you to be 3.5 times more likely to make faster, better data-driven decisions
Automated data services that free up an extra 12% of your IT staff to innovation
Secured and protected data across 100% of your data protection continuum

The comprehensive range of solutions from DCC includes:
•
•
•
•
•
•

PowerMax
PowerFlex
PowerStore
Dell EMC Unity XT
PowerVault
XtremIO

Discover more about solutions that optimize your workloads at any scale while simplifying your data landscape.

Contact Drive Control Corporation and unlock the true value of your data capital visit www.drivecontrol.co.za
or contact us on:
Johannesburg:
Tel: (011) 201 8927
E-mail: info@drivecon.net

Durban:
Tel: (031) 579 2994
E-mail: info@dbn.drivecon.net

Botswana:
Tel: (0267) 315 8660
E-mail: btwinfo@drivecon.net

Cape Town:
Tel: (021) 532 5700
E-mail: info@cpt.drivecon.net

Port Elizabeth:
Tel: (041) 363 4645
E-mail: info@pe.drivecon.net

Namibia:
Tel: (+264) 61 226 027
E-mail: naminfo@drivecon.net

Mozambique:
Tel: (00258) 21 32 2021/2/3/5
E-mail: mozinfo@drivecon.net

Dell Technologies, Dell, EMC, DellEMC and other trademarks are trademarks of Dell Inc. or its subsidiaries. Other trademarks may be trademarks of their respective owners. Ultrabook, Celeron, Celeron Inside, Core Inside, Intel, Intel Logo, Intel Atom, Intel Atom
Inside, Intel Core, Intel Inside, Intel Inside Logo, Intel vPro, Itanium, Itanium Inside, Pentium, Pentium Inside, vPro Inside, Xeon, Xeon Phi, and Xeon Inside are trademarks of Intel Corporation or its subsidiaries in the U.S. and/or other countries. Microsoft and
Windows are registered trademarks of Microsoft Corporation. © 2020 Dell Inc. All rights reserved. Dell Computers (PTY) Ltd. P.O. Box 71170, Bryanston, 2021, South Africa. E&OE
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2020:
A year in
quotes

way we meet, the way we bank, the way
we shop and, for some time, even the way
we socialise, 2020 was the single biggest
accelerator in digital transformation across
all industries.”
Mike Smollan, chief growth and
information officer at Smollan, on the
building of a purpose lens
“It has been a year to rebuild through
a purpose lens. It has been coming for a
long time, but this year has shown just how
important it will be going into the future. The
inertia of business as usual can make it hard
to pause and rebuild or change direction.
This year has forced us all into making
changes we may not have made otherwise.”

2020 has been a ride. A rollercoaster.
And relentless.
By Tamsin Oxford

s 2020 draws to a close and
the channel looks back on
a frenetic and challenging
year, what are the things that
stand out for South African
businesses? What are the lessons learned
and the plans made? What have local
companies taken from the mayhem of the
pandemic and the economic impact of the
lockdown? We ask South African channel
leaders, thinkers, business people and
entrepreneurs one simple question: what has
2020 taught your business?

A

Shaune Jordaan, CEO of Hoorah Digital, on
what separates the wheat from the chaff
“Terms like flexibility and agility are sexy
and get bandied about all the time, but in
times of crisis, their application is what
separates the wheat from the chaff. A year
like the one we’re currently experiencing
forces a business to be flexible, agile, and
to accelerate – or urgently make new plans
to ensure it remains relevant to the rapidly
changing local and global demands.”
Rudi Potgieter, executive head at Vox, on
changing the world of business, forever
“Whether it is the way we learn, the

James Hickman, head of sales at Altron
Karabina, on stable finances in unstable
times
“From a purely business and financial
perspective, the major lesson is that you
cannot be overly invested – to the point
where there is little cash left. Nobody can
predict the future, and no one predicted the
pandemic. The businesses that suffered
the most were businesses that did not have
sufficient cash to tide them over the first
few months while they worked out how
to survive and operate in our new reality.
Looking ahead, this should be a fundamental
core that should never change, no matter
what. Stable and sufficient finances are key.”
Duran Vieira, CEO at Amecor, on how
security has undergone a significant change
“The reality is the security environment
has changed. Security clients across

»

SANDRA
CROUS,
Payspace

JAMES
HICKMAN,
Altron Karabina

“The lockdown further
served to highlight
just how fragile the
South African business
ecosystem is.”
Allan Saffy, Decision Inc
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business and in the residential space were
financially strained – and that meant that
many had to cut down expenditure where
this has included security services. What
became important for the security segment
is to understand consumer and business
challenges and needs and package products
differently to meet this changing demand.”
Allan Saffy, managing executive, Decision
Inc., on how every organisation matters
“The lockdown further served to highlight
just how fragile the South African business
ecosystem is. Even if an organisation that
was not a direct client of ours was hard
hit as a result of the pandemic, we felt the
impact in one way or another as a client
of ours might have been reliant on them in
some way. The greatest take-out for me
is that the stability and success of every
organisation matters.”
Grant Phillips, CEO of e4, on optimism and
digital transformation
“There is a renewed energy and effort
with a high level of optimism for business.
Initially, businesses were paying lip service
to digital transformation, but 2020 business
has demanded a new way of working. If
nothing else, 2020 has taught us that digital
transformation, digital onboarding and digital
servicing is no longer a nice-to-have, but is,
rather, a necessity for business survival.”
JD Englebrecht, MD, at Everlytic, on game
theory
“Applying game theory evaluation
techniques, we hypothesised and then
observed that businesses that stayed the
course or doubled down on marketing
communications during lockdown came out
the other side of the crisis (not only) having
maintained their own, but often having
gobbled up market share from competitors
that were either too risk-averse, or didn’t
have a strong enough balance sheet.”

Kyle Woolf, CEO of Saicom, on fight or flight
“Personally, it was one of the steepest
learning curves in my career to date and the
uncertainty of what was happening and the
unpredictability of the fallout of the pandemic
changed my approach to leadership and
business management. For many business
leaders, the first two months of lockdown
sparked a fight or flight response. More than
anything, the critical lesson has been that
staff-centricity is the cornerstone of having a
successful business.”
Joy John, business development director,
cloud native & integration, Middle East and
Africa, Oracle, on agile tech investment
“This year has dramatically forced
enterprises to realign their business
operations model to suit the changing trends.
Increasing costs and unpredictability of
business outlook have forced enterprises to
adopt more agile IT models and cloud has
emerged as a lifesaver in the majority of the
cases.”
Benjamin Marais, chief information officer,
Liberty Group, on rapid digital change
“We had to quickly enhance the digital
capacity of our organisation and ensure
that everyone had the necessary tools and

GRANT
PHILLIPS,
e4

capability to work remotely. As an example,
the connection of staff to our VPN went
from a few hundred people using it on the
weekends to thousands every day.”
Sandra Crous, MD of PaySpace, on
accepting uncertainty when building strategy
“It has showed us that it doesn’t matter
how much you plan, you have to accept
uncertainty and things that are out of your
control. We now embrace working remotely
for the entire business and see things
we cannot control as an opportunity to
experiment and drive innovation.”
Schalk Burger, director at Supply Chain
Partner, on connection and benefits
“In the midst of the disruption and
suffering, 2020 created a blessing: we’ve
become more efficient in terms of our usage
of space and decreasing our travel time (now
used for family time or more work). We’re
connecting with colleagues in a far more
targeted and efficient manner. We’ve also
been able to deliver value to our customers
faster, with shorter implementation
timeframes at a lower cost, as our customers
now specifically request remote deployments
instead of us having to convince them of the
benefits of these deployments.”

»

Andreas Bartsch, head of service delivery
at PBT Group, on digital fatigue and the
human factor
“Some people struggle with very little
to no human interaction and engagement
that would usually take place in an office
environment, and some also struggled to
set themselves clear boundaries between
work and home time, when working from
home. There is also the very real challenge
of digital fatigue. With everything happening
on devices, digital fatigue is something
businesses must be cognisant of when
planning ahead – especially as this year has
seen people jumping from one online meeting
to another with no ‘office breaks’ in between.”

ALLAN
SAFFY,
Decision Inc.

“If nothing else, 2020 has taught us that digital
transformation, digital onboarding and digital
servicing is no longer a nice-to-have, but is,
rather, a necessity for business survival.”
Grant Phillips, e4
Q4 2020 |
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Africa strategy

Acer into Africa
A growth opportunity, education,
Chromebooks and the death of the desktop.
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By Adrian Hinchcliffe

frica is a growing continent.
According to data from the
Institute for Security Studies,
the population is set to
increase by around 50% to
1.8 billion by 2035. Sub-Saharan Africa’s
population will still be the most youthful in
the world, with the segment of people of
working age (15 to 64) outstripping the rest
of the population, which is positive for those
economies.
Acer, best known for its range of PCs,
has been present in South Africa since 1987,
even before it was called Acer. However,
its presence in the rest of Africa has been
somewhat lacking.
That’s all set to change in the coming
years, as it looks to generate between $40
and $45 million from the continent, outside of
South Africa, by end of 2022. With average
growth rates of African markets at 3.5% to
4%, and many hitting 6% to 7%, it’s not hard
to see why Acer is pushing into the continent.
Acer’s focus will be on regional hubs,
with an East Africa hub operating from
Kenya, a West Africa hub in Nigeria, SADC
served from South Africa, and the possibility
of a mini hub in Zambia. The hubs won’t
necessarily see full-scale operations, and
will perhaps employ a couple of business
development executives. The main route to
market will result from the identification of
local distributors or retailers to act as brand
ambassadors. Paul Collins, MD for Acer in the
Middle East and Africa, says these are likely
to be one partner in each country, rather than
pan-regional players. And, of course, they
need to be able to align to Acer’s brand.
“I'd rather have an up-and-comer who
can live the brand with me, and we invest
together to grow. They understand the
localisation perfectly and know how things
work. They don't make the assumptions that
big international companies do.”
In addition, Acer is planning to create
assembly plants in key markets. Globally,
Acer relies on original design manufacturers
(ODMs) to produce many of its products.
“These ODMs can pick up the methodology of
their operations, almost cookie-cut them and
drop them down somewhere else. The plan
is to work in partnership with appropriate
companies in the territories that do these
types of things already.”

A

Acer is exploring Botswana, Nigeria,
Kenya and Zambia as possible locations.
With job creation, inward investment and
skills transfer on the table, Collins is keen
to ensure the vendor gets buy-in from
these countries’ governments, including a
commitment to buying products in the public
service. Governments across the continent

»

Public sector push

PA U L C O L L I N S ,
Acer

“The theory was that if it's not good
enough for developed markets, then it can
be sold into Africa.”
Q4 2020 |
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An effective cloud is built using
a Well-Architected Framework
Creating a software system can be similar to constructing a building. Essentially,
unless you ensure that the foundation is solid, structural problems can undermine
the integrity and function of the building.

A

mazon Web Services (AWS) is
recognised as a major player in
the cloud space, but the business
actually describes itself as a tool to enable
organisations to deliver functions or be
enabled via the cloud, using it to improve
the way they do business.
According to Gavin Ramsay, Brand
Manager for AWS at First Distribution, if
AWS is a tool, then the company’s WellArchitected Framework is the whetstone
that hones its edge. The framework itself
is based on AWS’ Well-Architected Tool,
which can be applied by First Distribution
for partners and their end-customers as a
best practice-style approach to technical
governance issues.
“This tool is itself broken into five
distinct pillars that effectively enable the
partner or customer to ensure they are
using their infrastructure responsibly and
appropriately, according to their specific
priorities. There are a number of questions
related to each pillar that customers have
to answer, and from these, a report is
generated outlining what can be done to
their environment to improve it,” he says.
“The report indicates exactly which
areas of their infrastructure are healthy, as
well as highlighting areas of concern, most
especially high-risk items. From a First
Distribution point of view, we work closely
with our partners to ensure the customer
receives the information they require.
Moreover, all efforts up until the delivery
of the report are undertaken at no cost
to them – and we assist them throughout
this phase and help to translate the report
from technical language to a business
perspective.”
Ramsay adds that although First
Distribution does not work directly

with the end-customer, its
professional services team is
often embedded within the
partner’s team while they assist
their customers.
“Throughout the process, we
look at the customer’s priorities
and their specific workloads,
and then combine this with best
practices in the cloud – and
AWS is the leader in this specific
Gartner magic quadrant.”
Moreover, once the
implementation of the
recommendations in the report
begins, he indicates that AWS
also comes to the party by
offering partners a rebate of
up to $5 000, if they address
at least 25% of the customer’s
high-risk areas.
“With regard to the
Gavin Ramsay, AWS Brand Manager at
five pillars, these include
First Distribution
Operational Excellence, which
focuses on the ability to
system requirements, and to maintain
support development and run
that efficiency as demand changes and
workloads effectively, gain insight into
technologies evolve. Finally, there is Cost
their operation, and continuously improve
Optimisation, which is about running
supporting processes and procedures to
systems to deliver business value at the
delivery business value.”
lowest price point.”
“The second pillar,” he continues,
“Ultimately, the AWS Well-Architected
is Security, “which covers your
Framework helps customers understand
ability to protect data, systems and
the pros and cons of decisions they
assets, using cloud technologies to
make while building systems on AWS. By
improve your security. The third is
leveraging the Framework – and the skills
Reliability, encompassing the ability of a
and expertise of First Distribution and
workload to perform its intended function
its partners – end-customers will learn
correctly and consistently when it is
architectural best practices for designing
expected to, through its total lifecycle.”
and operating reliable, secure, efficient,
“After this comes Performance
and cost-effective systems in the cloud,”
Efficiency, which is the ability to use
he concludes.
computing resources efficiently to meet

For further assistance please contact us on +27 11 540 2640 or email us at aws@firstdistribution.com
Microsite address: https://aws.firstdistribution.com/

Race to the bottom

“What has typically happened in Africa
was a race for the bottom. Sixty to 70% of
products sold into the continent are entrylevel Celerons on a fairly shitty chassis, as
low cost as possible, with a 500MB hard
drive. With Covid, worldwide demand for
Chromebooks has gone mad. In the United
States, every second laptop sold in retail
is a Chromebook. As they share the same
chipsets as the Celerons, all the chips are
now going into Chromebooks, because
there's more margin in these devices – they
have a nicer chassis and are more upmarket
products. That’s led to a monumental
worldwide short supply on Celerons, which
will carry on until companies like AMD and
Qualcomm come to market.
“It might potentially never recover. Intel
has a lost heart for setting up plants for
these entry level chips where it doesn’t make
any money. We're also seeing a move away

»

are a key focus; Collins reckons they have
been slow to recognise the technology
trends taking place elsewhere in the world,
which are consigning many traditional job
roles to the history books.
“If truck driving disappears from the mines
in Chad, that has a serious impact on the
amount of people employed. A lot of countries
across Africa have to start looking at the
knowledge type economies. The best way to
do that is through education.”
But these governments are starting to
wake up. If there’s one thing that Covid-19
has proved, it’s the ‘work and learn from
home’ models are possible, providing you
have access to an internet connection and a
device. “There's a good level of education that
can be offered to any child in the world as
long as they have access to certain devices,
and governments are starting to realise that,”
he says.
Collins adds that the company is seeing a
rise in interest from education departments
across the region that want to understand
how to move from a ‘chalk and board
education system’ to a digitised learning
environment.
It’s easy to see why governments and endusers in Africa might feel disillusioned with
the PC industry. As international vendors
have struggled to find appropriate strategies
to crack individual countries across Africa,
leading to a fairly rapid exit, those countries
end up feeling bruised when it comes to IT
vendors.
In addition, says Collins, Africa has long
been used as a dumping ground for the IT
industry. “The theory was that if it's not
good enough for developed markets, then
it can be sold into Africa. However, we're
starting to see a demand for a better type of
experience,” he says.
This ties in with a shift in device trends.

“I think Chromebooks for business
will be Acer's Trojan horse back into
the corporate area.”

Death of the
desktop
As companies were forced to enact work from home policies, many employees who
were used to working on a desktop PC had to leave the big tin box on their office
desks and shift to a rapidly-sourced laptop. Has Covid then put the final nail in the
coffin of the desktop?
“We're seeing it already,” says Paul Collins. “I don't know if I could answer and
say the 'death of the desktop', but the trends are saying that it's starting to cough up
blood. Our declines over the two quarters in the throes of Covid have seen a complete
collapse in the market. There has been an uptake in the all-in-one machines, I think as
people require machines for home use and home schooling; whereas you might have
all shared a PC at home, now each family member needs a device, and an AIO is a
good standard device to have in the home. We've seen a turnaround in the market, but
the classic desktop market is definitely seeing a decline.”

from the hard disk drive product with an ugly
chassis, to a more elegant type of product
in the 2GB RAM, 32GB SSD format or 4GB
RAM, 64GB SSD format. Products are far
more cloud-oriented and running small SSDtype storage, so they’re a lot faster, neater,
and a lot more mobile. I think the next growth
in Africa will be that product.”
Beyond that, Collins sees the next big
disruption probably taking place in 2023/4,
when product prices will drop from $300
to $400 to around $80. “Everything will
be cloud-based, including gaming, and all
you'll need is a keyboard and screen and
chassis. The next big disruption is that all
the guts get ripped out of the machine, like
the Chromebook, but even more so, and the
entry level price point will get right down to
a very affordable level. I think as connectivity
becomes more pervasive, Africa will quite
quickly adopt the 2GB/32GB and 4GB/64GB.”

Education will undoubtedly be a key
market. Collins questions whether the
demand for a more digitised learning
ecosystem will be met by entry level $20
tablets from Chinese vendors, and whether
these will be robust enough to cope, or
whether it will be the Chromebook that
wins through. With a strong line-up in this
product range, Acer is banking that it will be
the latter. Collins also thinks the corporate
market, which is similarly adopting cloudbased solutions for reconfigured workforces
sent home by lockdown restrictions, will
increasingly turn to the Chromebook as a
viable alternative.
“I think Chromebooks for business will be
Acer's Trojan horse back into the corporate
area. As people move to mobility, and are
looking at lighter, thinner, better battery life
alternatives, the Chromebook becomes a very
viable product.”
Q4 2020 |
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Partner programme

Nutanix has a new partner programme:

Come hungry
Cloud computing company Nutanix recently unveiled a simplified partner
programme, which it says will bring rewards for those who invest in skills
such as selling and developing services around its product portfolio.
By Matthew Burbidge

utanix has a relatively new
channel programme, but then
it’s a fairly new company.
It first made its name with
hyperconverged infrastructure
(HCI), where it’s still a major player, earning
$235.5 million in HCI sales in the second
quarter this year, according to IDC.
Paul Ruinaard, regional sales director
for Sub-Saharan Africa, says when it
brought HCI to the market, it had taken the
architecture from the hyperscalers and how
they ran their datacentres, and turned it into
a product, ‘which really disrupted the whole
virtualisation industry’.
He says the company has now reinvented
itself, and that this so-called ‘version two’
(of the company) has seen it rebrand HCI as
‘hybrid cloud infrastructure’.
“We’re going into this world where the
concept of multicloud is coming along, and
this means I’m going to have workloads sitting
in Azure, AWS, GCP. It’s a lot more complex
because they don’t look uniform, so there’s a
whole lot of tooling and layering that needs to
be put into place that allows you to consume
those from a control plane.”
He adds that it’s always been a ‘partnerfirst’ company, as this will be the only way
it’s going to be able to scale its solution
across the region and the world. As part of
this effort, it has rolled out a new, simplified,
partner programme, called Elevate.

N

Elevate is being introduced as the company
founder and CEO Dheeraj Pandey retires.
In announcing the new programme in
September, he admitted the company had
created too many programmes that ‘don’t talk
to each other’, which resulted in a burden for
the partners themselves.
“We realised that if it didn’t bring it all
together, then it would be hypocritical for us
to talk about simplicity and elegant products
and have these programmes that are not
integrated at all,” he was quoted as telling the
MicroScope channel website at the time.

New age of the partner

Elevate is headed up in Southern Africa by
channel manager Fatima Mkandla.
Outlining the new programme for The
Margin, she says it has three new tiers, the
first of which is ‘Authorised Partner’, meant
for those just starting out and learning the
foundational sales and technical skills. One
step up is the ‘Cloud Professional’, awarded
to those partners that have built on their
foundations, and that can now develop
solutions using Ntuanix technology. The final
tier is ‘Cloud Champion’, reserved for those
with deep technical and sales capabilities, and
that consistently sell from the whole portfolio.
These replace the ‘Pioneer’, ‘Scaler’, and
‘Master’ tiers, and partners, of which there
are currently a couple of dozen in South
Africa; they now have until around mid-year
2021 to fill any service certifications they
haven’t got around to completing yet.

»
“It’s about being able to create and deliver our
vision. That takes technical capability. It takes
hunger.”
Fatima Mkandla, Nutanix
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Partners on all three tiers receive a deal
registration pricing boost, but it’s only in the
top two tiers where the benefits really begin
to kick in (such as a 13% new customer
acquisition rebate on the first deal, for
‘Champions’).
With deal reg, each deal is identified as
either channel- or Nutanix-initiated. If you
bring in the deal yourself, you can expect
to get the highest partner pricing; the other
option will offer basic pricing.
Mkandla says Elevate is based on
competencies, and was designed for what
she calls a ‘new-age partner’. It’s been
designed to be simple for partners to do
business with the company, as well as
increasing their profitability.
Mkandla expects its partners to be
BBEEE-compliant, although it does work
with partners that are on different levels of
compliance.

Back to school

The partner portal has also been refreshed,
and it’s here where all the Nutanix training
takes place. The Nutanix University can
also be found here, and the majority of
training is available on-demand. There
are plenty of competencies to be earned,
from the elementary sales rep courses that
teach prospective partners how to sell the
solution, to the top certification of ‘certified
sales expert’, which requires the person to
demonstrate their knowledge to a panel of
Nutanix experts. There’s also a technical
pre-sales certification to be earned, where
candidates will have to demonstrate ‘the
knowledge and ability to evangelise, size,
propose, and handle competitive objections’
for the company’s core solutions.
And finally, there are service certifications,
where the candidate will have to demonstrate
their ability to manage Nutanix AIS nodes,
blocks and clusters in a datacentre.
There are also market development
funds available for, among other activities,
advertising, workshops, giveaways, and
roundtables.

Mkandla says while there are plenty of
companies applying to become partners, not
all them are accepted.
“It takes a certain kind of partner to
commit to the process. They should be willing
to grow their capabilities, and take customers
on the journey. We don’t approve every
application we receive because we’re building
a competent channel base. It’s about being
able to create and deliver our vision. That
takes technical capability. It takes hunger.
And you must also have the capacity. We’re
driving transformation, and so, technically, we
need to know that our partners are the best
of the best.”

FAT I M A
MKANDLA,
Nutanix
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Axiz Cloud Technologies delivers
true hybrid cloud value

Advertorial

Renowned local distributor Axiz has
undertaken a refresh of its brand, tweaking
its look and feel in order to make it more
suitable for the modern digital age. Some
of the more notable changes involve the
company’s cloud technologies business.
According to Willie Jansen van Rensburg, Executive: Axiz Cloud
Technologies, the rebranding also involves a strategy revision.
“From my unit’s perspective, the key change was the renaming from
AxizCloud to Axiz Cloud Technologies, and our cloud solutions that
will not just focus mostly on Software-as-a-Service cloud solutions
but will in future include Infrastructure-as-a-Service solutions
and services specifically relevant to Azure. Microsoft remains the
key focus for Axiz Cloud Technologies but will now also include
new solutions and services particularly relevant and important to
Microsoft’s Independent Software Vendor portfolio within Azure,”
he says.
“Our goal now is to grow both the Axiz Cloud Technologies
footprint and its services portfolio across the channel, including all
our partners and their end-customers. This encompasses assisting
our partners with cloud complexity and helping both them and their
end-customers with their respective business and cloud journey
challenges. We are also strongly focused on recruiting, growing and
nurturing partners, who are then enabled to more easily move from
on-premise solutions into the cloud.”
As a hybrid cloud solutions provider, he continues, Axiz
Cloud Technologies enables on-premise, public or private cloud
environments. More than this, however, the company can integrate,
connect into and consume from various cloud providers and
technologies. It is through the ecosystem mentioned above, he
adds, that the business can assist channel partners to consume
solutions like Veeam within Azure or even VMware running natively
in Azure.
“Axiz has an industry-leading digital platform and capabilities
that enable us to integrate cloud solutions from various solution
providers and work effectively with various vendors and cloud
providers. Azure, naturally, is our hyperscaler of choice and is
the cloud we build our platform and trust on, delivering a solid
foundation for us to work from. Of course, should a customer
or partner want to use solutions or technologies that are
not Microsoft-focused, we simply apply our extensive hybrid
experience to the challenge to solve it.

www.axiz.com/microsoft-csp/

Willie Jansen van Rensburg,
Executive: Axiz Cloud
Technologies

“Our key differentiator is that we can draw on some 30 years’
experience working with Microsoft to deliver true value and
experience with the solutions we provide to our customers and
their end-customers with regard to their cloud journeys. Moreover,
we can bring a wide range of technologies together in various ways
to drive their businesses forward, and this is not done in a one-sizefits-all approach – we can effectively customise things to suit their
requirements, providing an exact match for their needs.”
Essentially, suggests Jansen van Rensburg, those customers
not yet in the cloud are heading for a fall. After all, he states, if you
are not having a cloud conversation with your end-customer, the
likelihood is that someone else is instead.
“To this end, why not let Axiz Cloud Technologies work with you,
to help you to figure out exactly what your requirements are, and
then let us help you to meet those needs. I guarantee that you will
not experience better service from any other cloud or indirect cloud
provider within this territory. So why not give us the opportunity to
prove to you the truth of this statement, by experiencing our cloud
for yourself and joining the race for the future by building on Axiz’
successes of the past,” he concludes. n

Being a
good partner

IN FOCUS

Channel insight

What underpins partner programmes? Millions of lines of code.
By Matthew Burbidge

ay McBain, principal analyst,
channel partnerships and
alliances at Forrester, is a
good person to speak to if you
want to understand the market
forces shaping the channel.
Companies put a huge amount of effort
into running their partner programmes, and
naturally, they can’t do this alone. There’s a
universe of firms out there that make this
easier, but many of them aren’t household
names, or at least not yet.
McBain knows this landscape better than
most, and has given us a unique view under
the hood. He calls this ‘the channel software
stack’.
McBain says that at present, there are
10 000 vendors just in the tech industry
that run channel programmes, all of which
have to invest in technology to keep these
programmes running smoothly.
Now, he says, many are asking how they
can better manage the partner journey and
improve the partner experience. He says the
average channel programme typically has
over 100 moving parts. There’s also a broad
push to automate many of these functions,
or provide them as self-service offerings to
partners.
As he puts it, the channel stack is a
group of technologies that firms use to
plan with, recruit, onboard, develop, enable,
incentivise, co-sell and co-market, as well
as manage and measure the effectiveness
of partners. He’s also helpfully divided all
these companies into groups, or layers, like
an onion.

J

J AY M C B A I N ,
Forrester (Supplied)
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“In the 2010s, they worked on marketing automation, or direct marketing. And
now they’re waking up to the fact that 64% of the entire technology industry is
sold through others.”
Jay McBain, Forrester
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“It’s fun to watch some of these companies
that are somewhere between $20 million to
$80 million of revenue grow to $200 million
or $300 million of revenue, and become
unicorns, and we’re within three to five years
of that happening.”
Jay McBain, Forrester
The outer layer is ‘Partner Relationship
Management’. Here, companies manage
the whole lifecycle of channel partners,
and includes things like partner recruiting,
enablement, development as well as coselling and co-marketing. These companies
also integrate into ERP and CRM and other
marketing tools.
The next layer is 'Through Channel
Marketing and Automation’. These companies
help partners engage with their customers
in providing a consistent vendor brand
experience. They also execute marketing
programmes and campaigns.
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The third layer deep is known as 'Channel
Learning and Readiness’. These firms
support partner development, and will
track, deliver and measure the effectiveness
of training courses. Certification, and
accreditation also find a home here, as
well as content management systems and
partner portals.
'Channel Incentives Management’ is
next. This is the place where the design
and distribution of incentives is managed. It
also looks after the management of market
development funds, bonuses, rebates, price
protection and loyalty programmes.

'Channel Data Management’ is the
place for companies that collect, clean,
and aggregate transactions and inventory
data from partners and distributors. Some
companies are also making use of newer
technologies such as predictive analytics, AI
and machine learning.
The second-to-last layer is 'Channel
Finance, Pricing and Inventory’, and firms
in this sector manage indirect-sales-related
revenue and costs, as well as automating
financial reporting processes. Things like
commission and rebates also fall under this
layer.

Being a better partner

Finally, at the heart of the onion, is
'Ecosystem Management’, and companies
here will manage the influence, transaction
and retention channels across the whole
customer buying journey. It will also support
the other players in partner business
models, such as those of advocates, ‘super
connectors’, and digital influencers.
Most vendors, he says, have spent years,
in some cases, decades, working on CRM, or
direct sales.
“In the 2010s, they worked on marketing
automation, or direct marketing. And now

Building the next Marketo

He says if he had built the chart a decade
ago, no one would have recognised marketing
automation companies such as Marketo,
Pardot or Eloqua. But these names are
becoming better known, mainly because
they’ve been brought, respectively, by
Salesforce, Oracle and Adobe. He says one
might not recognise the logos of channel
management companies such as Zift, or Zinfi,
but we will, a decade from now, when they’ve
been bought by one of the giants.
He says this is one reason why Wall Street
is interested in the tech stack: they want to

know which company is ‘the next big thing’.
He says he can point out logos on the chart
that were raking in hundreds of millions of
dollars in private equity, so ‘they can be built
into the next Marketo’.
He says in the seven layers, there’s
‘millions of lines of code in each’, seeing as,
say, partner relationship management, has
been around for at least three decades, and
channel marketing automation has probably
been in play for at least 20 years.
“The problem is that Salesforce or Oracle
can’t send a couple of their good engineers
over a weekend and start participating. The
issue is that they have to double down, and
really want that market, and build it, or they’re
going to buy it. And almost in every case,
like we saw in marketing automation, they’re
going to buy,” he says.
But these companies won’t come cheap,
and by the time they’re mature, they will cost
billions.
He thinks that over the next decade,

there’s going to be a ‘shakeout, and ‘private
equity is going to combine companies that
offer up these seven layers, and produce
some leading companies’.
“You buy Salesforce for CRM, you buy
Marketo for marketing, and you buy ‘x’ for
your indirect sales, and that’s the threelevel stack – the three-legged school – with
which you run your company.
“That third leg – who you buy – hasn’t
been decided yet. It’s exciting because we’re
early in the game. We don’t know exactly
who the winners will be.
“It’s fun to watch some of these
companies that are somewhere between
$20 million to $80 million of revenue grow
to $200 million or $300 million of revenue,
and become unicorns, and we’re within
three to five years of that happening.
“Once they become unicorns, you’re going
to start to see some acquisitions by major
companies, because that’s what they do,
they make multibillion-dollar acquisitions.”
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they’re waking up to the fact that 64% of the
entire technology industry is sold through
others,” he says.
“They’ve ignored this for 20 years, so
they need to quickly catch up and offer up a
better partner experience, and offer up more
tools along the partner journey that are
based on self-service, flexibility, adaptable,
and are highly scaleable, given what they
need to do.”
As to why the industry has seemingly
ignored this for so long, McBain says of
the 10 000 companies that are big enough
to start investing in technology, as well as
the broader ecosystem, the adoption of
technology was still ‘stubbornly’ at
about 50%.
McBain reckons that in even the biggest
companies (he worked for IBM for 17
years), half of the 100 elements of a partner
programme are still ‘run by spreadsheet’.
He traces the evolution is sales, saying
Salesforce arrived in 1999, and companies
then spent the next decade building in a
direct sales technology stack, because sales
was at the time seen as ‘more of an art than
science’.
Next, came marketing automation, and saw
companies such as Marketo, Eloqua, Pardot,
and HubSpot going some way to achieving
this. Marketing, he says, was at the time also
seen as an art.
“The last decade was really spent locking
down marketing to be very predictable, and
run like a science to the seventh decimal point.
“People are waking up after 20 years of
investment, and realising that this third leg
of the stool – the sales and marketing and all
of the enablement of my channel – has been
ignored while we bolted down other parts of
our company.”
He believes the next decade will be
spent enabling the hyper-local, distributed
partner in much the same way that sales and
marketing have been automated.

“People are waking up after 20 years of
investment, and realising that this third
leg of the stool – the sales, marketing and
all of the enablement of my channel – has
been ignored.”
Jay McBain, Forrester
Q4 2020 |

31

IN FOCUS

M&A

PIERRE
SPIES,
Alviva

32

| Q4 2020

Playing the long game
Alviva is seeking to strengthen its channel dominance with its buyout of
Tarsus. The proposed deal may raise the hackles of competition regulators,
but the Tarsus acquisition will help Alviva return to profitability.
By Admire Moyo

lthough Alviva’s bid to buy
rival ICT distributor Tarsus will
give the JSE-listed technology
group a stronger position in
the country’s channel, the
deal will probably raise the eyebrows of the
country’s competition watchdogs.
Alviva operates three business segments
– ICT distribution, services and solutions,
and financial services – and is the country’s
largest IT distributor. It also owns Pinnacle,
Axiz, Datacentrix and Sintrex.
It said in a note on the JSE’s news
service that the due diligence of the planned
acquisition had been completed, and that
should it be successful, the transaction may
have an effect on the company’s securities.
If successful, the takeover will be the
latest in a string of acquisitions by the group
since 2017.
Arnold Ponela, research analyst at IDC,
says the local ICT distribution channel has
been struggling in a lacklustre economy and
a highly competitive market.
In its latest results for the year ended
June 2020, Alviva said revenue for the year
was lowered to R14.8 billion from R15.9
billion, while operating profit before interest
decreased to R388.5 million from
R699.8 million.
The group’s net profit for the period
dipped to R148.7 million from R394.5 million.
Headline earnings per share came in at

A

149.4 cents per share, down from 297.1
cents per share.

It’s all about scale

Ponela says that to be successful in the
business of distribution, the scale of
operations is a key factor.
“Bigger volumes ensure efficiency,” he
says.
Pursuing its acquisitive strategy, Alviva,
through its subsidiary DCT Holdings, agreed to
acquire 51% of the shareholding in Sintrex for
R102 million in October 2017. Sintrex is a local
infrastructure management company, providing
end-to-end IT solutions and services.
Three months earlier, it took control of
Gridcars. Through its 51%-held subsidiary
Solareff, Alviva took a 75% stake in Gridcars
for R3 million. Gridcars is a Pretoria-based
developer of electric vehicle charge-point
software management systems and a
supplier of charge-points. The acquisition
forms part of Alviva's renewable energy
business strategy and it believes that
growing a network of charge-points in South
Africa will be the enabler of a carbon-free
transport system.
In June 2019, it announced it would
acquire 70% of enterprise software
company Synerg SA, for R90 million,
through its subsidiary DCT.
Ponela says Tarsus is one of the most
valuable ICT distributors in the country.
“Tarsus Group includes Tarsus
Distribution, Tarsus on Demand, Printacom,

»
“The regulators will be
concerned about such a merger
as it will destroy competition in
the ICT distribution channel.”
Arnold Ponela, IDC

Tarsus Shared Services and Tarsus Debtors
Finance. The move will consolidate Alviva’s
intention to be the biggest distributor in
the Southern African ICT distribution
channel,” he says. “The regulators will be
concerned about such a merger as it will
destroy competition in the ICT distribution
channel. The acquisition will help Alviva
return to profitability as it will improve
the business’ scale of operation and
efficiency. Distribution is a game of pushing
large volumes in the channel to improve
profitability. As a result, by acquiring South
Africa’s second biggest distributor, this will
improve their volumes and profitability.”

Alignment with core business

Meanwhile, Peter Takaendesa, head of
equities at Mergence Investment Managers,
says that if Alviva can convince the
competition authorities that the Tarsus deal
would not materially lessen competition,
and the authorities agree to approve
the transaction without conditions that
materially dilute the business model, then the
transaction would make sense.
He points out that there are many
technology distributors in South Africa,
and while it is an industry with very limited
barriers to entry, there are thin profit
margins. It’s only the very largest operators
that have the advantage of volume, and are
thus in a stronger position to negotiate with
the large vendors.
“This transaction could, therefore,
strengthen Alviva’s business model although
it somewhat dilutes its strategy to diversify
away from IT distribution into technology
services. The fact that Alviva’s CEO Pierre
Spies is a former executive of the target
company also reduces the usual information
asymmetry that normally exists between
buyers and sellers of assets,” he says.
“Our view is that after taking everything
into consideration, the transaction has
to be much more attractive compared to
Alviva simply buying back its own shares
given where the sector valuation is, and
no integration risks in the latter,” says
Takaendesa.
Q4 2020 |
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THE BIG INTERVIEW

The
builder
What has Rakesh
Parbhoo from
Westcon-Comstor
learned this year?
By Matthew Burbidge

akesh Parbhoo, who is known
by everyone as ‘Rak’, is the
CEO for Sub-Saharan Africa
at global distributor WestconComstor, and has been in the
chair for just over three years. Before that,
he spent almost two decades at Didata, doing
a ‘bunch of different things’, many of them in
emerging markets outside of South Africa.
He spoke to The Margin about what he’s
learned this year, and what trends he’s seen
emerge in the channel.
Westcon-Comstor has revenues of over
$3 billion, and is a subsidiary of Datatec,
which is still run from Sandown, as well as
from an office in London. Westcon’s head
office is in Tarryrown, New York. Here are
a handful of people, including the CFO, as
well as a lot of its IT team. The Americas
business is carried out in a joint venture
with a company called SYNNEX. Parbhoo
manages both parts of the local business,
Westcon and Cisco-focussed Comstor, in
South Africa, while in other territories, they
might be managed separately because of the
size of the businesses.
As is to be expected, the South African
operation is much smaller when compared
to the European markets and APAC, but, as
he says, it’s still a ‘significant chunk’.
He also has a fairly free hand in managing
the territory, and, as one of the smaller
regions, gets ‘to try out some new stuff first’,
such as the digital platform it’s using for
customer engagement.
Before he joined the company, it had
already taken the decision to implement
SAP, and while it’s always difficult to put in
any ERP system, it now has a standardised
platform across the world. Anything that’s
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"You have to focus on the results that
people deliver, and not their physical
time spent in an office.”
developed on top of SAP can now be
easily scaled internationally, he says. This
has allowed the local office to support the
Europe and the Middle East markets with
some finance and logistics functions, in part
because of its location and local skills.
Westcon-Comstor has a local partnership
with Microsoft, and is an Azure solutions
provider. It initially helped customers move
from the legacy licensing environment to
O365, but it’s now more focussed on getting
Azure into the market. He says the company
has a relationship with AWS in other parts of
the world, but that’s currently not the case in
South Africa.

Jack of all Trades, master of none

He says it’s unlikely that its big customers are
going to be ‘all in’ with a single cloud provider,
and his company can work with customers on
their Azure solutions, including the hosting of
workloads, and managing the billing, among
other things.
Parhboo says it will typically help its
customers spin up, for example, security
services in the cloud, as opposed to on-prem.
“We are in some ways a niche distributor,
and we focus on enterprise, so that allows us
to help the reseller take the on-prem world to
the Azure world, and that’s where our main
focus is.”
What changes has he seen in the channel
since the arrival of the hyperscalers?
He says the channel has been focussed for
a very long time on how it delivers value and
service to its customers. These customers
are either looking for different consumption
models or more support in managing hybrid
environments.
He says on-prem solutions will never go
away, but customers are increasingly looking
at putting more of their services, such as
voice and video solutions, into the cloud. And
they might be buying it on a consumption
basis. The resellers have also started to
specialise in certain areas.

“It’s very difficult to be a Jack-of-all-Trades
anymore, and just say, ‘I look after someone’s
IT’. The strong resellers are those who have
focussed and have a very clear customer
base, a very clear proposition and an indepth knowledge around the technologies
they carry. There’s been a shift to more and
more specialisation, and by doing that, you
see small- and medium-sized companies
competing with large companies.”

Homebound

Like many, it experienced some supply chain
hiccups earlier this year, but that has now
largely normalised. It also froze all new
hires, and the senior management team took
a salary cut. The majority of staff is still
working from home.
“In South Africa, we want to see people in
an office; you believe your people are being
productive because we can see them.”
And while many companies have resisted
allowing people to work remotely – or at least
in the longer term – this year has showed
that it can indeed be done.
“You have to focus on the results that
people deliver, and not their physical time
spent in an office. I’ve always been a big
proponent of people being able to work
wherever they feel comfortable.”
Working from home does, however, come
with its challenges.
“You seem to just go from one call to
another. The days seem a lot longer. You
start missing the traffic jam where you could
maybe listen to the music or the news. Now
it’s straight from your bed to your desk,
grab a coffee and get the day going. You’re
productive, but it’s also quite draining.”
What does digital transformation mean to
Westcon-Comstor? Where is it on the journey?
The SAP ERP was foundational, he says.
“I don’t think anyone will tell you these
days that an ERP system in itself is digital
transformation; it’s just another way of
keeping records,” he says.

»
"It’s very difficult to be a Jack-of-all-Trades
anymore, and just say, ‘I look after someone’s IT’.”

Digital transformation, then, only begins to
happen when you build something else on top
of that system.
Parbhoo says his view of this
transformation is that it’s about engagements
with customers and partners, or, as he asks:
“How do you engage in a digital way?”
Covid, in the meantime, ‘accelerated our
thinking about how we have to do things
differently, because we can’t see people in
person, but you still have to keep engaged’.
He says you also can’t expect your
customer to suddenly start self-serving
themselves, in part because it is selling
complex technologies, and, 'People are not
going to be spending tens of millions of rand
by clicking on something online’.
He believes it’s this engagement with
customers and partners, and allowing it to
happen in different ways, that is at the heart
of its transformation efforts.
This doesn’t mean removing people either,
although he says it’s using plenty of robotics
and automation to streamline processes in
the background.

Tools of the trade

Once it had the SAP platform in place, this
allowed it to, for example, automate and
manage its quoting and pricing processes,
as well as let the warehouse know when to
deliver something. The invoicing process is
also automated.
It also has some integration into its vendors’
systems so that it can automate orders, which,
in turn, speeds up transactions. He says
it’s not really important for the customer to
know what kind of background processes it’s
employing; what is important is that they have
a better experience.
All this was the first phase, and now it’s
focussing on how to sell in this digital world,
which is more about consumption models and
licensing.
Billing also has to be managed and
processed, for, for example, O365 licences,
which, as he says, nowadays is merely ‘the
ticket to the game’.
Azure, as mentioned, is a key focus area,
and here he says it’s about helping a reseller
on the journey of understanding what it’s
capable of, and what kind of conversations
they should be having with their customers.
These conversations could be about
workloads being moved to Azure.
Here, it is building microsites and portals
to help the customers learn at their own
pace, or, as he says: “A lot of our job is to
help resellers and partners understand
the technology because that’s how it will
ultimately proliferate into the market.
“For me, it’s simplifying the transactional
process through digital tools, but also
improving the experience so that our partners
and customers start using digital tools as well.
That’s the transformation journey we’re on.”
Q4 2020 |
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Healthcare technology providers

Take your medicine
The healthcare ICT channel is not wary of the cloud, or shying
away from tackling the industry's challenges.
By James Francis

A

Heads in the cloud

Yet it's not a Luddite industry, and healthcare
ICT providers are embracing cloud platforms
as much as other parts of the channel.
Healthbridge, a provider of practice
management services and electronic medical
records, evolved from its start over 20
36
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ccording to the Health
Professions Council of South
Africa, the country has
around 165 000 healthcare
professionals, 38 000 of whom
are doctors. Serving these professionals is
an industry of technology providers offering
a variety of products and startups pushing
emerging innovations.
What has this industry been up to? Is it
modernising like its channel peers? And what
are the challenges it faces?
A healthcare article can't go by without
mentioning Covid-19. The pandemic has
exposed many problems in South Africa's
healthcare system. But it has also heightened
awareness of digital technology's inherent
value, says Oliver Nagaya, co-founder of
smeMetrics.
"Zoom has now become a verb! Most of
our clients didn't even know about Zoom
before March this year. We’ve been using
Zoom for our daily team standups for over
three years, so when our clients start talking
about having Zoom sessions, it’s slightly
amusing that they're now more receptive to
online-based training and support sessions
with us. Prior to this year, most of our
clients had a clear preference for in-person
meetings with our team."
smeMetrics offers a set of medical
practice management solutions for different
healthcare practices, including psychiatrists
and physiotherapy offices. Nagaya adds that
attitudes are changing, despite persistent
reluctance among medical practitioners to
modernise – even as they face a growing
number of threats to their businesses,
including security and adhering to regulations
such as the Protection of Personal
Information (PoPI) Act.

“The market is getting a significant number of
younger doctors coming in, who are open to more
technologies.”
Luis da Silva, Healthbridge

years ago providing high-level medical claim
switching to now include cloud platform
services accessible to large healthcare
providers and small practices alike.
The cloud enables this access for familiar
reasons – lower costs, easier deployment,
convenient concepts proofs, and so on. But
the cloud, in particular hyperscale providers,
significantly boosts what healthcare ICT
services can offer. For example, when
demand for telemedicine spiked due to the
pandemic, Healthbridge could roll out an
accompanying product by using technologies
from Microsoft Azure and the Google Cloud
Platform.
It's also helping address a persistent
issue among healthcare software: mediocre
user interfaces. According to Luis da Silva,
managing director of Healthbridge, if forced
to make dozens of clicks while trying to
consult a patient, it's no surprise doctors
dislike software. He adds that the software
industry notoriously oversold and underdelivered. But by using the cloud's ability to
deploy selectively and introduce features
iteratively, Healthbridge has been able to
refine user experiences through the help of
some enthusiastic customers.
"We have what we call our design doctors.
They are a bit more open-minded and get
a bit of a kick out of tech. They understand
that things might not always be perfect, but
they're happy to suffer the consequences
because they get to play with the new stuff,
and we can use their feedback to refine these
for the rest of our customers. "
The cloud's influence is also taking
medicine solutions to patients, even in rural
areas. Founded in 2016, Right ePharmacy
develops self-dispensing pharmacy kiosks,
and smart lockers similar to what courier
companies use, to distribute prescribed and
chronic medicine to patients.

Ready for change?

Fanie Hendriksz, MD of Right ePharmacy,
says connectivity remains a big challenge
for technology to reach rural and even urban
patients, so they utilise the cloud to create
'disconnected connectivity'.
"We've learned to use technology that
can rely on limited connectivity. For that, we
collaborated with AWS. For instance, with
our smart lockers, as long as the courier
has a smartphone, he doesn't even need
reception. The locker interacts with our
logistics app. That works quite nicely in the
rural areas and cities."
Yet while the services are helping lead in
technology trends, the healthcare market is
still catching up, says Hendriksz.

LUIS DA
S I LVA ,
Healthbridge

"All these innovations and pioneering
projects require a lot of change management,
first to the regulator, because it's a highly
regulated environment. You constantly
need to invest time and effort in change
management with all stakeholders, including
healthcare workers and, most importantly,
the patient. There are a lot of minds that need
changing at different levels with pioneering
products – novel strategies are required."
Nagaya echoes this point, noting that
many practitioners struggle with the timing
of modernisation and when to let go of what
worked before: "It's a never-ending circle
since they need to invest the time in order to
get to another level in the business side of

their private practices.
“There's also no real pressure to do this.
In our experience, clients seem to initiate
this business operational change when
there's a life-changing event, such as the
arrival of a baby or the moving of premises."
Such reluctance, though, is decreasing
because fewer healthcare professionals are
feeling alienated from the digital world, says
Da Silva. "The market is getting a significant
number of younger doctors coming in, who
are open to more technologies. Even the
nature of staff is starting to change where
staff members, the receptionist, the debtors’
clerk, are themselves becoming younger and
more open to technology."
Q4 2020 |
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IT rental is the future of
hardware acquisition
The Covid-19 pandemic and subsequent lockdown
has impacted severely on companies’ budgets and
their ability to do business. Under these financially
constrained circumstances, it is vital that organisations
are prudent in the use of their available finances by being
able to fund its technology without impacting on normal
operational funding lines.

A

ccording to Bennie Strydom,
Managing Executive: Integrated
Technology Solutions Sales
(ITSS) at BCX, such an approach assists
companies to preserve cash and banking
credit lines in these uncertain times.
“BCX IT Rentals provides its customers
with subsidised credit, where they only
pay for a portion of the capital cost over
the rental period. Operational funding
lines are still available to sustain and grow
their main line of business,” he points out.
“It is also worth noting that such an
approach offers a range of benefits,
including flexibility in terms of cash flow,
tax planning and updating technology.
For starters, it means businesses no longer
have to borrow money to cover the
purchase of IT equipment. With BCX IT
Rentals, there is no impact on operational
banking facilities,” suggests Strydom.
Moreover, says Strydom, leasing provides
tax advantages, improves overall cash
flow, and means they pay a regular and set
amount over the useful life of the asset.
“Of course, the simple fact is that new
technology is inevitably much better
than older equipment. Undertaking a
lease agreement can allow for such
technology refreshes, as it is possible
to upgrade or add equipment, as the
business needs demand. On the other
hand, with an outright purchase, any
technology equipment you buy is yours

www.bcx.co.za

for years to come, while
depreciating in value and
usefulness, year-on-year.”
Competitive advantages
“Leasing gives them the
opportunity to utilise the latest
technologies to drive strategic
business initiatives, which
obviously creates competitive
advantages. A good example
is the situation created by the
sudden lockdown – with a
lease, companies needing to
urgently outfit employees with
laptops were positioned to
make this happen far quicker
than those needing to find the
budget for it from OPEX were. Finally, of
course, with a lease, there are no end-ofterm disposal costs that the client needs
to be concerned about. BCX takes care of
the environmentally-friendly disposal of
outdated equipment.”
There are, nonetheless, challenges with
this approach too, although BCX negates
many of these with its specific offerings.
For example, says Strydom, many rental
organisations have per diem charges,
although BCX does not. Some have
automatic fixed-term renewals after the
initial term, whereas BCX offers a monthto-month deal, with just 30 days’ notice
required. Finally, many providers have a

Bennie Strydom,
BCX
built-in annual escalation. BCX’s payments,
on the other hand, are fixed for the
contract term.
“In addition, with BCX’s device-as-aservice (DaaS) offering, the company also
gives customers the ability to scale down
the number of devices without paying a
penalty, if they reduce their workforce
due to operational restructuring within a
maximum pre-agreed percentage.”
“In these tough economic times, this
approach holds appeal for both CFOs and
CIOs. After all, when looked at objectively,
the BCX IT Rental financing options give
CFOs a cost-effective way to fund the IT
budget, while giving CIOs accelerated
access to the latest technologies.”

The unstoppable
rise of the
hyperscalers
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Cloud

It’s been an incredible year for the hyperscalers;
what could go wrong?
By Matthew Burbidge

he real winners this year, like
every other recent year, are
the hyperscalers. But they
really had an exceptional year.
The worldwide cloud market,
according to Canalys, grew by 33% to $36.5
billion, which was $2 billion higher than the
previous quarter and up $9 billion on the
same quarter last year.
It says there was increased dependence
on cloud-based tools and services across all
parts of the economy, including the public and
private sectors as well as with consumers.
With the resurgence of Covid-19 infections in
many parts of the world, followed by stricter
lockdown measures, cloud will remain a vital
component in business continuity, remote
working and learning, as well as customer
engagement, it says.
Putting it another way, Gartner research vice
president John-David Lovelock has this to say:
“Cloud had a proof point this year — it worked
throughout the pandemic, it scaled up and it
scaled down. This proof point will allow for
accelerated penetration of cloud through 2022.”
The big winner is AWS, which increased
its share of total spend from the last quarter
to 32%, according to Canalys. It grew its
business by $2.6 billion in Q3 compared to
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the same time frame in 2019. In fact, AWS
generated more revenue than the next three
largest hyperscalers combined.
That’s not to say that the others –
Microsoft, Google Cloud, and Alibaba Cloud
– are taking this lying down. Azure grew
48% annually and has 19% of the market, up
from 17% in Q3 a year ago. It also reported
an uptick in long-term contracts. Google also
continued its momentum, says Canalys, as it
focuses on increasing channel involvement in
deals and enabling partners. It has 7% market
share, followed by Alibaba, at 6%. The report
says it continues to lead the Chinese market,
where cloud is part of the government’s
development plans. There is no mention of
the other clouds out there, which include
Oracle, IBM and Tencent Cloud.
Gartner, for its part, has produced its very
first Magic Quadrant for cloud infrastructure
and platform services, and AWS is the clear
winner.

A bit of criticism

Gartner says AWS is an ‘exceedingly well run
business’, and that it provides for more than
half of all the operating income for Amazon. But
it says that the company also risks alienating
software developers – its core constituency
– because of its ‘skirmishes’ with the open
source communities. It says that AWS has

»
"Cloud had a proof point this year — it worked
throughout the pandemic, it scaled up and it scaled
down. This proof point will allow for accelerated
penetration of cloud through 2022."
John-David Lovelock, Gartner

benefitted from OSS, without much in the way
of a contribution in kind from the company. It
also has poor cohesion across its offerings,
and its leadership in IaaS and dbPaas creates a
‘misleading halo effect’ for its other offerings.
The analysts add that its customers
‘incorrectly’ believe that it broadly reduces
prices and that the decreases aren’t
universally applied across all services. It points
to storage as an example, saying its most
frequently used service hasn’t experienced a
price drop since 2014, despite ‘dramatically
decreasing prices’ in the raw components.

Into the zone

Meanwhile, Azure is strong in all use cases,
especially in extended cloud and edge use
cases. It’s also no surprise that it’s particularly
well suited to Microsoft-centric organisations.
Gartner says Microsoft is making a concerted
effort to better serve developers, particularly
through its efforts with OSS. It has, however,
the lowest level of availability zones of any
other vendor in the survey, and a limited set
of services support its availability zone model.
Gartner is concerned that Microsoft doesn’t
provide any guarantees around capacity to
its customers, and points to Covid-related
‘customer-affecting capacity shortfalls’ over
some weeks in many European regions. Also,
its unified support can be very expensive.
How did Google fare in the report? It
provides strong offerings, ‘other than the
edge use case’. Its open source contributions,
such as Kubernetes and TensorFlow, ‘have
changed the course of enterprise IT’ and
have also served other hyperscalers well. It
was concerned that the company struggles
with ‘having an enterprise mindset’ and lacks
enterprise-focused Application Platform-as-aService capabilities.
When choosing a public cloud, it pays to
take a hard look at a range of use cases and
market presence. Let the buyer beware.
Q4 2020 |
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The Hustle

How to succeed at
virtual selling
Just because it’s a Zoom call doesn’t mean salespeople can’t work the room.
By Tracy Burrows

elling virtually is very different
from traditional face-to-face
sales, and teams are going
to need to adapt quickly and
polish new skills. This is
according to Dave Shaby, COO at RAIN Group
and co-author of a new book, Virtual Selling:
How to Build Relationships, Differentiate, and
Win Sales Remotely. In an interview with The
Margin from the United States, Shaby says
the book includes extensive research carried
out among both buyers and sellers during the
early stages of lockdown.
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Shaby and co-authors Mike Schultz and
Andy Springer found that buyers’ attention
spans are shorter in virtual meetings than
in face-to-face meetings, and fatigue sets in
faster. For sellers, it also proved harder in
a virtual environment to establish a rapport
with buyers.

Building relationships

“We spoke to sellers and what they
struggled with most was capturing buyers’
attention and getting engagement – around
nine out of 10 said they were battling with
that,” he says. “Sellers are relationship
people, and it’s a lot harder to build

relationships in a virtual environment.
Traditionally, building relationships and
rapport happens in the gaps and spaces
between business meetings, or over lunch.
In a virtual environment, those gaps don’t
happen, so the seller has to plan for time
during the meeting to talk about life outside
of work.”
On the other hand, buyers told them they
often struggled with technical issues in
virtual meetings, and found issues such as
dim lighting or poor audio distracting.
They also experienced a gap in
sellers’ ability during virtual meetings
to run a needs discovery to understand

»
“Sellers are relationship
people, and it’s a lot harder to
build relationships in a virtual
environment.”
Dave Shaby, RAIN Group

the customer's current situation and
challenges, and a ROI analysis to articulate
the impact of making the purchase. In a
live setting, this might entail a lively Q&A,
a whiteboard and a presentation. “If the
buyer needs it in order to be convinced and
the seller can’t do it virtually, they have a
problem,” says Shaby.
Shaby believes virtual sales will become
a permanent fixture in sales of the future:
“I think we are in for a hybrid model down
the road, with a lot more virtual selling than
we saw in the past. I expect a return to live
settings, but a virtual sales component will
remain because it can be more efficient
and less expensive in many cases. Those

who change and adapt faster to this new
environment will be ahead of the pack.”

Making the business case

Among the focus areas highlighted in the
book are presentation, establishing rapport
and, most importantly, making a business
case in a virtual environment. “It starts with
managing yourself – how you show up,”
he says. “In a live setting, you think about
what you will wear, and you practise your
presentation – veteran sellers have been
working on that for 20 years.” In a virtual
meeting, presentation and professionalism
are equally important. “For example, if your
lighting is too dim, the energy is sucked out

of the meeting right away. You need to relieve
the fatigue of the meeting – look at using
better lights, and use a professional virtual
background that isn’t distracting. It’s not
too difficult to improve in these areas.” He
suggests working with colleagues, or even
the marketing department, to ensure that
the right impression is being created by the
seller’s virtual appearance in meetings.
Managing relationships is also important,
Shaby notes. This demands setting aside time
during the meeting to make the small talk that
is so important for boosting relationships in
real life.
To avoid buyer fatigue, it is crucial to
manage virtual meetings well, making them
engaging and using effective slides and
animations, interactive whiteboards and
support materials. “What’s most important
is how you make your case in a virtual
environment, convincing and collaborating
on successful outcomes for your buyer,”
he says.
Shaby, who is currently talking to
companies in the United States about the new
sales environment, says: “The easy part of
adapting to this change is the technology –
improving audio and lights, and enhancing the
presentation. The hard part is adapting the
deep sales techniques.” The book provides
specific techniques and approaches to help
sellers adapt to virtual sales. “It’s clear to us
that this type of change is having an impact
on people. After the initial shock of people
used to being in the field and now being
stuck at home, there are now things they can
control and improve on, and it gives them
more confidence.”
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Turning around the big ship
of government
Boxfusion helps drive smarter government.

By Tracy Burrows

R

emember when any dealings
with the government involved
laborious paperwork,
endless waiting and frequent
frustration?
In recent years, some government
departments around the country have
managed to improve the situation, starting
in their back offices, and citizens, suppliers
and service providers are beginning to enjoy
faster, more efficient service and prompt
payment as a result.

XOLILE
NDLANGANA,
IAN HOUVET
and the Boxfusion
team (supplied)
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Many of these improvements are the result
of efforts by forward-looking government
departments and Boxfusion, a Pretoria-based
specialist software development company.
First launched by Ian Houvet as a CC
in 2006, Boxfusion develops solutions
specifically for the public sector. The
company has been helping automate and
transform government administration,
e-services and citizen services, with its
solutions now used by over 50 departments
and state-owned entities.
“The government is a big ship and it’s
slow to turn. But we are starting to see our

solutions becoming a standard in South
Africa, and this is probably our biggest
achievement,” says Xolile Ndlangana,
Boxfusion marketing director.
With a lengthy background in the public
sector, Ndlangana joined Houvet as a director
and shareholder of the company in 2008.
At the time, government departments were
notorious for delays in service delivery and
payment. Houvet and Ndlangana studied the
Auditor General’s reports and spoke to scores
of public sector CIOs to identify the biggest
pain points affecting service delivery and
developed their `SmartGov’ solutions suite

to address them. These are grouped under
SmartGov for Administration, SmartGov
for Citizens, SmartGov for eServices and
SmartGov for Committees.
In the early days, the company
encountered many barriers, says Ndlangana.
“As a small black company, we found
there was a bias towards multinational
corporations, so it was difficult to break into
the market. We did a lot of live demos and
small deployments, and focused on excellent
service to win departments over. What helped
us grow was word of mouth, our strong
partnership with Vodacom and association
with Microsoft.
“We’re unique in that we offer locally
developed solutions, designed for the way
processes are run in our own public sector
and many developing countries, and because
SmartGov for Administration is pre-integrated
with key systems like Treasury’s PERSAL and
BAS,” says Ndlangana. This integration with
Treasury systems had never been attempted
successfully before, he adds, partly because
public sector CIOs assumed it would not be
allowed, which was not true. “We said, ‘why

not?’ and pushed ahead, and the move has
made life easier for Treasury and government
departments.”

Milestones and highlights

Recently recognised as Microsoft’s Emerging
ISV Partner of the Year, Boxfusion’s solutions
portfolio is built on Microsoft technologies
and works well on Azure. Boxfusion also
won SITA’s Service Delivery Award for
Large Companies in 2019, and the SITA
GovTech Award for ICT Service Delivery and
Transformation in Local Government in 2017
for their SmartGov for Citizens app.
Among the company’s milestones
are implementing its full SmartGov for
Administration suite in the Department of
Higher Education and Training – a scenario
Boxfusion had been hoping for since
inception. “We typically start our engagement
with one or two modules, and grow from
there. This department is the first to be
using all our administration modules,” he
says. Another milestone was achieved when
the Mpumalanga provincial government
contracted Boxfusion to roll out leave

management and invoice tracking solutions to
all its departments.
In partnership with Vodacom, Boxfusion
also successfully launched the 2021 Gauteng
School Admissions system – a fully digital
schools application and placement system
– within only two months of being awarded
the contract. Over 100 000 applications
were handled within the first few hours,
with over 1 000 applications a minute at
peak processing.
Other products for citizens include
the Mpilo mobile app released late last
year, which connects citizens with the
Gauteng Health Department to provide
them with information and the ability to
call ambulances or report service delivery
issues. The app was used to support the
department’s Covid-19 efforts this year,
enabling tracking and tracing, disease spread
monitoring and PPE inventory measurement.
The citizen engagement app MyJRA allows
citizens to report issues such as broken
traffic lights and potholes, and the MySAPS
app provides an easy way for citizens to
access police services and information.
These apps also enable simplified reporting
and management for department heads.

Beyond the accolades

With about 75 employees, a growing
customer base and a wealth of opportunity to
explore, Boxfusion appears to be just getting
started. The company is now setting its sights
on transforming government processes in
provinces, the wider country, and continent.
For Boxfusion, success is measured in
more than project milestones and numbers.
Says Ndlangana: “Ultimately, what we are
doing makes life better for employees and
South African citizens. For example, in the
Eastern Cape, the provincial government
has offices in Matatiele – 400km from the
headquarters in Bhisho. Before we automated
their administration systems, people had to
drive 400km for one signature. Now they
save days and weeks in decision-making
processes, and everyone is happy.
“When we look back, we think, ‘what a
journey!’ It makes us feel good that what we
do ultimately benefits the people of South
Africa. If the government is digitised and
efficient, it translates into services they
provide,” he says.

»
"Before we automated their administration
systems, people had to drive 400km for one
signature.”
Thabo Ndlela, Amani Business
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IFS takes fight to the big
ERP players
Why isn’t Industrial and Financial Systems better known?
By Matthew Burbidge

hile everyone is familiar
with SAP and Oracle, there’s
another player in the ERP
game that isn’t as well known.
This is Industrial and Financial
Systems, known as IFS, and earlier this
year, the company appointed Emma Murray

W

EMMA
M U R R AY ,
IFS
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as its new managing director for Africa.
She brings over two decades of experience,
having worked as a sales director at
Microsoft, prior to which she was a senior
vice president for Middle East and Africa at
Software AG.
The company was founded in 1983, and
has been in South Africa for over half
that time. Murray says its founders Bengt

Nilsson and Ulf Stern were at university
in Linköping, Sweden, and developed a
maintenance application for a nuclear power
plant. It launched its first product, IFS
Maintenance, two years later.
“That’s our DNA. We understand big and
complex machinery and we understand big
intensive business process businesses,”
says Murray.

»
"How many people do you know of who can
talk around an ERP break-even in 15 months.”
Emma Murray, IFS

At its heart, she adds, the company uses
the concepts of Swedish design principles to
simplify and ‘declutter’ complex processes.
It’s also a solution to be relied upon,
judging by the list of companies that use
IFS, among them Rolls-Royce, Lockheed
Martin, Cathay, Ethiopian Airlines, Emirates,
Southwest Airlines, Air France and KLM.
So why isn’t it better known?
Murray says simply that, ‘we haven’t put
our head up’, and that globally, and in South
Africa, it has not managed to achieve the
market penetration that it should have, what
with its product set and customer base.
She reckons this can be solved to a large
degree by following a more sales-centric
approach, as opposed to a consultative one.
Murray has, of course, entered the
business at an extraordinary time, and says
on a Zoom call that this year has provided
an opportunity for many firms to look at
their processes with fresh eyes, or, as she
says, they’re ‘reassessing and revaluating
where they’re going’.
While the notion of digital transformation,
and agility, may have looked good on a
corporate statement, she says that in many
cases, it hadn’t really ‘hit home’ for many
firms.

Growing the channel

Still, many businesses, particularly those with
a more mature digital strategy, were better
equipped to weather the Covid storm, while
others were ‘sideswiped’.
This, in turn, has opened some channels
of conversation for the company, which
many not have happened had this been a
year like any other.
Her other remit is to grow the channel.
She says that in the past, IFS had been
more of a consulting business and would
implement a solution before going to look for
the next customer.
Now, she says, it’s going to be more of a
‘product-oriented organisation’, and will use
partners, among them TCS and iOCO, to
implement the products. This, she reasons,
should make for a more sustainable and
scaleable model.
It has specific industries in which it focuses
and clear product sets, but again, more has to
be done to win more market share.

In Africa, she says, IFS is ‘massively’
underrepresented compared to its share of
European and North American markets.
IFS has three solutions: an ERP, an
enterprise asset management programme
and an enterprise service management
offering.
Murray says that by now, most
organisations have some kind of ERP, but it
does sometimes come across a rare company
that doesn’t have one, or is considering
changing its ERP. But it’s in the area of
enterprise asset management about which
she’s excited, and where the impact of big
data, machine learning and IoT is being felt.
The company also plays in enterprise
service management, especially following its
acquisition of a company called Astea.
In field service, its solutions are used by
telcos, logistics, and ICT, or, as she says,
‘anybody going out there and implementing
services’.
How is she going to go about building the
local business?
Murray envisages growing the local
market with channel enablement, both
in terms of delivering services after the
sale, and looking for licence revenue
opportunities. Partners can resell IFS
solutions on their own, or there’s a co-sell
option for those who want the participation
of the OEM. Here, sales and pre-sales
efforts are shared with IFS. There’s also a
sales referral model for partners who don’t
want to engage in the licence sale.
She reckons if a company has an
enterprise asset management system older
than three or four years, ‘it’s probably

redundant in line with what their competition
is doing’.
She thinks that field service programmes,
particularly in Africa, are under-automated,
and it’s had some successes in this area.
It’s also directly focussing on the big-tier
market.
“Our solution, historically, has been
relegated to the SME market, simply because
we didn’t raise our head above the parapet,
and so we were never seen as a contender
to SAP or Oracle. We’ll be taking on that
fight, and doing that positioning directly, and
with partners.”
It also partners with a number of global
system integrators, such as Accenture, TCS
and TechM. It’s also fortunate, she says, that
Altron is both a customer of its field services
solution, as well as a partner.
IFS has the familiar silver, gold and
platinum levels in its partner programme,
based on successes and market penetration.
If I have a medium-sized enterprise, for
example, why wouldn’t I choose SAP or
Oracle? What do you bring to the table that
the other companies can’t?
Murray says IFS cannot be all things
to all people, and that its products have
been engineered to resolve very particular
solutions in industries with complex
processes and big machinery.
She says the cost of implementation of its
ERP, compared to that of others in the market,
is significantly lower, and quicker to implement.
“How many people do you know of who
can talk around an ERP break-even in 15
months? Usually they’re still blueprinting in
that time frame.”
Q4 2020 |
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The year of the hack

It’s been a hell of year, and just like the security experts warned us, there’s been a
sharp uptick in breaches and ransomware. How can the channel respond?
M AT T H E W
B U R B I D G E , The
Margin

PA U L
WILLIAMS,
Fortinet

STEPHEN
O S L E R , Nclose

C
N N E R Burbidge
ByO Matthew
SMITH,
Trend Micro

T

Still, why aren’t we getting better at
security, and what measures can we
take to better protect ourselves and
our customers?
Paul Williams, country manager at
Fortinet, believes that the PoPI Act coming
into full force next year will spur companies
to be more compliant.
“You speak to people right now, and
they’re busy planning, designing, developing
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»

his year saw an unprecedented
number of breaches, precipitated
in part by the distributed
workforce and the increased
cyber security risks that this
has brought. And those are just the breaches
we know about. Next year will also see the
introduction of the Protection of Personal
Information Act, finally empowering the
information regulator to fine companies proved
to be playing fast and loose with personal data.

“Ultimately, it’s that tannie in the back office who
won R1 million – who clicked on that email – who
brings a lot of risk into the organisation.”
Elaine Wang, Rectron
and resetting their architecture. Only when
government takes out the big stick next year,
and says, ‘Now we’re enforcing it, and now
you’ll pay the fines’, is when you’ll see a
change in the industry.”
He also predicts that all companies will
have implemented zero-trust environments –
for contractors as well as trusted employees
– by the time five years have elapsed.
Conner Smith, head of partnerships and

alliances for Sub-Saharan Africa at Trend
Micro, says she believes we’ll never be able
to completely secure an environment, in part
because hackers have a singular focus, and
‘treat hacking like a 9-to-5 job’.
She suggests a measure of industry-wide
cooperation in an effort to protect companies,
and their customers, as well as a consistent
approach to security protocols.
Elaine Wang, cloud and software

E L A I N E WA N G ,
Rectron

solutions director, Rectron, says many local
businesses seem more concerned about
physical security than cyber security, and, in
the latter’s case, there’s still a large measure
of ignorance. There’s also the mistaken
notion among some small business owners
that because they live in ‘a tiny corner of
the world,’ they’re somehow immune to
attacks. Some owners of SMBs also think
they’re exempt from attacks because they
are small, ‘but what we see when we chat
to our channel is that SMBs are being

increasingly targeted because they’re really
easy pickings’.
SMBs need to have a strategy, and should
work with a solutions provider to understand
what their risks are, she says.
“I know we all like to provide amazing
technology solutions, but ultimately, it’s that
tannie in the back office who won R1 million
– who clicked on that email – who brings a lot
of risk into the organisation.
“Whatever tech solution you put in, never
forget about the user.”
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Stephen Osler, business development
director at Nclose, says many of his
corporate customers are getting ‘the easy
stuff’ right, but their networks are now so
vast that it’s difficult to ensure they are
closing all the holes.
“We also see that the large corporates buy
a lot of tech and tools to prevent the incident
from happening, but they still happen. The
reality is that they need to become a lot
more clever in the way they detect the
incident, and reduce the dwell time.”
Echoing Wang, he says SMBs don’t
think they’re targets, so they don’t practise
the ‘quick and easy’ wins, such as patch
management and understanding where their
vulnerabilities are.
He believes most attacks aren’t
sophisticated – phishing, for example – and
could be repelled by doing things such as
patch management, and educating staff
members.
“Get the easy stuff fixed, and that should
make your life a little bit easier.”

Every step you take

Sebastiaan Rothman, senior consultant,
applications and infrastructure at Altron
Karabina, says while he thinks we’re getting

»
"It’s not sexy; it doesn’t
have AI in it, but if
companies focus more
on the basics, it could
alleviate a lot of the
more opportunistic
attacks."
Anna Collard, KnowBe4 Africa

N I E L VA N
ROOYEN,
Vox Telecom
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Rewrite IT security

for the cloud era
The traditional hub-and-spoke approach to security
that lends itself to a patchwork of solutions in your
environment and inside the network is outdated.

I

f you’re still following this as a practice,
you might find yourself in deep,
unnavigable waters as cyber threats
pour into your organisation.
With the sudden fast-track of digital
transformation and the surge in remote
workers, businesses may have more
connections outside the corporate
firewall than inside. Add to this SaaSbased applications and niche industry
applications, many of which are hosted
in the cloud, and it becomes evident that
legacy security policies and architectures
do not suffice in keeping cyber criminals
at bay.

to manage, not to mention
costly to maintain as you must
continuously ensure your people
are skilled in managing all these
solutions.

Always lead with security
If you are purchasing a security
offering or if you are selling one,
you must lead with the security
question. It’s not your cloud
service provider’s job to secure
your business – it’s yours. So
move security to the forefront and
you will fast see how quickly you
can whittle down not just the type
of applications you deploy, but
also the technology companies
you partner with.
Interoperability, integration and
Dorio Bowes,
monitoring capabilities are the
Commercial Director
main features you need to ask of
at Westcon-Comstor
your security solutions. We know
Sub-Saharan Africa
that a dispersed workforce is more
vulnerable, as is adding multiple
cloud- and SaaS-based offerings
need to take? Will we be required to stop
as an extension of your IT ecosystem. So,
and what happens if it rains?
where does one start?
If you can map out the entry and exit
Map it all out granularly
points in your business, looking at all the
Good security is all-encompassing as it
potential eventualities, then you can build
leverages new technologies such as AI
a more robust security posture and risk
and machine learning. It starts with good
appetite. After that, you can select the
security practices/policies and is followed
right tools to help you better secure from
by complementary tools. Think of security
the application to the device, the network,
planning in the same way you would plan a
cloud, datacentres and each individual.
holiday with children in tow. Where do we
The bottom line: security can no longer be
start? Where are we going? What do we
an afterthought. n

Westcon Group

Follow the people, follow the
app
The days of having dozens of security
solutions to stop a potential security threat
have also come to an end. Instead, security
needs to follow the user, application
and device. It needs to be fluid, intrinsic
and baked into every aspect of the IT
environment. It can’t just sit in the network
or the datacentre and `hopefully’ cover all
your bases. The best way to approach this
is to, firstly, rethink your security policy and,
secondly, consolidate your security solutions.
The modern security policy needs to be
adaptable and multi-layered, and it needs
to define what is required of an individual,
the risk appetite of the business, who
holds responsibility legally and map out the
steps that can be taken to mitigate threats.
Unfortunately, if you’re sitting with a basket
of more than 20 or 30 security products,
it becomes a little more challenging

For more information on how to build out an all-encompassing
security environment, contact Westcon-Comstor on
+27 11 848 9000, or email contact.ssa@westcon.com.

www.westconcomstor.com
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»
“Nobody cared about
PoPI until July 1; now
it’s a thing.”
Karl Fischer, Obsidian Systems

better at security, we’re not getting better
quickly enough.
He says it’s a like an episode from the Wile
E. Coyote and the Road Runner cartoon; no
matter how smart and proficient we are at
putting controls in place, ‘we’re always just
one step behind’.
Customers of all sizes have been
compromised, and no company is immune.
He adds that on-premises security controls
often don’t translate very well into the cloud.

KARL
FISCHER,
Obsidian Systems

What happens when companies
move to the cloud? Is it a question of
misconfiguration, which opens a hole?
“Poor cloud architecture is definitely
something that’s very prevalent,” Rothman
says, adding that security in the cloud is often
only an afterthought.
This is also mentioned by Niel van
Rooyen, CISO at Vox Telecom, who
says there’s the misconception that once
information is in the cloud, ‘your security is
basically done’. He adds that the company is
struggling to appoint people with the requisite
skills, and likens a career in security to that of
a police officer: “It’s a calling, not a job.”
Dean Steenkamp, Check Point product
manager at Westcon-Comstor Sub-Saharan
Africa, says while security solutions may be
getting better, many organisations are still
lagging behind in how these solutions are
deployed. The surge in remote work has also
probably not helped, he says.
He advises organisations to gain a
consolidated view of their architecture, and,
where possible, push a security policy from a
single pane of glass to the entire network.
Colin Erasmus, OEM lead at Microsoft
SA, agrees that a distributed workforce, and
the deployment of remote work solutions,
has not perhaps been carried out in the
most secure fashion, and that there is some
catching up underway. He says ransomwareas-a-service is now cheaply available on the
dark web, but hastens to add that he hasn’t
actually been on the dark web.

DEAN
STEENKAMP,
Westcon-Comstor
Sub-Saharan Africa

Mikey Molfessis, sales engineer for
Middle East and Africa at Mimecast, says it
found in its global survey that less than 5%
of companies have a CISO who is part of the
executive committee.
Boards may well speak to the CIO, but, ‘the
CIO isn’t the security specialist’, and perhaps

won’t be able to justify the security spending.
A CISO will also be more likely to configure a
security product correctly.
He adds that many small and mediumsized businesses need to be persuaded of the
value of security tools, and are being ‘penny
shy, pound foolish’.
Q4 2020 |
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“(They should be asked), ‘How important
is your data to you? If you’re attacked and
someone gets in – and you can’t operate for
three days – can you carry the cost?’”
Anna Collard, SVP content strategy at
KnowBe4 Africa, suggests a back-to-basics
approach, and says most breaches rely more
on social engineering than sophisticated
technical attacks. Misconfiguration and
unpatched systems are also to blame.
“It’s not sexy; it doesn’t have AI in it, but if
companies focus more on the basics, it could
alleviate a lot of the more opportunistic
attacks.”
She says Interpol noted the severity of
cyber attacks in Africa during the pandemic,
and that the private sector is not cooperating
with the public sector. By way of example,
she points to the non-responsiveness of the
South African government’s Cybersecurity
Hub.

Security is for everyone

Jeremy Matthews, regional manager, Panda
Security, wants to talk about ransomware, and
suggests that organisations pursue a rigorous
patching policy, which, at the moment, might
present a challenge. He says there are very
strong technologies that can be deployed on
endpoints that will stop ransomware from
executing, but there’s often an unwillingness to
spend money on endpoint security.
Karl Fischer, automation lead at Obsidian
Systems, says that only three things are
certain: death, taxes and data loss. The
conundrum of security is that it has to be
understood at all levels in an organisation,
and this can be helped by a culture of
inclusion.
“Security is not taken seriously enough,
and developers are not being taught how to
code securely, or users are not being told
enough about security. Later on (after a
breach), people will scramble. People care
about audit findings, and only then will say
that security is important.”
He says while there are a lot of endpoints
to be monitored, and a lot of security reports
to be read, ‘people should start somewhere’.
“The challenge for us is how to make this
more accessible to everybody. How do you
eat an elephant? Nobody cared about PoPI
until July 1; now it’s a thing.”

MIKEY
MOLFESSIS,
Mimecast

Are you seeing smarter spend on
security? And as people head back to
the office, what does this mean for
the security channel?
Nclose’s Stephen Osler says it’s certainly seen
a shift in spending over the past eight months.
“With Covid, there’s a been a lot more
looking at what has been done in the past,
50
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Microsoft SA

and a review of failed projects, or those
that are assumed to have failed, around the
detection of security incidences. We’ve seen
a lot of our customers applying a lot more
governance rules, and thinking around where
to spend their money more appropriately to
get more value.”
He thinks that most companies are going
to try to adopt work from home strategies,
but this is more about operational than
security issues.
“Before Covid, they thought they were only
toe-deep in cloud, but they were waist-deep.
Now, they’re applying those same (security)
controls when they thought they were
toe-deep, but they’re eyes-deep. This will

introduce many challenges in the next few
months.”
He also thinks that as common as breaches
were in 2020, this is likely to continue next
year. With the information regulator wielding
her whip in 2021, we’re also going to be a lot
more aware of breaches.
He says with regards to working from
home, ‘we lose out on that collective IP,
specifically in the security industry’.
“It’s one thing writing a technical message
on Teams or Slack, and it’s another turning to
your colleague next to you and saying, ‘This
is what’ve I seen.’”.
He predicts that companies will start
asking some of their staff to start coming

back to the office.
Henk Olivier, from Ozone IT Distribution,
says with both SMEs and enterprises,
he’s seen an increase in expenditure on
security. Financial institutions, in particular,
are spending on compliance products.
Enterprises are also paying for internal
auditing tools, as well as those for forensic
investigations.
Conner Smith, from Trend Micro, says
she’s in her office today, it being quarterend, and there’s ‘fear and panic’ as everyone
rushes around attending to last-minute
deals.
“What we’ve realised is that we’re using
more tools outside of the norm of a business

»

SEBASTIAAN
ROTHMAN,
Altron Karabina

"Next year is going to
be the year of the hack,
but right now, we’re
figuring out how to hack
our lives and how to
work from home or the
office, but we’re not
being consistent in how
we do this."
Conner Smith, Trend Micro
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environment, and that’s a security red flag.
We’ve got WhatsApp, and someone is using
Google Hangouts because they don’t like
Zoom, or Teams.
“Next year is going to be the year of the
hack, but right now, we’re figuring out how to
hack our lives and how to work from home
or the office, but we’re not being consistent
in how we do this. We’re so used to coming
into our office with our physical security tag,
and going onto our PC with our VPN network.
Now we have a multitude of ways to get into
an environment. “
Rectron's Elaine Wang says many
small businesses are under the mistaken
impression that they’ll be protected by
consumer grade security software.
“It’s so easy to get the order. At the moment,
especially with the economy so tight, you just
want to pick the low hanging (sales) fruit, but
I think it’s really important, as the channel,
to say, ‘I’m not going to sell you that solution
because it’s not right for your business and it’s
not going to keep you protected’.”

She also warns that the sales manager,
or admin person, choosing an unvetted
app so they can get something done, is
dangerous for a business. She adds that
she’s back in the office, and says she can
imagine Rectron’s IT team heaving a sigh
of relief.
Microsoft SA’s Colin Erasmus says it’s
important to know what data you have,
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where it is, and when it’s at rest, or
travelling.
“When you ask these basic questions, a lot
of people can’t answer them, which is scary.
What are you doing to protect your data? And
that’s a technology or people/training scenario.
And then there’s governance. In July next
year, that’s when the rubber is going to hit
the road.”

»

ANNA
COLLARD,
KnowBe4 Africa

"Before Covid, they
thought they were only
toe-deep in cloud, but
they were waist-deep.
Now, they’re applying
those same (security)
controls when they
thought they were toedeep, but they’re eyesdeep."
Nclose’s Stephen Osler
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Movers and shakers
Keeping you up to date with recent industry appointments.

Compiled by Simon Foulds

Ukheshe Africa appoints vice
president

Ukheshe Africa appoints head of
issuing

Tribeca PR welcomes account
director

Digital banking platform provider Ukheshe has
announced the appointment of Victor Ndlovu
as vice president of Ukheshe Africa. The
appointment comes as the company continues
to branch out from its South African roots into
Africa. Ndlovu says financial inclusion remains
a challenge on the continent as millions still
lack access to regulated financial services.

Ukheshe Africa has also announced the
appointment of Paul Opie as head of issuing.
Opie joins from Wirecard South Africa, and
says: "The challenges in the African payment
industry as well as current global trends
present an opportunity for us to provide costeffective payment acceptance infrastructure,
such as QR codes or mobile. Lower transaction
costs and open-loop interoperability for local
use and international e-commerce is a real
opportunity for Ukheshe.”

Tribeca Public Relations has appointed Caitlin
Robertson as account director, leading the team
that works on accounts such as Red Bull, Vuma
and Webfleet Solutions. Among others, she
holds a BA in Creative Brand Communications
from Vega. With extensive experience across
technology, hospitality and lifestyle, and
property sectors, Robertson brings businessdriven strategy insights, creativity, crisis
communications, and staff management and
development experience to Tribeca.

Aura appoints marketing manager

Dell Technologies announces global
channel chief

Sophos announces EMEA senior VP

Aura, an emergency response platform for
the security and medical services industry,
has appointed Jenna Green as marketing and
adoption manager. Green holds a Bachelor of
Arts degree specialising in digital multimedia
from the University of South Africa and
previously worked as a senior digital account
manager at Flume Digital Marketing and PR.
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Rola Dagher is Dell Technologies’ new global
channel chief, leading Dell’s global partner
strategy, vision, enablement, programme design
and experience. She started her new role in early
September, returning to Dell after three years as
president of Cisco Systems Canada. Prior to Cisco,
Dagher held sales and leadership roles in Dell’s
Enterprise segment and Infrastructure Solutions
Group.

Network and endpoint security company Sophos
has appointed UK-based Kevin Isaac as senior
vice president of sales for Europe, Middle East
and Africa. Isaac brings over 25 years of cyber
security sales leadership to Sophos. Says Michael
Valentine, chief revenue officer at Sophos:
“Kevin’s decades of expertise will be pivotal in
helping partners evolve their security strategies
to defend against today’s persistent attackers. He
is a well-respected international sales executive
within cyber security, and his wealth of experience
will benefit partners and customers as Sophos
continues to innovate and lead the industry.”

partner awards

Channel excellence
Rectron, PartServe win with Lenovo
ectron has been named as the
PCG Distributor of the Year
at this year’s Lenovo Channel
Awards. The awards recognise
behind-the-scenes sales work
to consumer retailers in the region, which
is seen as a critical value chain behind the
country’s largest businesses. Matthew Hall,
Rectron product director, says: “Lenovo
and Rectron have worked closer each year
and seen the benefits of this hard work
together. Collaboration only works when both
parties are invested and it’s a real feather
in Rectron’s cap to win this award from a
leading multinational vendor like Lenovo,

R

especially during these challenging times.”
Meanwhile, PartServe Channel Support
has won the PCG Services Partner award.
The company provides Lenovo mobile, PC
and laptop repairs and spares, including
hard drives, batteries, screens and power
supplies. Lee Bowes, PartServe director,
says the award was proof of its commitment
and gave it the chance to celebrate its
successes and results over an extremely
difficult year. “It's all about building
relationships and putting customers first.
Now more than ever, it is important that we
strengthen our ties to support consumer
needs,” he says.

M AT T H E W
HALL,
Rectron

(From left to right): K E N M C L A R E N : PartServe Sales
Director, S E R E N A E M E R I : Lenovo Idea Support at
PartServe and L E E B O W E S : PartServe Director.

Global Computing and Telecoms is
Microsoft SA’s MD Partner of the Year

Veeam rolls out the green
carpet for partners

icrosoft South Africa has hosted its first online Partner Awards
event, and named Global Computing and Telecoms as its MD
Partner of the Year. ISV Partner of the Year was won by Nebula,
while the New, or Emerging Services Partner of the Year was
won by Boxfusion. BUI won awards for Modern Workplace Partner, Security
Partner, and Azure Infrastructure Partner. Altron Karabina won the award for
Data & Analytics Partner. Mint Group won in Artificial Intelligence, Dynamics
Business Applications Service, Business Applications Power Platform and
Microsoft Consulting Services. Incredible Connection won the Retail Partner
Award, Mustek for Commercial Devices, and Tarsus On Demand for CSP Indirect
Provider of the Year.

loud data management company Veeam has
acknowledged its partners at a summit in
Johannesburg. First Technology won the Best
Veeam Backup for Microsoft Office 365 Reseller
Partner of the Year, while Business Connexion won the
Fastest Growth of the Year award. Sithabile had the Most
Significant Project of the Year, and First Technology Western
Cape won the Best SMB Partner of the Year. Datacentrix won
the Best Subscription Reselling Partner of the Year, and First
Distribution took both the Aggregator and Distributor of the
Year awards.
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closing
thoughts
BY NIËL

MALAN, TANGENT SOLUTIONS

Who holds the keys
to successful cloud
migration?
Why are companies still finding it
so hard to move to cloud? The CFO
might have some answers.

A

Old accounting, new technology

The cloud also enhances a company’s
risk, compliance and disaster recovery
profile, which are operational rather than IT
concerns.
The cloud affects how companies manage
their balance sheets, and many projects fail,
stall or are never approved because the CFO
56
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resists the change to traditional accounting
practices or isn’t aware of the overall
business benefits and associated changes in
accounting practices.
Similarly, the CIO is often unaware of
what guides financial decisions, leaving them
unable to challenge the traditional notions of
how technology should be paid for. The IT
department is usually given capex to invest in
the infrastructure that supports the company.
This must cover the cost of the equipment,
long-term maintenance agreements and
licensing to support it, hopefully with sufficient
capacity to cope with peak demand periods.
Moving to the cloud eliminates all that. The
IT department rents all the processing power,
licences and data storage, scaling up and down
as necessary and only paying for what is used.
The cost moves from capex to opex,
and frees up cash that would have been
committed on infrastructure for value-adding
projects elsewhere.
Yet the CFO rarely champions a cloud
migration project because accounting best

»

ny company embarking on
a cloud journey should first
examine the distance between
its technology and accounting
departments. The CIO and
the CFO often don’t understand each other’s
worlds, and the company is the loser. This is
particularly true in a digital transformation
project, often seen as an IT issue, while it’s
usually an operational concern.
A cloud migration project involves far
more than the old debate about capex versus
opex, when investments in your own IT
infrastructure are replaced by a pay-peruse model using infrastructure owned and
maintained by the hyperscalers.
The ability to scale up and down to handle
unexpected workloads and avoid losing
any business through a surge in demand
is a major benefit of cloud. It also offers
companies the chance to redesign their
processes and apps to be cloud-native. The
increased agility lets them create and launch
new products and services more quickly, and
use new cloud-based software to analyse
their data more effectively.
A lesser-known benefit is the ability to
eliminate costly database licensing fees by
migrating data to one of the purpose-built
cloud-native databases. This can mean a
significant saving, since database licence fees
often cost millions of rands a year.

The CIO and the CFO
often don’t understand
each other’s worlds,
and the company is the
loser.

practices favour capital investments, which
are seen as enhancing the assets of the
business, rather than increased running
costs, which are viewed negatively.
If an IT team lacks sufficient opex,
accounting practices alone can scupper the
organisation’s ability to benefit from the
cloud’s numerous potential benefits. Some
CIOs work around this by paying upfront for
a fixed amount of cloud services for a multiyear period, which qualifies as capex. But
that defeats the point of being able to scale
up and down as necessary.
What can be done? Placing the facts
before the CFO will demonstrate the
financial and operational benefits of the
cloud. The funding around a cloud project
must be resolved from the start, because the
IT budget may increase initially. This could
be due to R&D, rewriting apps to be cloudnative, and training for employees.
The disconnect between the IT and
accounting departments dilutes the impact
of cloud adoption in many organisations.
Without the financial team’s support, the
promised benefits are rarely achieved.
Innovation needs to be supported or driven
by the business and financial leaders, not
the techies.
An effective approach is to create a
multidisciplinary centre of excellence in
an organisation that is considering cloud
adoption or migration. This team will need
guidance, for without it, cloud services
may be squeezed into the existing business
without changing any of the rules. Like any
journey, it pays to be prepared.

PowerMax
Powerful Architecture
Simple Operation
Trusted Innovation

