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

Mecer’s Xhibitor All-in-One Series PC is the elegant way to bring high performance computing, to your space. Its 
unibody design has a timeless style, and impressive performance. A pin sharp 4K-UHD display, gives you eye poping 
detail with vivid colour from any angle. The Mecer’s Xhibitor AIO Series powered by latest Windows 10 Pro and/or 
other operating systems. Combined with 7th Generation Intel® Core™ processors, the Mecer Xhibitor AIO
Series PC is assembled in SA with the latest  industry-standard components, effectively reducing total cost of 
ownership.

 

https://mecer.co.za/


http://www.themargin.co.za/


But to start, you don’t need to move everything to the Cloud; why not have a hybrid environment which 
will give you the best of both worlds.

Have you spoken to your IT services partner and enquired how the Cloud can save you money and in the 
process digitally transform your company?*

Have you heard about Azure and the built in security and management o�ered by Microsoft?
Due to the security landscape, it’s hard to get a holistic view of security posture across teams (IT Ops and 

Security Ops) and be able to respond quickly. Timely detection of attacks and breaches are critical to defending 
your environment. As a Microsoft Cloud Aggregator Awards winner 3 years in a row, we understand how 

important it is to protect your assets and the importance of safeguarding your cloud workloads.

To �nd how you can take your next step with Azure contact MicrosoftCSP@axiz.com or call 
Traci.Maynard@axiz.com on 011 237-7128 direct

*environment dependent
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If you’re looking for a computer that can fit anywhere and do almost anything, then the Mecer Xtreme Jupiter Mini PC is your 
best bet. It offers enterprise-class management, power, affordability and security that is suitable for multiple
applications. The Mecer Jupiter comes with a choice of Windows 10 Home or Windows 10 Pro and includes the latest    
7th generation Intel® Core™ processor family. Including a VESA mount bracket and stand the Mecer Jupiter fits perfectly into any 
business environment from offices, banks, call centres, public departments, hospitals and schools through to retail counters.
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MARKET WATCH

COMPILED BY PAUL BOOTH, SIMON FOULDS AND ADRIAN HINCHCLIFFE

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

BOOTH’S
bulletpoint bulletin

International deals 
• Accenture acquired Certus Solutions, one of the UK’s top Oracle Cloud 

implementation service providers.
• Adobe bought Magento Commerce, an e-commerce firm, for $1.68 billion.
• Apple acquired Texture, a digital magazine service.
• Capgemini acquired Leidos Cyber, the commercial cyber security arm of 

Leidos.
• Cisco bought AI-driven business intelligence startup Accompany for $270 

million.
• Fortinet purchased network security firm Bradford Networks for 

approximately $17 million.  
• Google has acquired Cask Data, a solution developer for big data analytics 

based on Hadoop, and Israel-based Velostrata, which specialises in helping 
companies move their internal corporate infrastructure to cloud providers.

• HCL Technologies, along with private equity firm Sumeru Equity Partners, 
purchased Actian, a hybrid data management, analytics and integration 
company, for $300 million.

• HPE purchased Plexxi, a provider of software-defined data fabric 
networking technology.

• KKR acquired BMC Software, a systems software provider, in a deal worth 
$8.5 billion. 

• KPMG bought the Vietnam and Singapore businesses of enterprise mobile 
app developer Rainmaker Labs.

• Microsoft has agreed to buy code repository company GitHub, for 
$7.5 billion. It has also purchased conversational AI startup Semantic 
Machines, and Avere Systems, which specialises in data storage and data 
management infrastructure. 

• After just two years, Nokia has sold its digital health division back to Eric 
Carreel, cofounder of French health tech company Withings. 

• Nokia purchased software maker SpaceTime Insight, which helps industrial 
customers to manage millions of devices and assets across their networks.

• Nutanix acquired Netsil, a provider of application discovery and operations 
management for cloud environments.

• Oracle bought Grapeshot, a provider of audience and keyword targeting 
and analytics to marketers, and DataScience.com, which operates a 
platform that centralises data science tools, projects and infrastructure in a 
fully-governed workspace.

• Palo Alto Networks purchased Israel-based, endpoint security and incident 
response company Secdo, and Evident.io, a CIA-backed cloud services firm.

• Platinum Equity purchased Pitney Bowes’ global production mail business 
and its supporting software for $361 million.

• Salesforce.com acquired MuleSoft, which provides integration software for 
connecting applications, data and devices, in a deal worth $6.5 billion. It also 
purchased B2B e-commerce software provider CloudCraze.

• ServiceNow acquired Parlo, a provider of an AI and natural language 
understanding workforce solution.

• Sharp bought Toshiba’s PC business in a deal worth $36 million.
• SoftBank is selling off 51% of chip designer Arm’s Chinese subsidiary to a 

China-led group of investors for $775 million.
• Toshiba has completed the $18 billion sale of its chip unit to a consortium led 

by US private equity firm Bain Capital.
• Zensar purchased US-based Cynosure, which focuses on providing 

Guidewire platform implementation services to property and casualty 
insurance carriers.

International developments 
• Apple has paid EUR1.5 billion into an escrow account set up by the 

Irish government to hold EUR13 billion in disputed taxes. Elsewhere, 
Apple lost the latest round of a patent dispute with VirnetX over secure 
messaging features in its apps, which could see the company forced to 
pay $502 million. However, a US jury said Samsung Electronics should 

pay $539 million to Apple for copying patented smartphone features, 
bringing a years-long feud between the two companies into its final 
stages.

• The US Justice Department is probing whether Huawei violated US 
sanctions related to Iran.

• A federal judge has dismissed Kaspersky Lab’s lawsuit challenging the US 
government’s ban on its products, meaning the prohibition will remain in 
effect. The security specialist plans to open a datacentre in Switzerland by 
2020 to help address Western government concerns that Russia exploits its 
anti-virus software to spy on customers.

• Xerox has scrapped a planned $6.1 billion deal with Fujifilm in a settlement 
with activist investors Carl Icahn and Darwin Deason. 

• The US government has reached a deal to put the Chinese 
telecommunications company ZTE back in business after it pays a significant 
fine and makes management changes. 

Local deals
• 4Sight Holdings has been on the acquisition trail, having acquired: AccTech 

Systems, an ERP specialist; Dynamics Africa Services, which specialises 
in business software, HRM and business intelligence implementation 
services; Ntsika ICT Security; and 51% of Strategix Application, a software 
development company. 4Sight Holdings also signed a memorandum of 
understanding with Shenzhen Rongmei Science and Technology Company 
to establish a 50:50 joint venture in China.

• Datatec’s Logicalis Group has paid $20.2 million for Coasin Chile SA, a 
Chilean ICT services and solutions provider, which also has operations in 
Peru.

• Dimension Data and its subsidiary Merchants purchased Canadian business 
process outsourcing solution provider Millennium 1 Solutions.

• HeroTel bought VTN Communications, a provider of voice solutions, and 
True Communications, a WISP in the North West province.

• Mint Group acquired a strategic stake in CRM consultancy Liquid CRM.
• Cape Town-based IoT startup Sensor Networks has secured R13 million in 

series B funding.
• Randvest Technology Holdings, chaired by former BCX CEO Isaac 

Mophatlane, acquired ICT infrastructure provider Bridging Technologies SA.
• ICT services company Ulwembu Business Services acquired 70% of Smart 

Integration, an integrated automation company.

Local developments
• Amazon-owned Ring, a smart home security solutions provider, has entered 

the South African market.
• EOH is planning a major restructuring, which will result in the creation of two 

distinct businesses in the group. One will continue to trade under the EOH 
brand and the other will have its own brand and identity. 

• ThoughtWorks, which offers software design and delivery and consulting 
services, has quietly closed shop in South Africa.

•  Yekani Manufacturing, a black-owned electronics contract manufacturer, 
has launched a smart factory worth R1 billion in the East London Industrial 
Development Zone. The company produces tablets, laptops and mobile 
handsets for consumers and the education market.

Africa developments
• Telecom Egypt subsidiary, Egyptian International Submarine Cables 

Company, acquired Orascom Telecom Media and Technology Holding’s 
holding in the MENA cable for $90 million.

• Huawei and Globalcom will build a new subsea cable in west Africa. 
The Glo2 cable will initially provide domestic connectivity in Nigeria, 
with the potential to extend down to Cameroon, Equatorial Guinea, 
Gabon and Angola.
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Figuring it out
A roundup of the latest industry forecasts, statistics, trends and predictions.

COMPILED BY PAUL BOOTH, SIMON FOULDS AND ADRIAN HINCHCLIFFE

STAT ATTACK

Worldwide ICT spending, including new 
technologies, is expected to exceed  

$5.6 trillion in 2021, 
forecasts IDC.

What’s up?

What’s down?

Global business value derived from AI 
is projected to total  

$1.2 trillion in 2018, 

an increase of 70% from 2017, 
says Gartner. The figure is set to reach 

$3.9 trillion in 2022.

The worldwide  
public cloud  
services market  
is projected to grow 

21.4% in 2018 to total  

$186.4 billion,  
up from  

$153.5 billion 
in 2017, estimates Gartner.

The EMEA 
server market 
reported a 
year-on-year 
increase 
in vendor 
revenue of 
35% to  

$3.9 billion, in 
Q1 2018, according to IDC.

South Africans bought  

3.2 million 
smartphones in the first  
quarter of 2018,  

a 12.4% increase year-
on-year, according to GfK.

Worldwide semiconductor 
revenue totalled 

$420.4 billion 

in 2017, a 21.6% 
increase from 2016 revenue of 
$345.9 billion, 
according to Gartner.

Total 
spending on IT 
infrastructure 
products (server, 
enterprise storage and 
Ethernet switches) for 
deployment in cloud 
environments is expected 
to total  

$52.3 billion 
in 2018, with year-on-year 

growth of 10.9%, 
according to IDC.

Worldwide shipments for 
augmented and virtual 
reality headsets will grow to  

68.9 million 
units in 2022, with a five-

year CAGR of 52.5%, 
estimates IDC.

Security as a Service registered 

strong growth in 2017 at 21% 

to $4 billion, following the 
rise in adoption of cloud solutions for 

enterprises, according to Canalys. 

Global shipments of personal 
computing devices (desktops, 
notebooks, tablets and workstations) 

are expected to decline 3.5% 
year-on-year in 2018, which is an  

even steeper decline from the 
2.7% in 2017, says IDC.

Africa's smartphone market  
experienced a quarter-on-quarter decline 

of 6.4% during Q4 2017, according  
to IDC.

Global 
server 
shipments 
(based on 
motherboards shipped) 
amounted to  

3.4 million 
units in Q1 2018, 
slightly down on quarter, 
but shipments are 
expected to rise  

9% sequentially in 
Q2, Digitimes Research 
estimates.

Global shipments of tablets  
hit a new quarterly low of  

33 million units in 
Q1 2018,  

falling 28.2% sequentially  

and 14.9% on year, according 
to Digitimes Research. Shipments 
are expected to fall further to a  
new low of  

31.06 million 
units in Q2.



The future is coming at us so fast, it's 
sometimes easier to batten down the 
hatches and pretend the storm isn’t 

happening than to go out and face it head-on.
After all, many businesses, consumers and 

organisations will strive to continue doing 
things the way they always have. That means 
they can be served in the same way as always, 
with the same kinds of products. The problem 
with that approach, however, is that, at some 
point, the penny drops that the world has 
moved on, the competition has moved on, and 
they’ve been left behind.

At the Cisco Live conference in Barcelona 
earlier this year, the company presented 
eight distinct categories of technology change 
that it had distilled from the World Economic 
Forum proceedings a few weeks before. From 
robotics and AI to IoT and data analytics, any 
one of these represents a shift in the way 
business will buy technology. Taken together, 
the eight categories represent a tidal wave 
of change.

This was also an overriding message at 
Dell Technologies World in Las Vegas at the 
beginning of May. Dell founder and CEO 
Michael Dell told delegates in his keynote 
address: “At first, the power of digital 
transformation was a secret that only we 
in the IT industry knew. But now the secret 
of digital transformation has burst onto the 
public consciousness. 

“Every customer I meet is reimagining 
how they use technology. Tech is now at the 
very top of the agenda for business leaders 
everywhere, because today, technology 
strategy is business strategy.”

Later, he told a media briefing that business 
globally is in a technology-led investment cycle. 
He’s seeing an explosion in use cases for AI, 
which includes neural networking, machine 
learning and deep learning.

“We’ve seen a rapid acceleration in our 
server business, and when we dig into 
what’s happening, AI is the big use case. 
What we don’t find is horizontal AI. AI gets 
very vertical very quickly, meaning that it’s 
entering every industry.

“To be competitive in the future, you have 
to use AI and data and do it at record speed 
and at scale. It all starts with a company’s data, 
and the data helps make a product or service 
better. This allows a company to attract more 
customers, which creates more data, and the 
cycle repeats itself.”

All of this doesn’t even take into account 

the massive changes that will become possible 
when mobile network operators start rolling 
out 5G networks alongside the existing 2G, 
3G and 4G infrastructure. While the legacy 
networks are heavily voice-focused, 5G will be 
a data play. 

But this will be data on steroids, as 
capacity and speeds reach levels that make 
entirely new categories of technology 
product and even business model possible. 

Ironically, while 5G was the word 
on almost every vendor’s lips 
at Mobile World Congress in 
Barcelona in February, very little 
equipment is yet available that 
complies with the formal standard.

That’s about to change, and we 
can expect 5G-ready, 5G-compatible 

and 5G-compliant to become new buzzwords 
as manufacturers scramble to join the 
bandwagon.

This, in turn, will see new capabilities in 
products ranging from virtual reality and 
smartphones to connected cars and smart 
assistants. These will not be incremental 
changes, but will represent a radical shift 
in the way technology is used. That, in turn, 
means a shift in the way technology is bought.

As a result, anyone in the business of 
selling technology will soon have to learn 
not only new skills, but almost entirely new 
product languages. 
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Now is 
the time

Arthur Goldstuck is the founder of World Wide Worx and editor-in-chief of gadget.co.za. 
Fo l low h im on Tw i t ter  @ a r t 2 g e e  an d on Yo uTub e

COLUMN

The channel must prepare for the future.

A Goldstuck

To be competitive in the 
future, you have to use AI and 
data and do it at record speed 
and at scale.
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T he Amazon-owned smart-home 
company Ring launched its internet-
enabled HD video security products 

into South Africa in May. They’re not 
revolutionary as other vendors offer 
somewhat similar solutions. However, its 
video doorbells and spotlights-cum-cameras 
are well designed and packaged, and plug-
and-play, so they connect easily with a 
smartphone app. But the bit that will excite 
the university professors preaching digital 
transformation business models is Ring’s 
cloud storage services for users’ recordings; 
packaging connected products with annuity 
revenue services. With Internet of Things (IoT) 
solutions married to cloud services, we’re 
starting to see the IoT come of age.

Some of the leading enterprise IT vendors 
are starting to stake a claim with their product 
strategies.

Michael Dell last year announced a $1 
billion IoT fund committed to investing in 
startups and research and development. He 
also revealed an IoT strategy, spearheaded 
by a new IQT (‘adding IQ to the Internet of 
Things’) division within the organisation. The 
strategy brings together various components 

from the different companies that form Dell 
Technologies into an holistic offering. 

Nigel Moulton, EMEA CTO, Dell EMC, says: 
“It’s taken us a while to realise the synergies, 
but I feel we’ve now got something that’s 
comprehensive.”

The company has formulated a new 
architecture that infuses intelligence 
throughout, from the edge to the cloud. 
Moulton says Dell EMC recognises where 
IoT is heading, particularly that it will 
generate vast quantities of data that will 
need analysis. “Historically, we’ve expected 
a bunch of things out there to be connected 
to a cloud somewhere and that’s how the 
magic happens. But, not everything has to 
happen in the centre. Edge, point and gateway 
devices are becoming smart themselves, 
able to handle many data-gathering and 
structuring tasks, even responding to events. 
The relationship between the cloud and edge 
is the next level of automation, efficiency and 
intelligence-gathering.”

Intelligence throughout
“The refinement,” says Moulton, “is that you 
need to move the computing near to the 
edge, where the things are, if you want to 
do real-time analytics on large volumes of 
unstructured data. The network latency 
and cost of transport associated with doing 
it any other way aren’t sustainable. As IoT 

investments scale, the problem will only 
become more acute.”

With Dell EMC’s current offering extending 
from selling datacentre infrastructure through 
to gateways, the edge devices are perhaps 
one piece of the puzzle that’s missing.

“I can see how we can take the 
hyperconverged technology we already own 
and marry that with Dell’s compute platform 
in the PowerEdge server space and create a 
compelling edge computing environment with 
a gateway function. The actual device piece, 
we’re going to have to wait and see,” he says.

A different tack
Moulton refers to Dell’s innovations in its 
supply chain as potentially having some 
influence, but admits: “Right now, I don’t know 
what that might look like. We made a set of 
announcements last August, and we have 
to wait for the next set of announcements. I 
can see things we do extremely well, where it 
would play out, but I’m not sure what it would 
look like in terms of a product or service.”

While Dell is focusing on enterprises kitting 
out their IoT ecosystems, another tier-one 
vendor has formulated a plan to empower the 
oft-forecast billions of connected end devices. 
In April, Microsoft announced an IoT play, 
somewhat evolved from its initial Windows 10 
IoT edition, Azure Sphere. It’s a combination of 
silicon, software platform and cloud services, 
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There’s been a lot of noise 
about the Internet of Things. 
Vendors are starting to stake 
their long-term futures on it, 
but obviously the cloud is a 
key ingredient.

The ripening 
of IoT

BY ADRIAN HINCHCLIFFE
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“Historically, we’ve 
expected a bunch 
of things out there 
to be connected to 
a cloud somewhere 
and that’s how the 
magic happens. But, 
not everything has to 
happen in the centre.” 
Nigel Moulton, Dell EMC

but with a heavy focus on security. 
While Microsoft has accepted it missed the 

beat with the smartphone boom, the company 
sees the coming wave of IoT as its opportunity 
to grab a key stake of the platform pie. 

Starting with the silicon, Microsoft 
identified that many of the ‘things’ getting 
connected to the internet include system 
on a chip (SoC) microcontrollers. Microsoft 
estimates that over nine billion devices 
with such microcontrollers are deployed 
every year. However, currently, these are 
often unsecured. 

The proof for this was seen in 2016, 
when the Mirai botnet attack compromised 
thousands of unsecured IoT devices. “These 
devices didn’t get manufactured with security 
built-in, many used default passwords. 
Nobody is willing to pay extra for security, 
so there’s no security built in,” says Saniye 
Alaybeyi, research director, IoT Centre of 
Excellence, Gartner. By harnessing the power 
of all of the IoT devices, the hackers were able 
to create distributed denial of service attacks 
on entities, such as Spotify and wired.com, she 
says. Microsoft claims the result ‘effectively 
knocked the US east coast off the internet for 
a day’.

Azure Sphere is designed to ensure that 
the thousands of appliance manufacturers 
across the world have a secure microcontroller 
design they can easily build on, and one that 

provides a secure connection to the cloud. 
Microsoft has also partnered with key chip 
manufacturers including ARM, Qualcomm and 
MediaTek to improve availability of the SoC 
solution. 

In a move away from proprietary software, 
Azure Sphere’s operating system runs 

on Linux and is offered royalty-free. “It’s 
cheaper security for connected devices. The 
Linux kernel is lighter; even a scaled-down 
version of Windows wouldn’t fit onto a 
microcontroller. Many devices that connect to 
the cloud are Linux-based and developers are 

familiar with it as a preferred environment,” 
says Alaybeyi.

So where is Microsoft planning to make its 
money? 

Remember the reference to Ring and its 
business model at the beginning of the article? 
“Microsoft’s aim is to increase Azure cloud 
adoption and usage,” says Alaybeyi. 

With a ‘turnkey cloud service that guards 
every Azure Sphere device’, Microsoft is 
banking on a good number of the device 
manufacturers feeding their data onto 
services hosted in the Azure cloud. And that’s 
where other Azure services can be plugged in, 
generating further revenue. 

Similarly, Amazon launched an operating 
system for microcontrollers last year 
called Amazon FreeRTOS. It’s based on the 
FreeRTOS kernel, which is an open source 
operating system for microcontrollers. As 
with Microsoft’s Azure Sphere, AWS is looking 
to stake a flag in the IoT device market to 
ultimately drive its cloud adoption. 

Alaybeyi says that we’re only really 
at the start of the IoT phenomenon. 
“Something big is happening, but we’re at 
the very early stages. We’ll only see results 
ten years from now and even longer.” For 
an industry that sees five years as ‘long 
term’, the big players will be hoping their 
strategies of today set them on the right 
course for 2028 and beyond. 

Analysis







Your industry, your voice

If you’re a channel business leader visit  
www.itweb.co.za/channelsurvey  
during the month of July and ensure you 
get your opinion across. 

Run in association with Axiz, Dell EMC and Microsoft, this annual survey of  
South Africa’s top channel players will provide insight into what the trends and issues 
affecting the channel are, as well as identifying which players are excelling and who  
has some work to do. To do that, we need your input.

i n  a s s o c i a t i o n  w i t h

there are a number of trends coming together and the players that 
fail to adapt will be left behind. this research will identify where 
the evolutions must take place. this analytical research, based on 
surveying leading channel players, will provide a unique perspective 
on how the local channel is dealing with the major global technology 
trends, and how the successful companies are positioning themselves 
for future success.

once the research has been compiled and analysed, ITWeb and The Margin 
will publish a comprehensive report, available to all participants. the 
findings will also be revealed at a prestigious event in august.

This vital 
research is about 

your industry, 
make your voice 

heard.

The Margin’s channel survey is open

https://www.itweb.co.za/surveys/JAPero3qZBqQb6mG/about
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AGILE
Business executives mistakenly use this term 
all the time, as in their organisation is ‘agile’ 
(with a small ‘a’) by which they usually mean it 
can quickly adapt to changing circumstances. 
This also belongs in the ‘fail fast, fail often’ 
school of thought.

However, when it comes to Agile as 
it relates to software development, it 
encompasses other methodologies, the best 
known of which are Scrum, or Kanban.

An Agile process aims to start delivering 
versions of working software to the customer 
as soon as it’s ready, and not waiting until 
it’s perfect. There’s also some emphasis on 
multi-disciplinary teams coalescing around 
ideas and subject matter experts, and then 
thrashing out a solution. It’s also iterative, 
which means developers can tinker with the 
product in mid-stream. The time spent on the 
project is divided into weeks-long sprints, 
and the teams are focused on delivering 
something specific, which is pencilled in 
before they start. This can change, though.

DEVOPS
DevOps has evolved from Agile, and is meant 
to ensure a closer working relationship 
between developers and IT operations teams 
throughout a product’s development and 
support. It also means that products are 
shipped to market even faster. This time, 
Agile is spreading out from the world of 
developers into the entire ecosystem. Testing 
teams, and others, will often complain that 
the code is ‘thrown over the wall’, and with it, 
any sense of further responsibility. DevOps 
also appears to be more of a cultural shift 
rather than a set of methodologies and is 
centred on getting teams from different parts 
of the business to cooperate more closely. 

Tooling up
When software development methodologies are spreading 
beyond the dev team and across an entire organisation, 
something is changing. From the early days of Waterfall, 
software developers and their managers have been on the 
lookout for new ways of working. 

Methodologies aside, it appears that 
for an organisation to successfully 
conceptualise, design, and bring 

to fruition a piece of working software, 
perhaps even a beautiful piece of software, 
it’s going to need some good people. 

These people are also going to need an 
exceptional leader, a person who holds 
their people to account and makes sure the 
process moves ahead.

It also appears – especially in smaller 
organisations – that there may be a mix of 
methodologies at work.

WATERFALL
The term was coined in 1976, and describes 
software development in a linear fashion. 
Although the steps may differ, the process 
broadly begins by sketching out the 
requirements of the piece of software, 

followed by analysing and designing the 
framework. This is followed by writing 
the code, testing and then some kind of 
maintenance of the program. And this is all 
done by one team. 

Despite its initial popularity, in hindsight, 
this methodology is inflexible, and it’s hard 
to go back and change something once the 
team has moved to another stage. It also 
means that the end product is presented to 
the customer at the very end of the process, 
and there’s precious little chance of changing 
anything at this late stage. 

It has largely fallen out of favour in 
recent years and is often referred to in a 
derisory fashion, but there’s no denying 
that it helps to have a clear plan before 
you start getting your hands dirty. It’s also 
worth mentioning that this slow and steady 
approach has largely been overtaken by 
quicker software development cycles driven 
by newer methodologies. The business side 
of the organisation is also demanding that 
software reaches the market quicker. 

BY MATTHEW BURBIDGE
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fundamentally change the way we conceive, design, produce, distribute, 
and consume nearly everything, with enormous impact to jobs, industries 
and economies.”

He says designers will be able to create entirely new categories of 
products. “They will be unconstrained by traditional processes as the line 
between idea and physical reality erodes.”

Rozzio says manufacturers will move physically closer to the consumer 
– as they will no longer be tethered to overseas factories – and shorten 
supply chains with the newfound ability to custom-produce anything, 
anytime, anywhere.

Local (lack of) action
He says 3D printing is revolutionising supply chains as the technology 
allows for economically viable small batch production runs. It does away 
with large storage facilities as products and parts can be printed only 
when they are needed, and allows redesigns or upgrades to happen 
much faster – as old stock doesn’t have to be used up.  

Rozzio says: “3D printing presents a once-in-a-generation opportunity 
for nations around the globe, and South Africa needs to play its cards now”.

A.T. Kearney recently released an index that measures the degree 
to which an array of countries’ labour skills, industrial capabilities, 
governance, and economic assets support 3D printing. In the lead are the 
US, Germany, and and South Korea. South Africa, while featured on the 
index, is right at the bottom with Poland, Vietnam, Kenya and Nigeria.

The research firm said the lower-ranked countries were placed there 
because they don’t have all of the macroeconomic factors to embrace 
3D printing. “To move ahead, these ‘followers’ will need government 
engagement and policies that promote technology adoption and 
infrastructure development.”

Rozzio says for South Africa to seize opportunities in 3D printing, 
policymakers need to build an ecosystem by educating, incentivising, 
and pushing adoption. Education is important because, he says, there’s 
currently a skills gap in designing for 3D printing in South Africa and that 
it will be necessary to build the capabilities of engineers to understand 
and design for 3D printing, as well as to promote research into 3D printing 
materials to help increase variety and reduce costs.

Incentives such as tax breaks, grants, and other means to help users 
leverage 3D and promote localisation of manufacturing, says Rozzio, will 
enable innovation and ultimately drive down cost barriers and reduce risks 
for investors in the technology.

Rozzio says adoption can be pushed by increasing awareness of the 
technology and demonstrating the value-add of 3D printing. He adds that 
policymakers will have to ensure there’s an appropriate legal framework in 
place; aspects such as IP protection, regulatory infrastructure, and liability 
should be reviewed with industry leaders. 

“For South Africa to seize 
opportunities in 3D printing, 
policymakers need to build an 
ecosystem by educating, 
incentivising, and pushing adoption.” 
David Rozzio, HP Africa

P rinting in 3D has come a long way since its invention in 1967. The 
IDC reports that 3D printing spending (on hardware, materials, 
software, and services) will reach $12 billion this year, an increase 

of 19.9% over 2017.  
The rise in popularity can be contributed to breakthroughs in the 

technology that run the machines and the types of materials that can 
now be used to print objects. No longer is it only thin, cheap plastic 
substrates being used for small prototypes, but there are now machines 
capable of handling materials like tool steel, cement, chocolate, and even 
human tissue – as well as handling multiple materials together.

The machines have also become faster at printing and capable of 
printing much larger products in the last few years.

“Advancements and breakthroughs on the technology side are fuelling 
wider adoption and greater utilisation of 3D printing systems across a 
range of industries,” says Tim Greene, IDC research director for hardcopy 
peripherals and 3D printing. 

“Even though there are amazing innovations nearly every day in the way 
3D printers are used in key industries, including automotive, aerospace, 
and medical, we believe that we’re still just scratching the surface of the 
potential for 3D printing as an enabler of digital transformation.”

Early hype had us believe that 3D printers would be in every home or 
office. That’s not happening yet, but they’re increasingly being seen in 
manufacturing line-ups. 

General Motors announced in May this year it’s working with Autodesk 
to manufacture new, lightweight 3D-printed parts for its electric vehicles. 
The company said in a press conference that 3D printing parts reduces the 
need for several parts and suppliers, and has the added benefit of making 
the part lighter and stronger. 

The IDC expects worldwide spending to be nearly $20 billion in the 
next five years. 

“3D printing solutions have moved well beyond prototyping, to become 
prevalent within and across multiple industries,” says Marianne D’Aquila, 
IDC research manager for customer insights and analysis. 

Supply chain shortened 
One of the famous examples of how 3D printing could be used in the 
not-too-distant future was NASA sending blueprints to astronauts at the 
International Space Station and having them print out designs using a 
special 3D printer. The experiment was successful and NASA said it was 
the first step towards establishing an on-demand machine shop in space.

The imagined future is that eventually any business, anywhere, will not 
order parts from a supplier but, instead download the design from the 
internet and print it themselves – or have it printed at the local 3D printing 
shop, thereby cutting shipping costs drastically, eliminating the need to 
have multiple suppliers, as well as adding the ability to customise each unit. 

While this isn’t a reality at the moment for the person on the street, 
the predicted spend in the space suggests industries are looking into 
the solution. 

David Rozzio, MD for HP Africa (one of the key 3D printer 
manufacturers), says when 3D printing becomes pervasive: “It will 

3D printing is set to disrupt the channel by 
bringing manufacturing closer to home. 

BY LAUREN KATE RAWLINS
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Dell EMC talks 
digital 
transformation

Reportback

T he Margin magazine, Dell EMC and Axiz 
hosted a reseller event in April at the 
One and Only in Cape Town. Focused on 

hyperconverged infrastructure, the day was 
split into two sessions. The first was a ‘lunch 
and learn’ session with Jason Oehley, channel 
lead, Converged Platforms and Solutions 
division at Dell EMC. The second session was a 
roundtable with resellers looking at the market 

Companies need to modernise, automate and transform. 
Their IT infrastructures are prime targets for an overhaul.

opportunity (more on this on page 22). 
Oehley says a lot of companies are 

thinking long and hard about IT, as they 
know they have to adapt quickly to a digital 
world and are increasingly considering tech 
trends like converged and hyperconverged 
infrastructure.  

“They’re specifically looking at how they’re 
going to build, streamline, and develop,” he says.

While they’re focusing on these trends 
that will set them up for the future, they also 
want more from their technology. “Gone are 
the days where IT can just be a cost centre to 
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the business; it has to add real value. IT has 
to become an integral part of delivering the 
system that differentiates the business to 
clients,” notes Oehley.

Companies also have to become 
extremely efficient. This is because the 
nature of the business environment is 
changing. This can be seen when looking 
back to the 1970s and 1980s, when the 
first mainframes came out. Back then, the 
average age of the companies using these 
mainframes on the S&P 500 was double the 
age of the companies currently on this index. 
“We’re seeing a lot of new companies come 
in that need to adapt, build and go to market 
a lot quicker,” he says. 

Companies like Uber and Airbnb are such 
examples that have boomed very quickly 
and had to scale up at a fast rate. By being 
able to scale rapidly, and thanks to their 
disruptive models, they have shaken up the 
business models of established players. 

But it’s not enough for companies to be able 
to get big fast. “They have to be predictable in 
how they’re going to grow. They also have to 
have the capacity to shift quickly to what the 
business requires,” says Oehley.

Under pressure
This shift means more is required from the IT 
department. It used to take up to six months 
to implement a change to an IT system, but 
business is moving much faster now. “In 2017, 
71% of businesses we spoke to said that if they 
didn’t drive IT transformation, they would lose 
out to a competitor. We did a survey this year, 
and that figure is up to 81%," he says.

This kind of transformation can, for 
instance, be seen at US engineering giant, 
General Electric. Where it once sold engines 
to aircraft manufacturers, it has shifted to 
leasing out its engines. This new business 
model means it’s continually using analytics 
to improve performance, so today it’s more 
of a software than an engineering company.

I N  A S S O C I A T I O N  W I T H 

A X I Z  A N D  D E L L  E M C



21  Q2 2018  |     

the actual operations. This will essentially 
see IT operating like a service provider, 
because services and service levels will 
be well-defined and the costs will also be 
transparent to the business.  

Born in the cloud
This part of the digital transformation, 
however, is not the only part of the story, 
as cloud-native applications, which can deal 
with large data sets and a surge in uses, also 
have to be built. 

These cloud-native applications could 
lay the bases to transform a business, as 
they will be able to deliver new consumer 
experiences and new, smart, collaborative, 
products. However, supporting these kinds 
of applications will require a new platform 
and a new architecture – often software-
defined and based on industry-standard 
servers. 

This means business decision-makers will 
have to think long and hard on how they deal 
with these challenges. They will still have to 
support the ‘traditional’ applications that 
run the business today, but also prepare for 
a very different business environment. 

For its part, Dell EMC is well positioned 
for customers looking to make a digital 
transition, as it’s continually investing 
in technologies that can support the 
coming changes. “As a combined entity, we 
have spent $12.5 billion on research and 
development over the last three years and 
we’re committed to spending $4.5 billion 
a year on research and development and 
currently have 20 000 patents pending.” 

“We’re seeing a lot of new companies come in that 
need to adapt, build and go to market a lot quicker.”
Jason Oehley, Dell EMC

Another change is the move away 
from ‘off the shelf’ software. “To deliver 
differentiation, we’re starting to see a lot 
of customisation. We’ve seen a massive 
rise in the new kinds of applications being 
delivered to smartphones and other devices. 
Probably 75% of apps will be developed 
in-house.” 

Modernise, automate and transform 
Dell EMC sees the process of IT 
transformation taking three distinct pillars – 
MAT, which stands for Modernise, Automate 
and Transform.

Oehley says businesses have to modernise 
their IT infrastructure, using the latest flash-
based and converged technologies. 

The next step is to automate the way 
IT services are delivered, which means 
everything in the datacentre must be 
self-service and frictionless. This would 
make the environment both more efficient 
and more reliable, and turns existing IT 
environments into an ‘IT as a Service’ 
platform, providing a public cloud-like 
experience inside the datacentre.

The final step is the transformation of 
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round 
table

With tighter integration, less 
complexity, and more control 
and flexibility, the benefits 

for the more modern, software-defined 
hyperconverged infrastructure over 

What’s the state of the South African market 
for hyperconverged and converged datacentre 
infrastructure?

converged infrastructure seems obvious. But 
is the market reality reflecting this? Where 
is the interest? What are the drivers and 
what’s holding clients back from investing? 
Is the channel ready to sell hyperconverged? 
What are the challenges it faces? The Margin 
sat down with a panel of representatives 
from across the channel at The One and Only 
hotel tin Cape Town to find out.
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To ascertain the reality on the ground, 
the discussion began by focusing on where 
there was most interest in the market in 
hyperconverged and converged infrastructure.   

“There are certain parts of the market that 
will rely on ‘solid tin’,” says Robby Pedrica, 
owner, XStore. “A few of my customers, for 
example, are running very high database 
loads and need basic tin on which to run their 
workloads. They can’t even go to the cloud as 
it doesn’t have the performance required. 

“For other customers, convergence fits 
perfectly because they’re running lots of small 
loads,” he says. 

Jason Oehley, channel lead, Converged 
Platforms and Solutions division, Dell EMC, 
agrees. “Converged infrastructure is still 
based on the traditional architecture – 
servers, networks, storage. A lot of that is 
still designed for the tier-one applications, 
specifically around big databases or big 
number-transacting systems, where you 
need to scale the compute, network and 
storage separately. You will always have 
companies that want their own storage. 
With a hyperconverged system, the entire 
thing is contained in a node, and you have 
the ability to scale the node.  

“Originally, it was one or the other. 
Today, it’s actually a mix of converged and 
hyperconverged. There are use cases for 
both. It could be a case of running different 
workloads.”  

Where’s the interest?  
The conversation shifted to which sectors 
were most likely to adopt hyperconverged. 

“From my perspective,” says Pedrica, 
“financial services, the industrial sector, 
such as fuels and oil, are where we 
focus and where I see them using those 
technologies. I’ve also seen the educational 
arena looking at hyperconverged, especially 
for the clustering services. It suits the 
educational players that run their own 
datacentres, that might have space, power 
or networking constraints.”

Says Oehley: “Looking at our pipeline, 
it’s across the board; certain verticals 
adopt technologies quicker. In South 
Africa, a lot of the banks are typically 
at the forefront of some of the newer, 
cutting-edge technologies. Our pipeline 
of clients conducting tests and looking at 
hyperconvergence goes from insurance all 
the way to retail. However, the use case 
is really around the application more than 
anything else and what the company is 
trying to achieve.”

“When we talk about cost, if you simply compare 
hyperconvergence to server storage, you’re 
going to struggle to convince clients.”  
Jason Oehley, Dell EMC

Is the channel ready? 
Pedrica admits that his business has been 
focusing on traditional converged solutions. 
“Maybe it’s a case of training or understanding 
the new solutions available. Typically, the 
starting price for a hyperconverged solution 
will be higher than traditional tin. At certain 
price points, it might put customers off such 
an investment.”

Oehley says there’s still much work to 
be done by the vendors and distributors to 
improve awareness throughout the channel. 
“Hyperconvergence is a different mindset and 
value proposition. When we talk about cost, 
if you simply compare hyperconvergence to 
server storage, you’re going to struggle to 
convince clients. But when we wrap the whole 
thing together, that’s when we start seeing 
the value. Going into a converged environment 
and patching and updating all the various 
components, and the risk of failure and the 
other challenges, that’s where you see the cost 
benefit of hyperconvergence,” he says.

Timing is also a consideration channel 
partners need to make when pitching 
hyperconvergence to a client. 

“A customer might have a SAN that 
they’ve purchased in year one, but might not 
look to purchase hyperconvergence in years 
two or three because they already have the 
storage, they might have purchased the 
networking already. With hyperconvergence, 
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Funding models
David Futter, regional sales director, Dell 
EMC, adds: “If you look at our industry, 
I don’t know why vendors aren’t selling 
financing options. It’s a very big push 
now with different consumption models, 
this type of tech and everything as a 
service. From the pure instalment sale 
through to pay as you use, we’ve got this 
whole gambit, but it’s a well-kept secret. 
Historically, many customers will be 
dealing with a financing company, and then 
dealing with our sales guys.” 

“This raises interesting questions about 
what should be communicated and what 
more the vendor should be doing,” says 
Terence Barter, Dell EMC executive, Axiz. 
“Is enough being done to educate channel 
partners and customers?” 

Reizenburg says that it can feel like 
partners aren’t being considered by the 
vendors when they launch new or evolved 
solutions. “Sometimes you’ll see a vendor’s 
roadmap and release plans for the next few 
months, but you as the reseller aren’t really 
part of the roadmap. Sometimes, we need 
a blueprint or roadmap ourselves to get 
to a certain goal. Partnering with the right 
distributors and vendors is important.”  

you have to take on storage and networking 
again as part of the purchase. So it’s only 
when they get to year four or five and they 
need to upgrade SAN and networking that 
hyperconvergence might start making sense 
for them,” says Pedrica. 

Oehley agrees that timing is a key factor, 
but believes it depends on the type of 
customer, and the need they’re trying to 
meet. He reiterates that both converged and 
hyperconverged can live side-by-side. He also 
raises the issue of finance as part of the sales 
conversation. 

“Some customers look at buy-back, or a way 
to sweat the asset a bit quicker. The way to do 
that is to build a consumption or different type 
of costing model. We see that a lot when we 
start talking hyperconvergence,” he says. 

Alphonzo Reizenburg, business 
development: public sector, Imperatech 
Solutions, agrees that there needs to be a 
different approach to how such investments 
are financed. “We’ve actually adopted a leasing 
model for end-users as well as services. 
Companies don’t have the capex to spend so 
much money on a solution where six months 
from now, the technology has moved on.” 

Pedrica says there’s a lack of knowledge 
among clients about different financing options. R Y A N  B U T T , 

Axiz

A L P H O N Z O 
R E I Z E N B U R G , 

Imperatech 
solutions
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“The distributor should be a true 
representative of the vendor, so whatever 
I expect Dell to give me as a service, the 
distributor should have that as well.” 
Alphonzo Reizenburg, Imperatech Solutions

The role of the distributor 
The conversation then moves on to the 
resellers’ expectations from the distributor. 

“The distributor should be a true 
representative of the vendor, so whatever 
I expect Dell to give me as a service, the 
distributor should have that as well,” says 
Reizenburg “We see our distributors and 
partners as an extension of us. As a vendor, 
we don’t have the scale that our partners do. 
Step one is about the partner being able to 
identify the opportunities and understanding 
the right things to ask of the customer. Step 
two is that our partners start becoming more 
self-sufficient and become a full extension of 
us as the vendor. That’s the piece that needs 
the work,” says Oehley. 

Vincent Mabaso, distribution account 
manager, Dell EMC, says: “The most important 
component for the vendor is our enablement 
process. Do we cascade down the enablement 
to ensure the distributors articulate the 
correct message so we all drive the same 
message?”

Barter admits that there is room for 
improvement with the amount of training 
given to distributors and partners. “There’s 
an element of cascading down that needs to 
come through as well. I know partners talk 
about training, but we have to figure out how 
to get that further down the chain,” he says. 

Pedrica adds that with the amount of 
information coming from various vendors, it 
can be tough for the sales side of a reseller 
to keep up. “A sales person has to be out 
there selling, not assimilating large amounts 
of information. That’s why simplistic, to-the-
point marketing and enablement is critical.”

Try before you buy
An identified and challenging part of 
the sales cycle for the more intensive 
sales of converged and hyperconverged 
infrastructure is testing out a product before 
the decision is made.  

“One thing I find difficult is people like to 
try, touch and feel – a proof of concept is 
often necessary, and with that is the need for 
support. If that support can wow the end-
user, they’re more likely to want the product. 
However, if they don’t get high-level support 
at proof of concept, it sets expectations,” 
says Reizenburg.  

“I agree,” says Oehley, “the challenge comes 

D E X T E R 
R O N I G E R , 

EOH Softworx

in on how the demo pilot is delivered. A lot of 
the time we rely on resellers to do that, which 
is when the resellers and distributors come to 
the fore, where you’ve got the skillset to help 
deliver that. It’s a case of defining the actual 
outcome from that customer, then you can 
build the services around it, whether you have 
it, Dell has it or a distributor has it.” 

Closing thoughts
So what is the outlook for hyperconverged 
infrastructure?

“Initially, you might have long sales cycles 
for the hyperconverged solutions. But, as the 
market and clients catch up, it will become 
shorter, and it might be a given in five years’ 
time,” says Pedrica.  

“No one is making lots of money from 
this yet and the sales are still relatively 
small. But it’s the fastest growing and it’s 
what people should be talking about, in 
terms of where technology is going,” Futter 
concludes. 
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What makes  
a good MSP? Now is a good time to be a managed 

service provider (MSP). More and 
more sectors are looking for the 

dynamic benefits of modern technologies, a 
trend led by cloud. This thirst for innovation 
and evolution can’t be quenched by more 
traditional IT solution models, because 
companies aren’t simply looking to offload 
operational burdens. 

According to Stefan Diedericks, alliances 
and channels director at Oracle, companies 
want something more specific. “In the 
enterprise space, these opportunities 
aren’t volume-based, but rather based 
on an exceptionally close innovation and 
transformation strategy execution relationship 
with the client.”

Buyers are more studious and arrive at 
deals already with much of the groundwork 
done. As such, the focus falls on business 
outcomes, for which MSPs are well suited as 
they don’t go into large deployments or major 
overhauls.

This focus is distinct from more general 
outsourcing offerings, prompting change 
among some service-driven companies. This 
includes Dial a Nerd, which in 2013 started 
adopting MSP norms.

“The main aim was to provide additional 
value to our customers while reducing costs 
through increased efficiency,” says Aaron 
Thornton, Dial a Nerd’s operations director. 

“But the hope was that it would provide a 
new source of recurring income and solutions 
to allow us to acquire more business. It 
has delivered – not only have we found 
increased efficacy in our business due to the 
software we deploy, but we were able to 
start billing customers for purely monitoring 
and management solutions instead of labour 
and time.”

Services extend to detailed reports, which 
helps build confidence among the business 
executives for the technology they use. 
MSPs also typically work in a collaborative 
fashion, advising on new ways customers 
could harness existing technologies. It 
involves a significant capacity for consultation, 
prompting more sales. As such, vendors and 
large solutions providers have been creating 
MSP offerings or partnering with MSPs. So 
what is it that they look for in an MSP?

Meet the client
In order to answer this question, we must 
first consider the MSP’s potential customer. 
As mentioned before, managed services is 
not outsourcing, though it developed in the 
'90s as a variation on the practice. The major 
difference is that with outsourcing, companies 

Managed services providers are distinct from solutions 
integrators and outsourcing partners. So what is it that 
customers and vendors look for when they want an 
MSP’s involvement?
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look to offload commodity technology they 
don’t have to understand. 

But an MSP often covers services that 
are central to business strategy and the 
customer wants ownership of. Yet they often 
lack the skill, capacity or insight to truly 
advance their technology investments, gaps 
that MSPs can fill. 

This suggests a mature customer with an 
appetite for new technologies such as cloud, 
says Jason Roos, director of Mimecast’s EMEA 
channel and alliances. “The ideal client is a 
mature tech customer seeking a decentralised 
solution to IT management. This speaks to 
cloud maturity and trust that there is no ‘loss 
of control’ in the movement to cloud.”

There’s not a particular limit to the size of 
the customer, since MSPs typically don’t take 
on massive contracts. Their purpose is often 
more surgical and aimed at specific areas 
in the business. Those services can expand, 
usually under the guidance of the MSP’s 
advice coupled with the customer’s roadmap. 
Regardless, MSPs serve SMEs and startups as 
easily as they work with large enterprises.

The ideal MSP
For this reason, clarity of goals and vision is 
key, Roos says, “Entrepreneurs shouldn’t chase 
every piece of business that comes their way, 
so a partner with a clear direction and strategy 
will, in my opinion, have the upper hand.”

Appropriate certification and a good 
security posture were also cited. But 
paramount, in Roos’ words, is business 
relevance. A singular focus and consultancy 
heft are the crucial ingredients for MSPs. 
Diedericks reflects a similar view: good MSPs 
offer a cohesive ‘one contract’ solution that 
includes provisioning, monitoring, reporting, 
optimisation and advisory services. A 
pedigree in cloud doesn’t hurt, either. “We find 
that those providers that have control over 
reliable in-country datacentre capabilities, 
matched with unique business services, are 
key,” he says.

Yet while MSPs should be specialists, they 
can choose to cover many different areas. 
They also should possess all-encompassing 
skill sets, because skills are often the big 
reason why companies would consider 
an MSP. Thus it’s crucial that an MSP can 

talk with a customer along the scope of 
its technology plans, even if those don’t fit 
directly with the MSP’s role. 

An MSP can become the conduit between 
the customer’s problems and appropriate 
solutions, says Roos. “Customers should select 
MSPs that understand and can articulate 
the roles, responsibilities and relationships 
between the customer, MSP and OEM.”

Aligned or agnostic?
This raises the question of how agnostic 
an MSP should be. Is it worth the time to 
become married to a particular solution 
stack? There are numerous service companies 
that do this already, delivering turnkey 
products to address commodity technology 
in organisations. But, again, this is a point of 
distinction: MSPs can offer such features as 
part of their solutions, but they should still 
cast a wide net in order to offer ongoing value. 

This is particularly important as cloud 
behaviours evolve, says Diedericks. “As with 
on-premise computing, customers don’t only 
utilise one cloud, and therefore, the ability 
to navigate the integration, deployment and 
utilisation of multiple clouds reliably and with 

“The ideal client is a mature 
tech customer seeking a 
decentralised solution to IT 
management. This speaks to 
cloud maturity and trust that 
there’s no ‘loss of control’ in 
the movement to cloud.”
Jason Roos, Mimecast

least risk has become a huge value to end-
customers. For this reason, most MSPs don’t 
offer solutions from only one cloud vendor, 
but rather offer a unified business service 
from multiple industry-leading cloud vendors.”

Agnosticism is the wrong word, he says, 
as it suggests the customer will drive the 
selection of technologies. Instead, MSPs rely 
on their own partnerships to tailor solutions 
that fit specific situations in a company. For 
example, an MSP could specialise in data and 
AI, thus relying on different platforms and 
methodologies from different partners. The 
customer should only care about the outcome 
and that the solution is in harmony with its 
current investments and strategies. 

Still, it doesn't hurt to be a little brand-loyal.
Roos concludes: “A belief in the capabilities 
of each of the products is key. The most 
successful MSPs I’ve seen are consumers 
of the products they sell and believers in a 
subset of complementary products. This drives 
an authentic understanding of, and desire 
to help customers deliver on their business 
outcomes. A ‘jack of all trades’ approach adds 
confusion to the buying cycle and complexity 
to the customer’s decision-making process.” 

S T E F A N 
D I E D E R I C K S , 
Oracle
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How to stand out 
in managed services
What are the various ways that South Africa’s MSPs could differentiate themselves in the 
years ahead?
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South Africa’s managed services sector 
is poised for sweeping changes in the 
coming years – as client demands 

intensify, competition hots up, and new cloud 
platforms change the game.

Many of the major players are redefining 
their managed services offerings, each with 
their own flair and focus areas. For most, 
there’s a concerted shift away from traditional 
on-premise infrastructure management and 
desktop support, towards the end-to-end 

BY JAMES FRANCIS
IMAGES: VARIOUS levels of new technology.

Governance, risk and compliance 
“With new legislation coming in – such as 
the Protection of Personal Information Act – 
handling a client’s regulatory requirements 
is becoming a very important part of the 
(managed services) value proposition,” says 
Jacobs.

He stresses the importance for MSPs 
to have clear governance frameworks and 
established service management procedures 
in place, including certifications in areas like 
ITIL, for instance.

 Clients’ IT estates are changing 
dramatically in the cloud era spurring them 
on to consider a number of new technologies 
made possible by the cloud. Such technologies 
include the likes of AI, IoT, distributed ledgers, 
advanced cyber security and automation. 

As these new technology fields gain 
momentum, MSPs will be tasked with 
designing new governance frameworks that 
suit an ever-evolving technology landscape.

  
Depth of skills in emerging technology
In fact, it’s these next-generation ICT skills 
that Jacobs believes could be the difference 
between tomorrow’s winners and losers in 
the managed services sector. He says that 
the larger ICT players typically grow into new, 
high-growth areas through acquisition of 
specialist companies. So we can expect some 
strategic acquisitions in key ‘emerging new 
tech’ fields in the near future.

“Given the skills shortages in key areas, 
and the fact that technology is evolving so 
quickly, it becomes very important for service 
providers to leverage and develop their skills 
across the entire organisation,” he says. Jacobs 
cites the likes of BCX and Performanta, which 
have made bold moves by creating their own 
academies, to tap into a pipeline of new talent 
in key areas.

Tullett also highlights the importance 
of skills, saying that local businesses are 
essentially looking for four key attributes in 
their service provider: access to high-calibre 
talent, quality outputs, alignment with the 
client’s business, and financial stability.

 
Cloud expertise
Barbara Kessler, MSP business development 
manager at Amazon Web Services, highlights 
a key trend in a recent blog. She notes: "The 
shift from traditional on-premise datacentres 
to hyperscale cloud solutions has created 
a significant new paradigm for managed 
service providers.”

She says today’s clients are demanding 
more from their service providers, looking 
to them to unlock new levels of agility, 
innovation and automation in their businesses. 
“These customers are looking for MSPs with 
deep expertise to consult, then design and 
implement highly automated and intelligent 

“Across the industry, 
there’s a significant 
digital transformation 
happening, especially in 
large enterprises. This is 
reshaping outsourcing and 
consulting practices to be 
more business-focused.”
Jon Tullett, IDC

Differentiation

management and orchestration of a client’s 
cloud computing platforms.

The Margin spoke to a couple of local 
analysts tracking the development of the local 
managed services space, to understand more 
about the major players, and just how the 
industry is transforming.

Clinton Jacobs, senior analyst at BMI-
Techknowledge, says the predominant 
managed services players include the likes 
of Dimension Data, BCX, Gijima, Datacentrix, 
T-Systems, Altron TMT, IBM, and (from a 
government perspective) the State IT Agency 
(Sita).

Jon Tullett, research manager for IT services 
in Sub-Saharan Africa at IDC, says the industry 
is headlined by heavyweights like Accenture, 
Dimension Data, EOH, BCX and Altron. But he 
says that managed services can be defined in 
a number of ways, and specialised players fill 
different roles in the ecosystem.

But just how can these industry behemoths 
– and the hundreds of smaller, more niche 
managed service providers in South Africa 
– differentiate themselves in a crowded 
marketplace?

Let’s look at a few of the major areas of focus 
for managed services over the coming years.

 
Increasing business relevance
“Across the industry, there’s a significant 
digital transformation happening, especially 
in large enterprises,” says Tullett. “This 
is reshaping outsourcing and consulting 
practices to be more business-focused.”  

MSPs are certainly feeling the pressure 
to deliver business results – such as 
commitments on cost-savings, or clear 
strategies and business cases to increase 
revenues, reach more customers, or bring 
more products to market.

BMI-T’s Jacobs agrees, noting that MSPs are 
being challenged to cut costs for their clients, 
improve efficiencies and enhance customer 
experiences for their end-users. “They must 
find ways to help clients get the maximum 
value from their technology investments – 
so they need to operate as something of a 
change agent, increasing adoption and usage 
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Oracle Enterprise Cloud and Google Cloud 
Platform.

Tullett says that despite the excitement 
around hyperscale clouds, there aren’t really 
many ICT services being outright disrupted 
by public cloud. “But, yes, services are 
changing, and the public cloud is having an 
impact on software sales, integration, and 
support,” he adds. 

For local tech firms, the goals are to 
migrate complex enterprise applications 
into these new cloud environments, and 

ultimately play a key role in orchestrating 
services from various platforms, giving 
clients a single point of contact to manage all 
their cloud environments.

 
New engagement models
Tullett points to big changes in sales cycles and 
deal structure, which are hitting outsourcing 
and project services. With budgets still under 
pressure, and CIOs becoming ever more cost-
conscious, “lean transformation is the order of 
the day,” he says.

Some of the major MSPs are starting to 
guarantee cost-savings, others are committing 
to stringent SLAs and penalty clauses, while 
others are abandoning the traditional multi-
year agreements in favour of flexible contract 
models and a greater sharing of risk. 

Jacobs traces a number of dynamics forcing 
a change in the way relationships between 
clients and service providers are forged. 
These include the shift from on-premise to 
off-premise, from capex to pay-per-use, from 
manual to automated, from physical to virtual 
(software-defined), and from fixed office 
requirements to mobile ways of working.

As the managed services space adapts in 
response to these trends, the MSPs that can 
offer the greatest flexibility, lowest risks and 
most value will likely grab market share from 
slower-moving competitors.

Ultimately, MSPs must tailor services to 
suit the individual needs of a client – adeptly 
blending public, private, and hybrid cloud 
solutions, and harnessing the expertise of 
both in-house teams, as well as external 
partners. 

“In five years’ time, we expect to see a 
service provider industry that reflects and 
embraces this complexity, working more 
closely with their traditional competitors, 
and becoming deeply embedded in multi-
cloud architectures and client environments,” 
concludes Tullett. 

“The shift from traditional 
on-premise datacentres to 
hyperscale cloud solutions 
has created a significant 
new paradigm for managed 
service providers.”
Barbara Kessler, Amazon Web Services

solutions, and continue to ensure that those 
solutions deliver an outstanding experience on 
an ongoing basis.”

Jacobs agrees that emergence of 
hyperscale cloud environments in recent 
years has forever changed the face of IT 
services, describing a state of ‘co-opetition’ 
between South Africa's large MSPs (many of 
which have invested significantly in building 
up their own managed cloud offerings) 
and the international cloud platforms like 
Microsoft Azure, Amazon Web Services, 

Differentiation
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How to build an MSP
As technology buying habits change, so must companies that sell technology. 
Understanding this shift is crucial if a managed services provider intends to be successful.

Managed services are becoming a major 
force in the business technology 
market. These are distinct from 

outsourcing, which focuses more on deploying 
a solution that the customer uses. But it 
has an isolated influence on the company’s 
operations, other than to save costs. 

MSPs offer something different. Though 
their services may be engaged to help save 
costs, this isn’t the majority value of the deal. 
As the name states, MSPs bring a managed 
option to the services that companies use. 
They provide the skills and context for the 
services to fit into a business and help the 
business evolve. 

Instead of offloading operations to save 
costs, the outcome is that a business can 
hand over non-core services to an MSP and 

expect the MSP to deliver results in a way the 
business would do itself – strategically and 
progressively. 

This is, in part, what distinguishes an MSP 
from a value-added reseller (VAR), says Daniel 
Lötter, head: bids and tenders, Itec Southern 
Africa. “In our marketplace, disruption is key 
to the relationship. If you don’t shake up 
the customer a little bit with a new thought 
process, then there’s no compelling reason 
to buy. If your services proposition isn’t very 

BY JAMES FRANCIS
IMAGES: VARIOUS

Evolution
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compelling to disrupt, then the customers 
won’t do it,” he says.

Chris Hadjiyannis, Adept ICT Solutions’ 
communications manager, sees it in the same 
way. Even though the differences between 
VARs and MSPs aren’t always distinct, 
perhaps because an MSP is an evolution of 
VAR principles, that personal touch is what 
customers want. 

“MSPs should ideally have the ability to 
offer more than just distinct offerings – 
they need to be able to blend and create 
custom all-encompassing solutions. From 
our perspective, there are some VARs that 
just resell and don’t manage services or add 
significant value. Then there are customers 
– for whom price and accessibility to 
products are key – for whom this works. MSP 
customers usually want a more thorough and 
comprehensive service,” says Hadjiyannis.

The changing face of services
Why is the market shifting towards services? 
There are several forces at play, including the 
rapid commoditising effect of cloud. But at 
the fore is the chestnut we’ve all heard and 

“Managed services has 
to be a value proposition, 
and that’s a hard sell when 
you struggle to explain the 
value.”
Chris Hadjiyannis, Adept ICT Solutions

D A N I E L 
L Ö T T E R , Itec 
Southern Africa
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understand: companies don’t want to deal 
with the complexity, cost and other demands 
of IT systems, especially non-core assets. 

Outsourcing was once the remedy for 
this, becoming very popular in the late '80s 
and throughout the '90s. But a problem 
soon arose: even though these are non-core 
services, they still play a crucial role in the 
company. By ceding them to outsourced 
operators, businesses often also gave up the 
nuances needed for good management. The 
outsourced services became stuck in time and 
didn’t evolve. They didn’t generate new value 
or shift as the business did. 

Not a problem if everyone did the same, 
but, inevitably, some companies found 
competitive advantages in how they managed 
these services. Managed services didn’t 
appear overnight, but slowly evolved out of 
the connected world that emerged from the 
late '90s onwards. Over time, it asserted its 
value, yet the real shift arrived as customers 
became more savvy about technology.

“It’s definitely a more educated customer 
today,” says Lötter. “In the old days, before the 
advance of googling everything, a customer 
would ask questions to level the playing field 
and get a price point out of you. Now, they 
ask different questions in the sense of what 
services are offered, your empowerment 
strategy, sustainability strategies, all of that 
on top of not wanting the equipment. They 
want a service and they want to know how 
that service will slot in with their own plans.”

So beyond the attraction of saving costs 
and reducing the long-term ownership of 
depreciating assets, companies expect their 
MSPs to provide clear and continued value. 
This is a far cry from the ‘big bang’ projects 
where a lot of expensive equipment is sold 
at once. Instead, today's successful sale is an 
ongoing engagement, and this has prompted 
changes in how sales teams operate.

“The key with the salesforce (as with the 
potential client, for that matter) is education,” 
says Hadjiyannis. “Managed services has 
to be a value proposition, and that’s a hard 
sell when you struggle to explain the value. 
Historically, you would probably note a better 
return from helping technically proficient 
individuals with selling, instead of attempting 
to impart vast amounts of knowledge and 

experience into people who are exclusively 
sales-orientated. While opening new 
doors and building relationships in a sales 
environment will always be important, we find 
that sales becomes more solutions-oriented 
and less driven by product differentiation, 
which requires greater awareness of the 
customer’s needs.”

Customers and specialisation
Two characteristics feature strongly in an MSP 
salesforce. The first is customer relationships, 
which is back to being the most potent 
ingredient. As one remark put it succinctly: 
nobody got fired for buying HP, until HP’s 
CEO got fired. Brands and checking company 
requirements no longer cut it: MSP solutions 
often have to be bespoke in nature and 
continually evolve as the customer needs it.

The second is the end of the generalist. 
Since solutions have to fit with the respective 
requirements of various customers, it truly 
takes a team to deliver on this, says Lötter. 

“It’s a team-based approach. There are 
different roles and people. What we’ve seen 
in our salesforce is the guys are on point and 
sharp, but as a result, we don’t have lots of 
generalists anymore. We have UC specialists, 
office automation specialists, IDMS specialists. 
You rarely get someone who can do well in 
more than one area. But nobody in a company 
knows how everything runs. So it’s about 
teamwork and not thinking in terms of a big-
bang sale, but delivering continuing value.”

The same dynamic is important around 
pricing. As the engagement is continuous and 
every service offering has to be adapted to 
the respective customer, pricing doesn’t exist 
on a spreadsheet anymore. MSPs can blend 
different vendor offerings while presenting 
a single price, something customers value. 

But this does make pricing more dynamic 
and Hadjiyannis advises customers not to 
approach an MSP based on this alone.

“Since MSPs have the ability to blend 
‘unique’ offerings from multiple upstream 
providers (or create their own in-house), 
they may or may not have more pricing 
choices, only service package choices. Another 
factor is whether other sectors of solutions 
providers are offering mainly hardware and 
licences. The take-home message here should 
be that if you’re at the point where you’re 
strongly considering hiring MSP services, 
your focus ought to be somewhat more on 
the partnership that will be created (and the 
inherent value therein) then what the small 
differences in the bottom line may be.”

Is managed services for everyone?
Managed services is an evolving field and not 
all parts of the market are ready for it. The 
cloud is a clear indicator of this divide: many 
managed services are now being pushed 
through cloud platforms. Yet to take advantage 
of that, a business requires good connectivity. 

In South Africa, that can be a challenge. 
There are numerous medium-to-large 
cities with significant businesses that want 
managed services, yet don’t have access to 
the necessary connectivity. In other regions, 
companies are less mature and still prefer the 
traditional route.

So there’s a lot of potential and room for 
growth among the country’s managed service 
providers. But there’s not much of a playbook, 
other than to chase customer value, not 
product volume. This is a shift from the way 
technology is traditionally sold, and building 
a good MSP requires understanding the 
difference. It puts all that talk of customer-
centricity into action. 

Evolution

“In our marketplace, disruption is key to the 
relationship. If you don’t shake up the customer a 
little bit with a new thought process, then there’s 
no compelling reason to buy.”
Chris Hadjiyannis, Adept ICT Solutions
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Time to make hay
Those in the know agree that there has never been a better time to be a managed services 
provider. 

The managed services space is booming. 
This is widely seen as the result of 
two major factors: the past decade’s 

financial crunch prompting companies to 
become leaner, complemented by the rapid 
commoditisation of business technology. 
Combining the two has led to a wave of 

BY JAMES FRANCIS
IMAGES: VARIOUS

change, says George Kalebaila, research 
director for telecommunications, media and 
IoT, IDC.

“It’s not just the pressure on budget. 
Many organisations are adopting an opex 
model to contain costs and ensure that these 
costs remain manageable. Another aspect 
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“Outsourcing was more about managing 
contracts and sales, whereas managed 
services is being part of the journey to 
transform the organisation. If you’re going 
to be part of that, a big function is to help 
provide specialist skills in specific areas,” he 
says. 

An MSP can cover many different bases. 
But when a company contracts an MSP, 
it wants attention given to specific niches 
within the organisation. For example, an MSP 
can be contracted specifically around IoT 
or AI services, says Nhlapo. “The difference 
here is that you have focused, specialised 
organisations that look at very specific parts 
of the business and help bring those into 
digital or manage them in the digital space.”

Access to skills
The arrival of cloud platforms has given 
business systems a huge boost, but also 
introduced more complexity into the mix. 
According to Justin Trent, CEO of Alto Africa, 
this rapid skills acquisition is a big challenge. 
“Azure, AWS and Google compute are all 
complex platforms when you scratch the 
surface, and require a real investment in 

training to even understand them 
properly, let alone get the most 
out of them. Companies also need 
to realise that techies love nothing 
more than learning new skills; unless 
they’re moving their infrastructure 
along, and keeping up with the latest 
technologies, staff retention can also 
become an issue,” says Trent. 

This is a prime spot for MSPs – 
provide the foundations on which 
the customers’ IT staff can build 
and experiment. Critical skills are 

always changing, so large companies find it 
difficult to hold onto top talent. Since they‘re 
more flexible, and since retaining specialised 
talent is crucial to their business models, 
MSPs are becoming the go-to partners for 
specialised skills. 

“The MSPs solve that issue by allowing 
enterprises across the board to have access 
to the skills they need to keep up with 
changing technological requirements and 
embrace the emerging technologies they 
need to,” says Kalebaila.

Security is paramount
There are many skills out there that 
companies require, but one deserves closer 
scrutiny than the rest. Today’s technology 
simply doesn’t work well if kept locked in 
the company tower. Increased complexity 
and expansion of company ecosystems have 
made security the biggest technology risk of 
the day. 

“Security is probably still the biggest 
question around cloud adoption and so it 
should be,” says Trent. “Security is also more 
complicated than it used to be as people are 
more mobile, use multiple devices and access 

“Cloud does remove 
geographical barriers, 
but it opens MSPs up to 
international competition  
as well.”
George Kalebaila, IDC

Trends

is commodity-type or repetitive services 
that organisations outsource to service 
providers so that the quality of the service 
is standardised, because you might not have 
the capability to measure the quality of 
services provided in-house. However, if you 
outsource it, you can monitor and ensure the 
quality of service provided is of the expected 
quality.”

No more generalists
Kalebaila highlights skills as a major concern 
for companies and an area where focused 
MSPs can lead the market. But for this 
reason, there are few generalist MSPs, says 
T-Systems’ head of marketing and partner 
services, Mpumi Nhlapo. 

The adoption of managed services correlates to the technology 
maturity of a market. MSPs flourish under certain paradigms, such 
as agile environments that are becoming parcel of modern business 
strategy.

“South Africa’s ICT environment is maturing, and business 
consumption models are evolving,” says IDC’s George Kalebaila. 
“We’re also seeing more enterprises moving to opex consumption 
models and with cloud adoption becoming more important, it’s 
reducing the cost of providing some of these services, especially for 
MSPs, and it’s making their business case even more attractive.”

The boom in connectivity has opened doors for services, 
especially those provided by cloud platforms. Maturity around 
cloud is growing: the CIO with on-premise business systems, but a 
cloud-driven personal technology lifestyle, is becoming scarcer. As 
the concept of cloud grows more familiar, conversations about using 
it for business have become easier. This is a notable shift away from 

value-added sales and a win for the continual improvement thinking 
that cloud thrives on.

But all things are relative. While such mature growth is very 
evident in South Africa’s major city centres, the pace varies 
dramatically in other commercial hubs. There are still countless 
large towns and medium-sized cities with lacklustre mobile 
coverage and little in terms of fibre networks. These matter, 
especially for cloud-related services, and remain a challenge for 
businesses with far-flung branches. 

Even if connectivity isn’t a factor, many companies still prefer the 
old-school way of procuring technology and aren’t facing enough 
agile competition yet to be forced into a change. Such situations 
will certainly change, but if MSPs want to find new customers, they 
should be prepared that those customers may not yet realise they 
need to change. MSPs that can negotiate that transition are in for a 
tough task, but potentially gain lifelong customers as a result.

MSPs in South Africa - is it time?
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can have on their own. Security is key for 
us, because our skills, experience and reach 
mean it's very difficult for anyone to match.”

Global competition
MSPs play in a very connected space. They 
often use connectivity and web services to 
deliver the necessary applications and support 
to customers. Of Alto Africa’s support issues 
over the past 18 months, 99.4% were resolved 
remotely. MSPs can scale, respond quickly and 
do so with a small footprint. 

Yet that same connectivity opens the 
market to foreign competition, says Kalebaila. 
“Cloud does remove geographical barriers, but 
it opens MSPs up to international competition 
as well. Again, because cloud provides 
scale, you can spread your costs and offer 
competitive rates. That said, cloud doesn’t 
mean that there’s no need for local context, 
localisation and customer engagement as 
part of the competitive advantage. What 
local MSPs could do is provide that intimate 
customer engagement with local end-user 
enterprises; that’s something a global provider 
possibly can’t do.” 

Such flexibility also makes it easier 
for vendors and OEMs to compete in the 
service space. Yet MSPs are smaller and 
more focused. So, again, the potential of 
partnerships shouldn’t be underestimated, 
says Trent. 

“I think what’s more interesting than 
competition is actually the partnership 
opportunities that now present themselves. In 
particular, MSPs that use the same systems are 
able to partner with other MSPs to provide a 
true 24/7 coverage model without the expense. 
They’re also able to outsource certain support 
functions to other MSPs without relinquishing 
control over their clients.”

The trends suggest, that now is a great 
time for MSPs, provided they’re able to offer 
specialist services, pool appropriate skills, 
play to their strengths, and always be open 
to partnerships. It’s a highly competitive 
game, Nhlapo says. “The competitive 
landscape has shifted rapidly. You have 
to find opportunities and parity, because 
they do the same you do. That comes 
from understanding your customers and 
what matters most to them. You might get 
services from AWS or Azure, but they can’t 
cover all the bases, such as sureties around 
compliance.”

But a good MSP can. 

“What’s more interesting than competition is 
actually the partnership opportunities that now 
present themselves.”
Justin Trent, Alto Africa

Trends

Cloud doesn’t cover the gamut of MSP 
offerings, yet in many ways, it has become 
ubiquitous with the very idea of delivering 
services. The impact of cloud has been 
the same on the MSP world as on other 
sectors, says Alto Africa’s Justin Trent.

“‘Born in the cloud’ MSPs (and other 
businesses, for that matter) have none 
of the legacy processes, operations, 
resource overhead or even mentality that 
hamper traditional MSPs and IT support 
businesses,” he says.

This is a big challenge as well, he adds, 
as is evident in the number of incumbents 
still trying to push those models against 
the best interests of their customers. 
Many traditional solution providers are 
struggling to break away from hardware- 
and software-licencing income streams. 
This speaks of cultural barriers that need 
to be overcome.

Cloud also underlines the growing role 
of connectivity in the business world. 
Even if a company opts to own its own 
systems, there are still communication 
and integration barriers to overcome if 

they want to take advantage of modern 
technology norms such as data sharing 
and advanced process automation. Many 
of the skills and progressive thinking 
required to stay ahead of the curve will be 
placed on partners. 

This is where MSPs have a big 
advantage, as they’re often expected 
to append solutions to existing 
environments instead of tailoring entirely 
new product stacks. So it could be argued 
that even though a cloud strategy isn’t an 
absolute requirement for MSPs, the kind 
of thinking and methodologies that are 
parcel to cloud must be ingrained in the 
MSP for it to continue to be useful to its 
customers. 

Cloud’s 
impact

services from multiple service providers. It’s 
for these reasons that companies are turning 
to MSPs to assist with security.”

Attitudes among local businesses toward 
security are still very passive and security 
is still regarded as a grudge purchase, not a 
core requirement. This is a big opportunity 
for MSPs.

But it’s important that an MSP plays on 
its strengths, which may not necessarily be 
security. In that case, it bodes well for MSPs 
that partner with other service providers 
strong in those related fields, says Nhlapo. 
He adds: “It’s key to determine where the 
MSP is really strong and where they have a 
value proposition better than the customers 
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Fit for 
purpose Cloud 
solutions

Elaine Wang, Cloud and Software Solutions Director, Rectron

The Cloud today has become a natural 
evolution of how businesses operate, but 
what makes it so important is the fact that it 
gives even the smallest of businesses access 
to enterprise grade tools and security. 

This is something that prior to the 
Cloud, this market sector wouldn’t 
have had access to, due to prohibitively 
expensive hardware and software 
costs.
Elaine Wang, Cloud and Software 
Solutions Director at Rectron, suggests 
that a large part of this is due to the 
Cloud’s pay-as-you-go method of 
billing. Gone are the days of massive 
outlays in capital for expensive 
hardware and software, as today you 
simply pay for what you use. This helps 
organisations to better manage their 
cash flow, while being able to work 
more efficiently and effectively.
“Rectron is well aware of the 
importance of the Cloud, which is 
why we have now launched RCT-
Cloud, a collection of Rectron’s Cloud 
offerings, which includes a multitude 
of tools that help businesses to run 
more effectively and more securely. 
RCT-Cloud is backed by Rectron’s team 
of knowledgeable solution specialists 
that is able to offer customised 
solutions that will suit any business 
requirement,” says Wang.
“Rectron’s Cloud solutions cater 
across the spectrum of organisations, 
from SMEs all the way up to large 
enterprises. In each segment of our 

market, we’re able to put together a 
customised solution that suits our 
clients’ needs. It’s really important 
that at the start of our journey with 
customers, we conduct a thorough 
needs analysis to understand the 
organisation’s desired end-state. With 
this end-state in mind, we’re able to 
propose a full solution that meets 
these needs.”
RCT-Cloud is made up of a whole host 
of different Cloud services from trusted 
tier one vendors, she adds, and includes 
security. Here, Rectron has partnered 
with Microsoft, Bitdefender and 
Norton, to provide security solutions 
that intelligently assess threats in order 
to protect devices and servers before 
threats enter the organisation.
“There’s also Cloud backup, since 
data loss can come from a variety of 
different sources, ranging from cyber 
attacks to the physical loss of devices, 
and even device failure. Both Microsoft 
– through its Azure service – and 
Acronis offer secure and easy-to-use 
Cloud backup solutions.
“The tools are also built for people 
and designed to help a business to 
grow and work more efficiently. While 
small businesses may initially utilise 
programs like Microsoft Excel for 

invoicing and managing their books, 
they will soon outgrow these as 
their businesses develop. Palladium 
Accounting is a home-grown ERP 
package that does everything from 
managing sales processes to the 
administration of warehouses, in 
addition to managing the accounting 
end of a business.”
Wang suggests that as organisations 
amass more and more data, there’s 
a real opportunity to develop deep 
insights based on this information. 
Using tools like Microsoft Power BI, she 
explains, is allowing companies to easily 
spot trends in their data in a simple to 
understand and visual manner.
“There’s no doubt that Cloud adoption 
has really accelerated over the 
course of the last few years, and it’s 
showing no signs of slowing down. 
Right now, South African businesses 
are going through a phase of huge 
digital transformation, and Cloud is 
the key to this. The rapid growth of 
fibre connectivity in South Africa will 
see further growth of Cloud services, 
and Rectron anticipates that the use 
of Cloud will continue to evolve as 
technology becomes smarter. RCT-
Cloud offers the perfect platform for 
such evolution,” she concludes.

For more information visit http://www.rectron.co.za/rctcloud/ 
or email us at mvl@rectron.co.za”
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at Ideco Biometrics. “Safety is crucial in line with 
mines’ zero harm goals, and having to manage 
time and attendance with huge workforces 
drove mines to be early adopters of advanced 
biometrics for identification and access control. 
You can imagine the pressures of clocking up to 
8 000 miners on and off duty simultaneously 
at the change of shifts – so mines had to adopt 
access control systems that could deliver speed 
and accuracy, as well as being able to function in 
tough environments.

“These systems are important for HR and 
payroll, but also for tracking where employees 
are in the event of an incident,” says Coetzee. “We 
have also heard that many mines are increasingly 
challenged by illegal miners, the so-called Zama 
Zamas, in recent years. There are reports that 
they attempt to infiltrate the mine premises and 
the shafts themselves, making identification and 
access control even more important.”

Reduced risk
As a vendor, Ideco does engage with mines at 
a high level, but supplies mines via its channel 
partners. Coetzee notes that governance, risk and 
compliance are key in this sector, and that mines 
are unlikely to take chances on new or smaller 
players with untested technologies.

“In the mines we deal with regularly, there are 
insourced, subsidiary project offices that purchase 
on behalf of a mine, and install and maintain the 
infrastructure themselves. These offices carry 
out thorough research and place orders, with 
suppliers assisting with integration and training. 
This approach may be unusual, but it’s a very 
safe model, in line with their stringent security 
requirements.”

Because of the scale of mining operations, ICT 
projects usually undergo a lengthy and detailed 
planning and technology assessment phase 
before procurement takes place, says Coetzee. 
“This involves huge infrastructure and major 
capital projects. So they may be big contracts, but 
it’s not a fast process.”

He adds: “Mining is a complex and difficult 
environment, so I don’t believe many of them 
would entertain new entrants. Mines want 
expert and trusted ICT suppliers with a proven 
track record. However, if new and relevant 
technologies enter the market, I believe mines 
would consider them, although they would first 
study and test the technology very thoroughly 
in-house.” 

technologies they’re currently prioritising. 
The mining industry emerged as having the 
highest proportion of respondents (91.7%) 
ranking virtual private networks as important, 
or very important, in budget. Mines were 
also the top industry ranking converged 
communications as important, or very 
important, in budget, at 83.3%. 

All respondents from the mining sector 
said that email was important overall for 
general mobile access, with the vast majority 
of respondents from the mining sector (91.7%) 
ranking being able to respond to enquiries on 
demand as important. And, the majority (91.7%) 
of respondents in the mining sector, as well as 
88.2% of the IT software and services sector, 
said they used ERP software. 

With one eye on the future, mining also 
emerged as the sector with the highest 
proportion of companies (80%) planning to use 

big data and machine learning, and had the 
highest proportion of companies (25%) using 
robotics.

Deirdre Fryer, regional product manager: 
Africa, SYSPRO, says in addition to the 
technologies identified in the research, local 
mines prioritise cyber security, physical security, 
artificial intelligence and analytics. “We see a 
great deal of focus on safety and security, and 
governance, risk and compliance,” she says. 
“There’s growing interest in using predictive 
analytics to understand where mines are in 
terms of their lifespan, and to extend the lives 
of mines.”

A closed shop
Selling ICTs to mines differs from selling to 
other sectors, however, and likely only a space 
for large, established vendors to play in. “Mines 
have to meet a lot of regulatory requirements, 
and strict governance and controls are in place 
in terms of procurement. So procurement is 
usually via a tender process, and decided by 
the CIO with strong involvement from the CFO,” 
Fryer says. “In other sectors, you see more 
operational involvement, but in mining, the 
engagement is mainly on an IT and financial 
level.”

When it comes to pioneering technology 
innovation, South African mines have long been 
forerunners in terms of access control and 
identification systems, says Marius Coetzee, MD 
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 “There’s growing interest in using predictive 
analytics to understand where mines are in 
terms of their lifespan, and to extend the lives of 
mines.” Deirdre Fryer, SYSPRO

the
pitch

A lthough the local industry has had 
a rocky few years, mining is still a 
key component to the South African 

economy. According to the Chamber of Mines, 
the mining industry contributed R312 billion to 
GDP, or 6.8% of the economy, in 2017. That was 
marginally down from the seven percent of 
overall GDP recorded a year earlier. 

Although the industry has lost almost 
30 000 jobs since 2014, employment was 
estimated to have increased by 1.6% to          
464 667 during 2017. In short – mining is still 
big business, across gold, platinum, diamonds, 
chrome, iron and coal. 

But the sector is challenged by a number of 
unique issues: the need to drive ever-greater 
profit and productivity; extending the life of 
mines facing exhausted reserves; managing a 
massive workforce; critical safety issues; and 
the infiltration of illegal miners.

Towards modernised mining
South African mines are well advanced in their 
modernisation efforts, aiming to use modern 
technologies in mechanising operations to 
increase outputs; in supporting research and 
development that drives efficiencies and safety; 
and even in improving the mines’ conservation 
of the environment.

The Chamber of Mines reports that mining 
companies have spent over R500 million 
annually on innovation over the past few years. 

With such a large reliance on the sector 
for employment, there are fears that 
new technologies could lead to spikes in 
unemployment. However, instead of costing 
the sector jobs, the Chamber estimates 
modernisation could save around 200 000 
jobs by 2030. Noting that labour-intensive 
operations at ever-greater depths can be 
inefficient, unsafe and unhealthy, the Chamber 
says: “The eventual objectives of modernisation 
are systems that combine to deliver 24/7 
mechanised operations with costs that permit 
the exploitation of ores at significantly lower 
cut-off grades. Modernisation will help to 
improve safety and health, facilitating the 
quest for zero harm. It will also contribute to 
increased skills development, employment, 
exports and revenue; and will have subsequent 
benefits for local communities.”

Top ICT priorities in mining today
A recent report, 'The Mobile Corporation in 
South Africa 2018', produced by World Wide 
Worx in partnership with SYSPRO, looked into 
various South African industry sectors and the 
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Redefining 
the channel 
investment
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The current economic situation, along with relentless digital 
transformation, has placed the channel into a complex 
space where margins are shrinking and markets are more 
demanding. Never has there been a stronger need to 
reinvest into the business.  



45  Q2 2018  |     

Disruption in the distribution space is 
hardly news. Last year, several large 
firms were acquired by several other 

large firms – Avent, Ingram and Westcon 
for starters – and hardware margins 
continued their downward descent. The 
current economy is still stubbornly down and 
things are still tough. The channel is playing 
in a stagnant market, which has led to a 
hypercompetitive space and tight margins. Of 
course, running a successful channel business 
is all about the margin, so how does the 
channel build the margin without losing out 
to disruption?

“Two things impact on the channel margin,” 
says Anton Herbst, CEO, Tarsus On Demand. 
“The first is sales – the more the business 
sells, the greater the margin. The second is 
costs – how can the business reduce its costs 
to create more margin?”

This does beg the question – does the 
channel put money back in to create more 
sales or does it invest into solutions that 
allow for the business to become more 
effective and thereby lower its costs and 
improve its margins? It’s essential that 
money is put back into the business and 
that it focus on moving one or both of those 
levers. The tipping scales that influence the 
balancing act between the two is determined 
by the type of business and the challenges it 
faces. However, one thought should remain 
top of mind – the channel can’t afford to be 
complacent.

“The reality is that any business that 
doesn’t re-invest capital into the business 
is doomed to fail and the channel is no 
different,” says Kevin Hall, national sales 
manager, Elingo. “The calculation of money 
that needs to be invested back into the 
business is often based on running expenses 
and the projected bottom line. How you 
structure the investment and the return on 
investment into existing businesses is where 
the cookie crumbles.”
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Dell EMC’s Midrange Storage portfolio consisting of Dell EMC 
Unity and SC Series products offer unbeatable value with a 
modern, efficient, and feature rich product portfolio.

The Dell EMC Future-Proof Storage Loyalty Program for Dell 
EMC Midrange Storage gives you additional peace of mind with 
guaranteed satisfaction and investment protection for future 
technology changes.

The program is at no additional cost to you with 
purchase of a support agreement.

And we won’t stop here. Look for more benefits and offers 
to be rolled out into this program over time — another reason 
why Dell EMC Midrange Storage gives you the best value for 
your investment. 
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Guarantee
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channel community. The same goes for 
investment into sales and marketing tools as 
they’re the lifeblood of the business.”

The channel has to focus on improving 
operational efficiency. It’s the only way to 
remain relevant in the existing market. As 
the margins remain under pressure, the 
channel can eke out more profit by becoming 
better at what it does and the ways in 
which it does it. Investing into staff training, 
sales and marketing tools – these steps 
are the barricade that could protect the 
business from being overturned by new and 
innovative resellers and channel startups. 

“It’s really important that the channel 
build a digital business and use digital to 

optimise,” says Herbst. “It takes time to build 
a digital business, so they need to invest 
in automation and get the benefits of new 
technologies that are cheaper and more 
effective to ensure they remain relevant 
today.”

The result of investment and a focus on 
driving efficiency and capability allows for 
the channel to cement a solid reputation 
of excellence. This then results in more 
business, more profits, improved margins and 
a delectable knock-on effect that allows for 
further investment and greater growth.

“It’s a crucial business circle that starts 
with internal investment that leads to 
success, delivers profits and allows for more 
investment,” adds Grosvenor. 

For most channel companies, sustainability 
is key. They’re working towards creating 
companies that have a long-term footprint 
and an agile business model. Today, the 
market is a mix of the old stalwart with more 
than 25 years of experience and the bouncy 
young thing, ready to try out new cloud 
models, new innovations and ride the edges 
of lower margins. But both need to focus on 
investment into the business, its people and 
its processes to thrive. 

Investment back into the business is 
important, but the amount is dependent. 
Forecasting investment in the current 
economic landscape is only going to 
become more complex, especially as the 
global economy remains volatile. The focus 
shouldn’t be on how much the channel 
can get away with, but rather on what 
investment is needed to facilitate growth. In 
the channel business, it’s important to ensure 
there isn’t just one stream of income as this 
will help the business to grow faster and 
make re-investment less weighty. 

Reinvestment, but how much?
“In my opinion there’s no hard-and-fast 
rule for investment as it’s dependent on 
the strategy of the business,” says Monique 
Williams, regional manager, Hyland Southern 
Africa. “The level of investment is dictated by 
the growth aspirations of its shareholders or 
leadership, organisation size and capability, 
and market conditions, among others.”

Herbst suggests that the channel should 
put as much as 75% back into the business 
otherwise it runs the risk of having to find 
another source of capital. It’s a guesstimate 
and the volume depends on the business, but 
if investment is less than 25%, then it’s very 
likely that the company is going to be looking 
for alternative revenue streams before long. 

“We take approximately 55% of our 
profits every year and invest them back 
into the business across technology, skills 
development and our incentive scheme,” 
says Grosvenor, director, APPSolve. “We’ve 
used this investment to develop our own 
internal operations software system to ensure 
adequate margins and to prevent revenue 
leakage. This is critical for the sustainability of 
our business over the long term.”

Why reinvest? 
Investment should be pushed back into 
generating growth, reducing costs and 
investing into new solutions and technologies 
that allow the channel to innovate, automate 
and dodge disruption. Of course, lightly 
tripping along this path to become the 
disruptor rather than the disrupted introduces 
an entirely new paradigm – risk. The channel 
also has to swallow that pill or risk death.

“The level of risk aversion a company 
has tends to depend on where they are in 
their lifecycle,” says Herbst. “More mature 
businesses tend to have a lower risk appetite 
whereas the entrepreneurs and startups 
tend to be risk-hungry.”

Most channel companies are aware of the 
need to take on a measure of risk. They know 
that disruption and change lurk around the 
next bend and there’s a need to seek out new 
business models, new ideas and take chances 
on how they evolve. For older organisations, 
it may be asking questions around how they 
can bring risk back into the business without 
changing existing, successful strategies, but 
without being left behind. The younger and 

fresher beasts, well, they’re already riding 
the tidal waves of risk as they explore new 
ideas. 

“The channel is no more risk-averse than 
any other business model; the only difference 
is the dependence on vendors and partners,” 
says Hall. “The question of managing risk 
to acceptable levels for investors and 
stakeholders should be focused around the 
company history and track record.”

Hall also believes that the channel is one 
of the few sectors that allows for richer 
training experiences than many others. The 
certification and training opportunities that 
come with working in the channel space, such 
as certifying on a product, can completely 
change a career path. Employees are the 
future of the business and investing in them 
not only creates qualified teams, but loyal 
staff members.

Invest in people
“Staff with strong product and services 
knowledge enhance the organisation’s 
reputation in the market and enable them 
to deliver improved customer service,” 
says Williams. “Regular training and (re)
certifications are mandatory within our 

“The reality is that any business that doesn’t re-
invest capital into the business is doomed to fail 
and the channel is no different.” Kevin Hall, Elingo

Under the 
spotlight
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9 steps to starting your own
channel business
So you have a great business idea – or a unique skill – and you want to launch your own 
company to take advantage of this. When it comes to getting started in the channel, there 
are a multitude of aspects to watch out for. Here are a few of the key considerations. 

Decide on a niche 
Typical startups will have limited resources both from a financial and 
human resources perspective, so it’s important to optimise what you 
have and focus on something that can differentiate your company. In 
the IT side of the channel, the market is saturated with people trying 
to sell something, so unless you have a unique value proposition, 
either in terms of your approach or the skills you have to offer, you’ll 
likely be just another face in the crowd.

BY Rodney Weidemann
ILLUSTRATION BY Zack Hoosen

Choose your product and 
approach
Simon Campbell-Young, MD at Credence Security, says that choosing a 
product or brand, or even a particular solution stack, is a critical 
decision. It’s also important to decide whether your business will be 
based on short-turnaround volume deals at low margins, or larger 
deals with longer lead cycles, but higher margins. Either way, the IT 
industry is still one of the best places to launch a startup, due to the 
rapid rate of innovation and new technology.

Obtain finance
Ideally, you don’t want to borrow money to launch or run your 
business. If you do need to do so, typically, any financing undertaken 
will be via private funding (the three Fs – friends, family and fools), 
which may mean selling shares in the business to someone, or at least 
adopting a form of profit-sharing model. Alternatively, you can 
self-fund, but then you must ensure this is done in a sustainable 
manner that enables you to keep the company afloat for at least six to 
12 months, to give you time to begin turning a profit.

The right technical expertise
According to Iniel Dreyer, MD at Gabsten Technologies, technical expertise is a 
given, since if you don’t have this in an IT organisation, you’re probably in the 
wrong business. It’s nonetheless vital to form partnerships to gain access to skills 
you may not have, which is why startups are often formed by several partners. 
The caveat with this is that it’s possible to become dependent on an individual 
with a particular skills set. In such an instance, it may be worth keeping them 
committed to your business by offering them shares.

Don’t forget business skills
Simeon Tassev, MD from Galix Networking, says the day-to-day running of a business 
can be difficult if you’re technically-minded. When launching a company, you can 
outsource your general business management skills – such as accounting, legal, 
marketing and HR – to others with the requisite talents. However, it’s still important 
to have a certain amount of general business sense, to know whether what they 
suggest will be good for your company. Basically, you may not know how to generate 
an income statement, but you should definitely be able to read one.

...and BEE requirements
BEE credentials are an important part of doing business 
in South Africa, adds Campbell-Young, so it’s best to 
understand every aspect about it. Ensure your business 
is compliant and performing at its best. This is crucial if 
you have any designs on targeting corporate or 
government business.

Overcome the fear
Financial stability is probably the biggest fear any new business faces, 
so it’s vital to keep things lean and mean at the start. In addition, 
ensure your business plan makes sense, as this will help alleviate your 
worries, and check it multiple times before you launch the business. 
Fear of failure is logical, but if you’re realistic about where you’ll start 
and how to drive the business forward, you can mitigate this too. It’s 
also good to have a plan B in case things go wrong, or at least a clear 
line in the sand so you know your limits and if things aren’t working 
out, you can call time before you get too deep into debt.

Always read the fine print
Tassev says it’s crucial for new businesses, when signing any deals, to 
always read a contract’s fine print carefully, to avoid any unexpected 
surprises. Know exactly what you’re committing yourself and the 
business to, be aware of your obligations and understand exactly 
what penalties apply if you fail to meet them. Also, think about 
possible future scenarios that might interfere with meeting the 
commitments you made.

Remain loyal to your suppliers
One of the things SMEs in the channel often don’t take seriously is their 
loyalty to the people they buy from, suggests Dreyer, as they tend to 
jump from supplier to supplier in order to obtain the cheapest price. It’s 
much better to stay loyal to the suppliers you’re with – this doesn’t 
mean you shouldn’t necessarily question their pricing, but it does mean 
you shouldn’t play them off against one another. If you build the 
relationships, you’re more likely to get help when you need it from them. 
Thus, you should constantly communicate with your suppliers around 
aspects of your business that may affect them, like changing to a new 
product or solution. After all, as a small business, you should never burn 
bridges if you can help it.
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understand every aspect about it. Ensure your business 
is compliant and performing at its best. This is crucial if 
you have any designs on targeting corporate or 
government business.
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Financial stability is probably the biggest fear any new business faces, 
so it’s vital to keep things lean and mean at the start. In addition, 
ensure your business plan makes sense, as this will help alleviate your 
worries, and check it multiple times before you launch the business. 
Fear of failure is logical, but if you’re realistic about where you’ll start 
and how to drive the business forward, you can mitigate this too. It’s 
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jump from supplier to supplier in order to obtain the cheapest price. It’s 
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relationships, you’re more likely to get help when you need it from them. 
Thus, you should constantly communicate with your suppliers around 
aspects of your business that may affect them, like changing to a new 
product or solution. After all, as a small business, you should never burn 
bridges if you can help it.

9

8 7

65

21

4

toolkit



50  

Into the 
plumbing

round 
table

With the occasional exception of 
a new wireless base station or 
modem, it’s hard to pinpoint a 

breakthrough in networking technology that 
has really captured attention in recent years. 
We talk an awful lot about the things that 
the network enables, but very little about the 
routers, switches and gateways that make 
them happen. 

A world in which everything is software-

There’s a lot of focus on digital transformation and 
services that sit on top, but the networking market seems 
to have been left behind when it comes to innovation. Are 
there still channel opportunities? 

defined by its very nature means that the 
underlying hardware shouldn’t matter too 
much. The truth, however, is that it’s still 
a lot more important than we might think. 
Which is why The Margin convened its regular 
roundtable debate around the subject to find 
who’s buying what, what the future is for 
networking vendors and the channel in South 
Africa, and what innovations are left for the 
hardware firms to tackle.

BY ADAM OXFORD
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It’s hard to pinpoint innovation in 
networking technology, says DSM expert: 
Connectivity Services at T-Systems, Louis 
Kirsten, but its importance is no less for that.

The importance of infrastructure
“Infrastructure is now driving innovation,” 
Kirsten says. “Whereas previously you had 
ERP driving innovation, because it enabled 
business process efficiencies, now innovation 
is taking place on the infrastructure level and 
we don’t know how to make that exciting and 
sexy for the right people.

“My GM asks me, "How can we make it 
sexy?’ ‘How do we take it to market?' It’s a 
commodity, it should be invisible. How do you 
bring focus back to that?”

Brian Timperley, MD, Turrito Networks, 
takes up the challenge.

“Some of the biggest changes are yet 
to happen,” Timperley says. “What’s sexy 

H A R D U S 
D I P P E N A A R , 
Datacentrix

M I K E  R O G E R S , 
Tarsus SecureData

is what runs over the network and how 
you layer services on top of the network. 
Everything is merging, it’s not connectivity 
or cloud or infrastructure any more, it’s 
all becoming a service. We can’t make a 
100Mbps fibre link sexy, but the seamless 
access to the services you’re providing is, 
we're entering an era where the speed of 
connectivity is becoming irrelevant, you’re 
just connected. You don’t open a tap and ask 
for 3ml of water per second, you just use 
what you need.”

That doesn’t mean network vendors will 
cease to develop new products, says Lionel 
Dartnall, Pre-sales manager, Sub-Saharan 
Africa at Westcon-Comstor.

“It will spark innovation from the 
networking vendors,” Dartnall says. “The 
latest wireless tech can give you up to 
10Gbps on an access point. Everything is 
digital, everything is virtual. That puts a lot 
of pressure on the vendors to innovate on 
the backend.”

On a positive
“It must be one of the worst times to be an 
OEM,” agrees T-Systems’ Kirsten. “If Cisco, for 
example, puts in a portal that makes it possible 
for the SME to order directly and pay by credit 
card, what does it mean for the channel? 
We depend to a large extent on what the 
networking guys are doing, and at this point in 
time, they’re not in a good space, they’re failing 



What’s the perfect networking solution 
for the organisation? An online search 
will convince you that it’s SD-WAN 
with predictions from stalwarts such 
as IDC and Gartner, backed up by 
their heavyweight statistics. It’s set to 
experience a 69% compound annual 
growth rate and arrive at the $US8 billion 
mark by 2021 (IDC). A search for MPLS, 
on the other hand, will reveal little more 
than comparative analyses between 
its traditional architecture and that of 
SD-WAN. As the less glamorous cousin, 
MPLS’ benefits are often overlooked and 
businesses are questioning if it’s time to 
jump. The answer is ‘No’.

“SD-WAN may well be the next 
evolution in networking and collaboration, 
but it isn’t the same technology as MPLS 
and one can’t comprehensively replace 
one with the other,” says Gopal Govinder, 
Executive Business Unit Head, VPN and 
MDNS, Internet Solutions. “Where MPLS 
is ultra-low latency and used to optimise 
traffic flows across the environment, SD-
WAN relies on the power of the internet 

to connect through the cloud, delivering 
strong performance and impressive cost 
savings.”

SD-WAN saves on the cost of 
bandwidth and can potentially offer the 
enterprise a cost saving between 30% to 
60%, especially as data costs continue to 
plummet and administering these services 
is affordable and easy. MPLS, on the other 
hand, is high performance and requires 
business support, agility and a qualified 
technician. It has to be provisioned on 
demand and can incur additional costs. 
This may seem like a list of reasons to 
leap onto the SD-WAN bandwagon, but 
the reality is that a hybrid blend of both 
SD-WAN and MPLS is the far more 
realistic and effective solution.

“MPLS delivers ultra-low latency that’s 
essential for business-critical data such 
as financial accounting applications that 
rely on a network service for the best 
performance,” says Govinder. “Non-critical 
data, such as corporate email or software 
apps like Office 365, will be better suited 
to SD-WAN. The larger enterprise will 

most likely blend both MPLS and SD-WAN 
to create a powerful IT solution that works 
seamlessly across the organisation.”

The benefit of a hybrid networking 
solution is that it optimises cost savings 
while delivering the best of both worlds. 
The MPLS investment ensures that 
business requirements are met from a 
low latency and performance perspective, 
while SD-WAN delivers the agility and 
flexibility the business needs to reduce 
bottlenecks and excessive expenditure. 

“A hybrid solution provides predictable 
reliability. And with Internet Solutions, 
the business has a trusted partner that 
takes on the risk of managing the network 
and ensuring integration with the cloud. 
Our strengths lie in our ability to support 
our clients while providing them with 
uptime guarantees, critical services, and 
considerable security controls. There’s 
no need to completely transform your 
networking investment, instead you can 
use a hybrid approach to refine your 
networking and take it to the next level,” 
concludes Govinder. 

The power of 
the hybrid

011 575 0055 | info@is.co.za | www.is.co.za

A D V E R T O R I A L

Gopal Govinder, Executive Business Unit Head, VPN and MDNS, 
Internet Solutions

When it comes to effective enterprise networking there’s no reason why the 
business has to choose between SD-WAN or MPLS.
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“There’s a gap between what the technology 
can do and what’s been adopted so far by the 
market.”
Mike Rogers, Tarsus SecureData

L O U I S 
K I R S T E I N , 
T-Systems

Look at SD-WAN, it’s been around for a long 
time, but adoption rates are just eight to 
ten percent in real implementations. Some 
customers are piloting it, all the rest are 
talking about it.”

Helping enterprise to bridge that gap is 
the role that the channel must fill, but it’s not 
going to be easy.

Ian Jansen van Rensburg, senior manager 
for Systems Engineering at VMware, agrees. 
He says it’s inevitable that software-defined 
will become the de facto state for network 
services, but it’s up to the channel to help 
move things along.

“Innovation has been slow in the 
networking space,” Jansen van Rensburg 
says. “We’re moving to a world where 
everything is software-defined, and we’re 
very far down the line with network 
virtualisation, but what’s stopping and 
blocking progress is people and processes. 
People like to do what they know best, 
they’ve built careers on a particular 
network technology set and are reluctant to 
move forward. 

“But developers are doing exciting things 
with containers and cloud-native applications 
anyway, and in that world, technologies like 
SD-WAN and containerisation are a necessity.

"It’s no longer an option, security is much 
better in the containerised word.”

to find their core business.” 
“For most of us, there are opportunities 

to play a role,” says Mike Rogers, CEO of 
Tarsus SecureData. “I’m seeing a big demand 
for devices that are configurable on the fly, 
and that provide security too. There are big 
business and operational changes driving this; 
you no longer have to secure the LAN and the 
WAN, you have to secure everything in the 
cloud and guarantee high performance.

“Those are the services we have to provide, 
to help deliver the agility and security 
businesses need. It’s challenging, but it makes 
it exciting to be here, because there’s a gap 
between what the technology can do and 
what’s been adopted so far by the market. 
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Enterprise outpaced
The size of an enterprise is determining how 
quickly they can adopt software-defined 
infrastructure, says Jeff Jack, group principal 
director: Networking for Dimension Data.

“The people in the cloud already tend to 
be greenfield newcomers,” Jack says. “They’re 
cloud right out of the box. But in enterprise, 
things are moving a lot more slowly. People 
are only just learning what it means in terms 
of how automation can speed up business. 
Education is really important, but the tipping 
point is starting to come, people are making 
investments in the future.

“It’s the challenge of 20 branches versus 
2 000, though,” Jack continues. “The biggest 
thing we see at RFP today is around the digital 
transition programme. But that represents a 
huge amount of risk, and then things sputter 
to a halt.”

The channel is evolving, says Hardus 
Dippenaar, sales specialist at Datacentrix’ 
Cisco business unit.

“We’re adopting the role of being an 
integrator a lot better, helping our OEMs 
understand the opportunities and where 
they might be," he says. “We’re looking at 
consumption-based pricing models, and 
other tangible benefits that software-defined 
services allow.”

“Back in the day, when virtualisation 
came in, x86 market hardware vendors 
were outperforming the software guys,” 

B R I A N 
T I M P E R L E Y , 
Turrito Networks

says VMware’s Jansen van Rensberg. “So 
they had to sit back and think about future 
business models, and out of that grew 
hyperconverged architecture and elastic 
computing. Software-defined will do the 
same thing. Let’s not kid ourselves – all kinds 
of physical connectivity needs to be put in 
place – but if you want to integrate cloud 
into architectures, you need a software-
defined approach, whether that’s WAN or 
switching, you can’t easily connect into an 
Amazon or Azure without that in place.”

Jansen van Rensberg describes the big US 
tech firms – Microsoft, Amazon, Google, Apple 
– as ‘megaproviders’, that are a long way 
ahead of most in terms of software-defined 
infrastructure. But the technology is trickling 
down, similar to the process of vehicle tech 
developed for F1 cars.

Money, money, money  
Gopal Govinder, executive business unit head 
for VPN and MDNS at Internet Solutions, 
reckons that buyers are still led by price 
concerns, though. 

“We took an early adopter approach to 
launching SD-WAN into the market,” Govinder 
says. “The principle was to test customer 
behaviours and what they’re looking for. We 
see lots of activity around business agility, but 
there’s a lot of margin stacking in traditional 
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services, so SD-WAN is cheaper than MPLS, 
for example, and price is still the biggest 
differentiator, followed by security.

“There’s a lot of demand for the hybrid 
cloud model, it’s seen as mitigating risk 
but still bringing cost savings. Ultimately, 
customers are intelligent enough to make 
these decisions,” he adds.

Westcon-Comstor’s Dartnall agrees that 
customers are well informed and buying more 
capacity than they need.

“We see that on a daily basis in terms of the 
requests we get from the channel,” Dartnall 
says. “They don’t want a dumb switch. They 
want intelligence on the edge and they 
request Amazon S3 capability, even if it’s not 
being used yet – just in case.”

Under pressure
Concerns around security and the importance 
of adopting IoT strategies are putting pressure 
on internal resources, however, which 
provides yet another opportunity for the 
channel. 

“The challenge in IoT and for companies 
that adopt a digital transformation strategy 
is that they often don’t know what their 
core business is,” says acting CEO of 
Sqwidnet, Phathizwe Malinga. “They have 
an idea of what that is or will be in three 
to five years. You could have an insurance 

P H A T H I Z W E 
M A L I N G A , 
Sqwidnet

company that thinks it sells premiums, 
but actually it's reward schemes that keep 
them alive.

“You have to start putting sensors on 
things, working out whether they’re making 
the money you thought they were. And to 
do that, the network has to move beyond 
the perimeter and become porous. There 
are few skills inside most organisations to 
handle all that.”

Rapidly developing technologies, tough 
security environments, and the move to 
hybrid cloud – it’s impossible for an enterprise 
to have all the skills it needs to navigate the 
transition to a software-defined world in-
house, while at the same time retaining a clear 
sense of its own purpose. And that’s where 
the opportunity is for the channel.

“It’s exciting times, for specialist networking 
integrators,” says Dartnall. “If IT and networking 
isn’t your core business, you can’t handle it,” 
he adds.

“IT used to be about building capacity,” 
says Dimension Data’s Jack. “You consumed 
what you were given and you were grateful 
for it. Now marketing controls the budget, 
HR controls the budget and they all want to 
respond faster than IT can deliver. And if IT 
can’t deliver, they will go somewhere else.” 

“The network has to move beyond the perimeter 
and become porous. There are few skills inside 
most organisations to handle all that.” 
Phathizwe Malinga, Sqwidnet

G O P A L 
G O V I N D E R , 

Internet 
Solutions





57  Q2 2018  |     

The key to long-term survival in the 
channel business is to reinvent 
yourself every five years or so, says 

Pete da Silva, CEO of Jasco. He should know 
as this has been the company’s approach 
for the past 40 years. By ensuring that you 
keep up with emerging trends, technology 
developments, market influences and global 
issues, he adds, it becomes easier to adapt 
your business periodically to the changing 
needs of the market.

When Jasco began operations, he says, it 
was in the middle of the electronics revolution, 
when pushing boxes was the main thing. 
However, the lack of margin involved led to 
the most successful businesses evolving into 
something new.

Evolution
“When Jasco was founded by Sir 
John Sherry in 1976, two thirds 
of its business was made up of 
manufacturing, yet today, our 
evolution is towards managed 
services, while manufacturing 
makes up as little as ten percent 
of what we do. You could say that 
Jasco’s business model has always been 
about moving up the value chain. We began 
as a really small business in the ‘70s and 
grew to the point where we were able to 
list on the stock exchange in the ‘80s. This 
growth has continued to now, where we’re a 
R1.2 billion entity, with over 700 employees,” 
says Da Silva. 

The growth has also been driven by 
acquisitions of small organisations that fulfil 
particular niches, complementing Jasco’s 
business model. “We know we can’t be king of 
every domain, so we acquire companies whose 
approach is an extension of what we do, but 
that do it better – or ones that are in a place we 
haven’t yet reached.”

“When it comes to our acquisition strategy, 
one challenge has been to keep emotion 

out of the deal at all times. We have in the 
past learned this lesson via the school of 
hard knocks, and now we always undertake 
proper due diligence and ensure that the 
business we’re acquiring offers us something 
new,” he says.

“Perhaps the biggest difficulty when it 
comes to acquisitions and investments of a 
similar nature is that we’re not a large enough 
enterprise to invest in bleeding-edge technology, 
but if we are to remain ahead of the pack, 
we need to, at the very least, adopt such 
technology once it becomes leading-edge. Thus 
it’s a constant and very fine line we walk in this 
regard, where we have to ensure we don’t invest 
so early that we might get burned, but at the 
same time make certain we’re not too late to 
catch the top of the wave.”

These kinds of decisions are ultimately 
about gut feel, rather than anything you learn 
while studying an MBA, suggests Da Silva, 

so it’s critical to hire people with the right 
energy, spark and ability to deliver. Of course, 
he adds, there’s a fine line between supreme 
confidence and genuine arrogance, and 
finding people on just the right side of that 
line is critical to success.

The next big thing
In its latest incarnation, Jasco has positioned 
itself to deliver smart technologies 
across multiple disciplines, including 
telecommunications, IT, energy and industry. 
The aim, says Da Silva, is to play a key role 
in the development of smart cities, through 
investments in various IoT-related systems 
and technologies.

“In this digitally transforming world, the 
foundation of the future is data, and the ability 
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“Constant and regular 
evolution has been at the 
core of our business since 
inception.” 
Pete da Silva, Jasco

to effectively analyse this. Enterprises today are 
generating vast amounts of data, but they’re 
unable to gain any serious benefit from this 
without having the tools to analyse it and obtain 
intelligence from it,” he says.

So data and analytics will be one way for 
businesses to derive a critical competitive 
edge in the future, and the same goes for 
municipalities, he states. When you consider 
the amount of information the average city 
generates, it’s only logical for the municipal 
authority to seek ways to leverage this to the 
benefit of all who live there.

“Everything from smart water and electricity 
meters to smart lighting, refuse collection and 
parking solutions can be beneficial to a large 
metropolitan area. This is why we’re in the 
process of driving our latest strategy, which is 
about building a diverse group of IoT-enabled 
smart solutions so that we can offer a ‘chocolate 
box’ of different technologies to enable such 
smart cities to be built from the ground up.”

Taking on the challenge
Asked about the biggest challenge the business 
has faced, Da Silva says that in the beginning, 
it was the same as any startup, in that raising 
capital was difficult. “Getting the right people to 
listen to and believe your story, and then agree 
to put money behind it as a business has been 
a challenge for companies throughout the ages. 
This is why we ultimately decided to list the 
business in the ‘80s.”

More recently, he continues, as the 
organisation has become more of a systems 
integrator, finding the right people – those 
with relevant skills and intellectual capital to 
add value to the business – has been quite 
tough too. 

“We’ve come a long way from the electronics 
manufacturer we began as. Looking ahead, we’re 
confident we’ll continue our growth, as long as 
we continue our cycle of adaptation. Constant 
and regular evolution has been at the core of our 
business since inception, so although such cycles 
will likely get shorter as the pace of technology 
change increases, Jasco will continue to evolve 
and change its focus, in the same way that a 
snake regularly sheds its skin,” he concludes. 



58     |  Q2 2018

INDUSTRY
partner 
awardsChannel excellence

PICTURES: SUPPLIED

Fortinet names top partners
Fortinet has announced the category winners of its 2017 SADC regional partners of the year. The 
awards programme is aimed at recognising and celebrating the accomplishments of Fortinet’s 
growing partner community in the region. 

Winners

Revenue partner 
of the year – 
Dimension Data 
Sales account 
manager of the year 
Natasha Chance – 
Dimension Data

Growth partner of 
the year – 10.Dot

Silver partner of the 
year– Executive 
Solutions

Distributor of the 
year – Maxtec 
Peripherals

MSSP of the year – 
Vodacom Business

Rookie of the 
year – NEC XON 
Systems

Other winners (not pictured) 

 Technical engineer of the year, Dane Walker: LanDynamix
 Deal of the year, Jason van Plato: NEC XON Systems
 Gold partner of the year: BCX

“We’re a 100% channel company, 
so we believe it's important to 
recognise and validate what our 
partners do to grow the business 
across SADC.” Paul Williams, country manager – 
Southern Africa at Fortinet
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Bogoshi takes the reigns  
at BCX
After a year as BCX CEO, Ian Russell has resigned 
and will be replaced by Jonas Bogoshi, who 
joined BCX in April as chief revenue officer. 
It’s understood Russell will stay with BCX and 
Telkom until the end of August to support the 
conclusion of certain projects.

Telkom CEO Sipho Maseko says: “Jonas 
joined our business in April and has extensive 
experience in the areas that BCX is looking to 
grow, including the public sector, which makes 
up 35% of BCX’s revenue. He has also worked 
for technology giants such as T-Systems, SITA, 
Cisco and IBM South Africa and is former CEO 
of Gijima.” Most recently, Bogoshi was head of 
channel at Dell EMC South Africa.

Keeping you up to date with some recent industry appointments.

INDUSTRY
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Consumer account manager  
at Epson
Epson South Africa has appointed Bianca 
Moonsamy as its consumer account manager, 
responsible for managing Epson’s client accounts, 
as well as Epson’s relationship with its distributors 
and retailers. Moonsamy will manage a variety of 
client accounts, including Dion Wired, Incredible 
Connection and Makro. 

“It’s a pleasure to welcome Bianca to the 
Epson South Africa team, where we know her 
skills and experience across industries will be 
of immense value, particularly in ensuring our 
retailers and distributors are always well taken 
care of,” says Timothy Thomas, consumer sales 
manager, Epson South Africa.

New commercial head at Acer
Acer Africa has appointed Vic Brits as head 
of Commercial in the Sub-Saharan region. His 
focus will be on increasing Acer’s market share 
in the SADC region and in South Africa’s SME 
market in South Africa, alongside Acer’s channel 
ecosystem.

“Being part of Acer, a globally established 
technology brand, has definitely encouraged and 
motivated me to apply my past experiences to 
further enhance what Acer has instituted thus 
far,” he says.

Movers and shakers

Smith heads to SAP
Cathy Smith has left her position as MD at Cisco 
for Sub-Saharan Africa to join SAP Africa. She joins 
SAP as MD, filling the position left vacant by Brett 
Parker, who resigned last year following allegations 
the company paid kickbacks to Gupta-linked 
companies to secure state contracts.

Steve Tzikakis, regional president for EMEA 
South at SAP, says: “As one of the foremost 
experts in driving digital transformation on the 
continent, Cathy is imminently suited to lead our 
Africa operations. We have great confidence in 
her ability to realise our innovation vision across 
our customer base.”

Prior to her time at Cisco, Smith spent 23 years 
at IBM in a variety of leadership roles. 

Dineo Molefe becomes MD
T-Systems South Africa has appointed Dineo 
Molefe, the company’s former CFO, as its new 
MD. She takes over from Gert Schoonbee, who 
has filled the position for the past six years.

“I’m honoured to be handing over to Dineo. 
I couldn’t think of a better qualified person to 
take T-Systems forward in South Africa,” says 
Schoonbee.

“I look forward to working with my colleagues 
at T-Systems, as well as with our clients, 
suppliers and partners as we continue shaping a 
new T-Systems in South Africa,” says Molefe.

Heading up the Veeam team
Veeam Software has appointed Kate Mollett as 
regional manager for South Africa. Mollett takes 
over from Claude Schuck, who has been named 
as regional manager for Middle East and Central 
Africa, based out of Dubai.

“I’m excited to join Veeam and building on 
the platform set by Claude and the team for the 
company and its activities in the region,” says 
Mollett.

With experience working in both the vendor 
and partner ecosystems, Mollett joins Veeam 
from Puleng Technologies, where she was a sales 
director for the past three years. 
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How to move

BY TIM HUMPHREYS-DAVIES, CEO, PINNACLE

A s we move to the digital enablement 
of the transactional channel, where 
the cloud plays a core role, there 

are questions to be answered about the 
future opportunities for traditional channel 
players. Will vendors bypass distributors and 
resellers to directly target customers? Can 
distributors and resellers ensure their future 
sustainability by moving beyond the model of 
‘box dropping’?

The reality is the ‘race to the bottom’ 
with margin dilution is well underway; 
add to that the rand to dollar exchange 
rates, competitive factors among market 
players, the large geographic spread and the 
security constraints of the South African 
market and it all means distribution is quite 
an expensive operation. 

A further key challenge with distribution 
is that there’s still a necessary critical mass 
to achieve to get the required supply chain 
efficiencies. Part of that critical mass is 
the need to distribute traditional client or 
intelligent edge devices, and there’s a lot of 
opportunity still left. Cloud doesn’t mean the 
device is dead, it just means that the device 
form factor might change. IDC numbers 
average between 300 000 to 400 000 units 
of laptops and desktops, not counting tablets, 
being sold in South Africa per quarter. It’s still 
a vibrant market. 

In the next five to ten years, the channel 
isn’t going to completely move away from the 
traditional ‘box drop’ approach. However, we 
do need to change the philosophy and ensure 
supply chain efficiency while simultaneously 
adding further businesses and services 
on top, which will meet particular niches 
and add value. For example, what’s to stop 
digitally-enabled distributors leveraging 
their efficient logistics networks to enter 
alternative markets?    

To ensure supply chain efficiency, the 
channel will need to make processes as 
efficient, fast and seamless as possible to 
get a product from A to B. This will 
mean increased automation and digital 
transformation to reduce manual processes. 

By refocusing their workforce from these 
manual tasks, channel companies can add 
value by providing customers with advice 
and guidance to help steer them through 
the increased confusion created as the 
technology world evolves. 

In that vein, we’re already seeing 
distributors devoting more resources 
to supporting resellers with pre-sales 
support around multi-vendor enterprise 

solutions. It’s no longer about the products, 
but rather meeting the customer need with 
a solution that might not come from a single 
vendor. With so much changing so quickly, 
in the mutli-vendor, multi-product world, it’s 
going to be complex and costly for small and 
medium resellers, which will struggle to stay 
certified in everything to the appropriate 
levels. This is where distributors’ pre-sales 
teams will add value by assisting reseller 
customers to stay on top of the fast-

emerging cloud sphere, where new vendors 
are appearing with new products coming 
faster than ever before. 

There’s potential here for conflict if 
resellers think distributors are offering 
competing services and trying to eat their 
lunch. However, distributors must only offer 
services in tandem with resellers. There has 
to be a level of trust and collaboration, and 
the relationship with the end-customers 

must ultimately remain with the 
reseller. This service offering 
of highly certified skills from 
distributors should only be for 
resellers that don’t have the 
specific certified resources inhouse 
to procure and on-sell to their end-
customers. 

Through collaboration, the 
channel can really add value to 
customers.

Looking beyond the credit 
management and logistics, the vendor’s 
reliance on the channel has long been about 
relationships and relevance. Because of market 
dynamics, and the scale and efficiencies 
involved the channel will always be relevant to 
vendors. And, because of the complexity of IT, 
customers will always need a trusted advisor to 
guide them, which means that the channel will 
always have its place. It just needs to evolve 
with the technology, vendors and customers  
to remain relevant. 

“In the next five to ten years, 
the channel isn’t going to 
completely move away from 
the traditional ‘box drop’ 
approach.” 

CLOSING 
THOUGHTS

Evolving the business, and focusing on 
relationships and relevance mean that the 
transactional channel will still have a future in 
the digital world.
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