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Viva Las Vegas’ Local

By Mark Davison

As I walked down the carpeted corridor of non-smoking, the 
familiar sights, sounds and smells of the Las Vegas casino almost 
swamped my senses: the milliard light bulbs, flashing in almost 
every primary colour imaginable; the constant clamouring of bells, 
interspersed by special effects and synthetic voices; and the 
chemical smell of man-made air freshener barely concealing the 
sour odour of stale beer, expectant sweat and dashed hopes.

Passing the raised pedestal of the cocktail bar with its leather chairs 
and glass tables, the vast baize shells of the crap tables and the 
horseshoe-styled blackjack tables (ever notice, G, how the lucky 
side always houses the dealer?), I veered right and approached 
the comforting sight that has now become the Vegas Local. I lit a 
cigarette as I clambered on to one of the available bar stools and 
reached into my wallet for the $20 which, once slipped into the cash 
slot of the counter poker machine, would entitle me to free drinks.

That’s Vegas, I thought, always making you think you’ve got a 
great deal when in actual fact you’ve paid for it! The experienced 
old harlot who’ll verbally agree to fulfil your every fantasy, take your 
cash, and then call security on you before she has to perform. For 
some inexplicable reason, Ray-Ban Ray sprang instantly into my 
head. He’d love this place … the constant hype, the sights that 
actually do stay in Vegas, the anticipation, the feeling of infinite 
excitement. Always a sucker for that kind of illusionary perfection – 
the greatest of deals.

Cyncial Cynthia (US version) noticed me settling and literally did a 
double-take. I smiled and nodded at her as she approached.

“The South African,” she smiled brightly back. “I can’t remember 
your name, but if I’m right, you’re drinking Sam Adams?”

I was impressed and suitably bowed my head in her direction. It 
had been just on a year since I’d last been in the Vegas Local and 
considering the thousands of customers she must have served 
since then, it really was remarkable that she’d remember a lone 
drinker with a funny accent who’d last spent less than a week at 
this particular resort. In one fluid movement she turned, bent down, 
and turned again to place an uncapped, fresh brown, blue-labelled 
bottle on a napkin in front of me. One of America’s better brews, for 
those who retch at the thought of a Bud Light.

“That’s a really amazing memory that you’ve got,” I said as the 
first gulp of the day halved the contents. At nearly $7 a beer, I was 
determined to get my money’s worth for the poker machine.

“Yeah,” she half giggled. “I’m really good at remembering people 

me. Then her face genuinely lit up.

“How are ya?” another beaming smile. “And how’re things in South 
Africa?” She’d simultaneously noticed the empty bottle, scooped 
it up and performed an identical manoeuvre to Cynical Cynthia’s 
earlier one in replenishing my beer.

“Chugging along,” I responded. “How’re things in Vegas?”

She pulled a sour face. “Not as great as it used to be,” she said. 
“Seems the economy’s hit everyone.” Then she brightened. “But 
we’re still, as you say, chugging along … we’re still doing good on 
the tips we rely on.”

“I can see why,” as I tipped the bottle at her. “You and Cynthia have 
got to be two of the best bartenders I’ve ever known – and believe 
me, I’ve known quite a few. Your service is phenomenal.”

“Ah, shucks,” she actually said as she blushed. “I bet you say that 
to all the girls!” Again, I was interrupted in mid-reply as Wendy 
quickly excused herself to tend to a trio of partygoers blatantly 
fanning the air with dollar bills.

It was time for me to register for the real reason that I was in town, 
a conference. I cashed out my poker machine and was pleasantly 
surprised to see the barcoded strip registering $25. I placed a five-
dollar bill in the tips glass and waved my goodbyes. “I’ll be back,” I 
yelled at Wendy and Cynthia. And I would be. Hell, I thought, even 
if I was staying in a different resort, I’d make a point of coming 
down to the Vegas Local.

That’s the kind of thing that exceptional service instils in people, in 
customers. Even in the bad times. It’s called loyalty.

and what they drink, but I’m 
lousy with names.” My mouth 
opened to reply, but she held 
up a manicured finger and 
with a hurried, “I’ll be back in a 
sec.” spun off to serve another 
gesturing holidaymaker.

I punched the “Deal” button on 
the machine and drained the 
last of the Sam Adams just as 
Welcoming Wendy emerged from 
the other side of the circular bar. 
She too stopped in her tracks 
momentarily as she squinted at 
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Above and top: Mustek has opened its new regional 
branch in Polokwane, Limpopo. The new branch will 
be focussed on actively maintaining and serving 
all locally-based customers. The vision is to grow 
the branch considerably over the next five years, 
empowering local businesses and contributing to 
skills development and job creation in Limpopo. 

Left: Rectron ran a back to work competition with 
Samsung and two winners from IT Evolution won 
prizes of an IT bundle consisting of a Samsung Series 
9 notebook, a Samsung 23-inch LED Monitor and a 
Samsung 35 PPM Mono Laser Printer. Ryan Rorrison 
and Dale Honeywell from IT Evolution are pictured 
receiving their prizes.
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We focus our attention on creating amazing colour.
So you can focus on attracting  attention.
You’re looking at high-end LED print technology. Our proven HiQ LED product range utilises 
breakthrough technology,  that deliver amazing colours and impressive image quality for effective 
business graphics.

 Colour Laser Printer
 Speed: 12/15 ppm
 A4 size
 750 pages/month
 GDI Host
 Network/USB

 Colour Laser Printer
 Speed: 10/12 ppm
 A4 size
 750 pages/month
 GDI Host
 USB

Phaser® 6000 Phaser® 6010

Ready for Real Business

For more information please call
0800 117 843
www.xerox.co.za or

Bytes Document Solutions, a division of Bytes Technology Group, is the authorised distributor of Xerox products to 26 African countries.
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Bytes Document Solutions (BDS) recently celebrated its Annual 
Long Service awards. This year BDS honoured 60 winners 
and celebrated an astounding 945 years of combined skill, 
knowledge, experience and value to BDS’ business. 
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Borderless Networking
Tailor made solutions to fit your 
business

Pre-sales assessment by  
qualified engineers

Back-up stock support 

Dedicated team of  
Borderless Network experts

0800 600 557
w w w. c o m z t e k . c o m
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The 2013 OTEL Telecoms Channel Partner Roadshow attracted 
over 60 WISPs, ISPs, PBX and IT companies in an intensive four 
weeks of national travel, with the aim of building relationships 
and presentation of OTEL’s flagship TVNO 2.0 service. The 
NGN Internet Provisioning service over Fibre and Copper 
Infrastructure Nationwide also received attention. 
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AxizWorkgroup has donated hardware and 
software in excess of R1-million to a community 
development non-profit organisation, MES – 
Mould Empower and Serve.
The donation, which includes laptops, printers, 
keyboards, mice, Webcams, headsets and 
software from leading brands such as HP, 
Packard Bell, Logitech and Knowledge 
Adventure, is used in the different programmes 
of MES Johannesburg, Cape Town, Port Elizabeth 
and Kempton. Currently, these items are used by 
the Early Childhood Development Centre where 
young children are taught basic computer skills; 
the After-School centres where children do their 
homework and school projects; and the Training 
& Job Placement centre where individuals 
get the opportunity to create CVs and look for 
employment. 
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creative community Behance; the ability to synchronise, store, 
share and collaborate between the desktop, cloud and mobile 
devices; and seamless publishing. All of which can be done 
through access to the Creative Cloud, on the device of your 
choice.

Core features of Adobe Creative Cloud:
Desktop, Web and Mobile Access - Creative Cloud allows 
users to stay connected with workgroups and the creative 
community via their desktop, website, or mobile device. 
With Creative Cloud, your entire creative world gets its own 
centralised hub where ideas, files, fonts, settings, notifications, 
and team members are connected and organised. Join group 
folders to work collaboratively; track updates and comments 
to shared files; stay connected to work on Behance; get 

notified when app updates are available and download the 
latest updates; and access favourite colours, fonts and settings, 
wherever you are.

Integration With The World’s Leading Creative Community - 
With Behance now integrated with Creative Cloud, members 
will be able to publish their own portfolios, follow other 
creatives, publish work-in-progress from within a growing 
number of Creative Cloud apps and solicit feedback from 
the worldwide creative community. Over 1.4 million creatives 
globally are part of the Behance network.

Synchronise, Store, Share and Collaborate - All files and assets 
will be automatically synchronised between the desktop, cloud 
and mobile devices. A designer can take a photo on their iPad, 
use Photoshop Touch to refine the photo while on the go, then 
access that file, via the cloud, and use Photoshop Creative 
Cloud on their Mac or Windows PC to further enhance the 
image. Designers can designate shared folders and invite 
others to collaborate on files. Edits are stored with version 
history so users can share their files with confidence. Individual 
members receive 20GB of storage.

Seamless Publishing - Creative Cloud members have access 
to the services necessary to publish highly personalised 
portfolio websites using Behance ProSite, high-impact digital 
magazines for iPad using Digital Publishing Suite (DPS) Single 
Edition, and PhoneGap Build to create and publish mobile 
apps for any device. Adobe Typekit features an unmatched 
library of old-classic to new favourite fonts for use on websites 
– and, with this update, creatives can use many of these same 
fonts directly in their desktop applications.

According to Comztek customers who sign up for Creative 
Cloud can immediately download and use the latest cloud-
enabled innovations from Adobe, including a range of new 
versions of the Adobe tools you know and love. This new 
iteration of the product also provides a series of tools and 
services that will enable you to take publishing as well as 
collaboration to a new level, as a result of its integration with 
Behance.

In addition to this series of core features and functionality 
that has been added to the suite, the most recent update to 
Creative Cloud includes the next generation of Adobe desktop 
applications, such as: Adobe Photoshop, InDesign, Illustrator, 
Dreamweaver and Premiere Pro. The suite of desktop tools will 
now, be branded simply “Creative Cloud”, and includes more 
than 30 tools and services by which to drive content creation 
across print, web, mobile apps, video and photography.

Some notable new features in individual aspects of the 
products include the fact that Photoshop Creative Cloud will 
ship with new sharpening technologies and designer workflow 
enhancements, as well as the ability to post files directly 
to Behance from within the application. For designers, the 

Touch Type tool in Illustrator Creative Cloud offers a new level 
of creativity with type. A new, modern architecture for InDesign 
Creative Cloud turbocharges performance, and in-browser editing 
in Adobe Muse Creative Cloud. Adobe Premiere Pro Creative 
Cloud also includes new editing features, customisations and 
improvements to help editors work efficiently, to name a few.

According to Comztek the updates to Creative Cloud are 
significant, and all aim to offer the designer more power, design 
flexibility, the opportunity to better collaborate, all of which can be 
done in the cloud and across multiple devices.

For customers looking for new, more connected tools as well 
as fonts, files, and projects that are always in sync. All they 
simply need is the new Adobe Creative Cloud.

Adobe’s Creative Cloud (CC), provides your customers access 
to a solution that includes a range of next generation Creative 
Cloud desktop applications that are able to deliver fully integrated 
cross-device collaboration, community and publishing capabilities. 
The suite is the creative giant’s foray into the cloud and combines 
innovations such as an area where creative files can be stored, 
synced and shared, via Creative Cloud, on Mac OS, Windows, iOS 
and Android. 

Key features of the product include: desktop, Web and mobile 
access; the aforementioned integration with the world’s leading 

TOP FIVE MYTHS ABOUT 
CREATIVE CLOUD
#1 You don’t have to run your applications in a browser – 
contrary to popular belief is that when you enter the cloud 
you don’t do everything through a browser. With Creative 
Cloud your download and install your applications and run 
them from your hard drive, not from the cloud. 

#2 You do not have to be connected to the Internet to 
connect to your applications. A version of your software 
will be available on your computer at all times as they are 
available offline. The only time you absolutely have to be 
online is when you install and license your software.

#3 You can and are able to share files via Creative Cloud. 
Not only do you get 20 GBs of free space, but you can 
share files that are in this space to others who are not using 
Creative Cloud – they will just be able to view these through 
a web browser.

#4 If you decide to no longer be a Creative Cloud 
member then you won’t have access to your Creative Cloud 
applications anymore, but if you’ve got previous Creative 
Suite App versions, you’ll be able to open your files provided 
that you’ve saved them down to compatible formats with 
your older applications or other 3rd party Applications.

#5 No you do not have to update, nor will you be forced 
to upgrade your software, you can run the version of the 
software you need until you are ready to upgrade. 

Bishen Gosai
Adobe Channel Manager
adobe@comztek..com

July-DPS-editorial.indd   1 2013/06/12   05:00:46 PM
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creative community Behance; the ability to synchronise, store, 
share and collaborate between the desktop, cloud and mobile 
devices; and seamless publishing. All of which can be done 
through access to the Creative Cloud, on the device of your 
choice.

Core features of Adobe Creative Cloud:
Desktop, Web and Mobile Access - Creative Cloud allows 
users to stay connected with workgroups and the creative 
community via their desktop, website, or mobile device. 
With Creative Cloud, your entire creative world gets its own 
centralised hub where ideas, files, fonts, settings, notifications, 
and team members are connected and organised. Join group 
folders to work collaboratively; track updates and comments 
to shared files; stay connected to work on Behance; get 

notified when app updates are available and download the 
latest updates; and access favourite colours, fonts and settings, 
wherever you are.

Integration With The World’s Leading Creative Community - 
With Behance now integrated with Creative Cloud, members 
will be able to publish their own portfolios, follow other 
creatives, publish work-in-progress from within a growing 
number of Creative Cloud apps and solicit feedback from 
the worldwide creative community. Over 1.4 million creatives 
globally are part of the Behance network.

Synchronise, Store, Share and Collaborate - All files and assets 
will be automatically synchronised between the desktop, cloud 
and mobile devices. A designer can take a photo on their iPad, 
use Photoshop Touch to refine the photo while on the go, then 
access that file, via the cloud, and use Photoshop Creative 
Cloud on their Mac or Windows PC to further enhance the 
image. Designers can designate shared folders and invite 
others to collaborate on files. Edits are stored with version 
history so users can share their files with confidence. Individual 
members receive 20GB of storage.

Seamless Publishing - Creative Cloud members have access 
to the services necessary to publish highly personalised 
portfolio websites using Behance ProSite, high-impact digital 
magazines for iPad using Digital Publishing Suite (DPS) Single 
Edition, and PhoneGap Build to create and publish mobile 
apps for any device. Adobe Typekit features an unmatched 
library of old-classic to new favourite fonts for use on websites 
– and, with this update, creatives can use many of these same 
fonts directly in their desktop applications.

According to Comztek customers who sign up for Creative 
Cloud can immediately download and use the latest cloud-
enabled innovations from Adobe, including a range of new 
versions of the Adobe tools you know and love. This new 
iteration of the product also provides a series of tools and 
services that will enable you to take publishing as well as 
collaboration to a new level, as a result of its integration with 
Behance.

In addition to this series of core features and functionality 
that has been added to the suite, the most recent update to 
Creative Cloud includes the next generation of Adobe desktop 
applications, such as: Adobe Photoshop, InDesign, Illustrator, 
Dreamweaver and Premiere Pro. The suite of desktop tools will 
now, be branded simply “Creative Cloud”, and includes more 
than 30 tools and services by which to drive content creation 
across print, web, mobile apps, video and photography.

Some notable new features in individual aspects of the 
products include the fact that Photoshop Creative Cloud will 
ship with new sharpening technologies and designer workflow 
enhancements, as well as the ability to post files directly 
to Behance from within the application. For designers, the 

Touch Type tool in Illustrator Creative Cloud offers a new level 
of creativity with type. A new, modern architecture for InDesign 
Creative Cloud turbocharges performance, and in-browser editing 
in Adobe Muse Creative Cloud. Adobe Premiere Pro Creative 
Cloud also includes new editing features, customisations and 
improvements to help editors work efficiently, to name a few.

According to Comztek the updates to Creative Cloud are 
significant, and all aim to offer the designer more power, design 
flexibility, the opportunity to better collaborate, all of which can be 
done in the cloud and across multiple devices.

For customers looking for new, more connected tools as well 
as fonts, files, and projects that are always in sync. All they 
simply need is the new Adobe Creative Cloud.

Adobe’s Creative Cloud (CC), provides your customers access 
to a solution that includes a range of next generation Creative 
Cloud desktop applications that are able to deliver fully integrated 
cross-device collaboration, community and publishing capabilities. 
The suite is the creative giant’s foray into the cloud and combines 
innovations such as an area where creative files can be stored, 
synced and shared, via Creative Cloud, on Mac OS, Windows, iOS 
and Android. 

Key features of the product include: desktop, Web and mobile 
access; the aforementioned integration with the world’s leading 

TOP FIVE MYTHS ABOUT 
CREATIVE CLOUD
#1 You don’t have to run your applications in a browser – 
contrary to popular belief is that when you enter the cloud 
you don’t do everything through a browser. With Creative 
Cloud your download and install your applications and run 
them from your hard drive, not from the cloud. 

#2 You do not have to be connected to the Internet to 
connect to your applications. A version of your software 
will be available on your computer at all times as they are 
available offline. The only time you absolutely have to be 
online is when you install and license your software.

#3 You can and are able to share files via Creative Cloud. 
Not only do you get 20 GBs of free space, but you can 
share files that are in this space to others who are not using 
Creative Cloud – they will just be able to view these through 
a web browser.

#4 If you decide to no longer be a Creative Cloud 
member then you won’t have access to your Creative Cloud 
applications anymore, but if you’ve got previous Creative 
Suite App versions, you’ll be able to open your files provided 
that you’ve saved them down to compatible formats with 
your older applications or other 3rd party Applications.

#5 No you do not have to update, nor will you be forced 
to upgrade your software, you can run the version of the 
software you need until you are ready to upgrade. 

Bishen Gosai
Adobe Channel Manager
adobe@comztek..com
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‘Explosive’ appearances on the F1 stage

Graham Duxbury is the MD 
of Duxbury Networking, 
Formula 1 commentator, 
South African champion and 
Daytona Speedway USA Hall 
of Fame inductee.

FORMULA ONE in FOCUS

Every so often, a new star flashes across 
the Formula One firmament. Their entrance 
into the sport can only be described as 
“explosive”, and followed by a blazing trail of 
new records. 

For example, when the great Austrian 
Jochen Rindt was killed in 1970, a young 
Brazilian, Emerson Fittipaldi, was called 
upon to fill the shoes of the team leader 
whose fatal crash was caused by a 
component failure on his Lotus 72. 

It was a baptism of fire, but “Emmo” 
shrugged off concerns over his car’s fragility 
and won first time out, at the American GP. 

Just a year and a half later, he was crowned 
world champion – the youngest driver to 
achieve this accolade at the time. He went 
on to win a second title in 1974. 

South Africa’s Jody Scheckter also made a 
dramatic entry into the sport. Unfortunately 
it was for all the wrong reasons, having 
caused a dramatic crash on the first lap of 
the 1973 British GP that wiped out almost 
half the field. 

However, the impetuous youngster soon 
made amends, and the following year he 
won the British and Swedish GPs, firmly 
establishing himself as one of the “greats”. 

Scheckter is the only South African to have 
won the SA GP, and his world championship 
success in 1979 with Ferrari represented the 
last for the Italian marque for 21 years - until 
the arrival of Michael Schumacher. 

The German’s ability behind the wheel was 
immediately apparent in his early career in 
sports cars, driving for the Mercedes-backed 
Sauber team. Mercedes-Benz arranged to 
fund a F1 race for Schumacher in a Jordan 
at the 1991 Belgian GP. 

His qualifying performance was electric and, 
although his car failed shortly after the start, 
he had done enough to establish himself 
as a noteworthy talent. He was snapped 
up by the Benetton team for whom he won 
consecutive world championships in 1994/5. 

Schumacher moved to Ferrari in ‘96 and 
won another five consecutive drivers’ 
titles from 2000 to 2004. With seven world 
championship wins, he holds many of F1’s 
records, including race victories (91), fastest 

laps (77), pole positions (68), points scored 
(1 566) and most races won in a single 
season – 13 in 2004. 

According to the official F1 Web site, he is 
statistically the greatest driver the sport has 
ever seen. 

One of the biggest disappointments for 
F1 fans is that they never got to see the 
on-track battles that top-level Schumacher 
– Ayrton Senna clashes would undoubtedly 
have produced. 

Sadly, Senna was killed in 1994, just as 
Schumacher was coming to prominence. 
However, Senna is regarded as the best 
driver of his era. His bravery was beyond 
doubt and his blinding speed over a 
qualifying lap was legendary. 

After winning the British F3 championship 
in ‘83, he made his F1 debut with Toleman 
in ‘84 - astounding many with his wet 
weather performance at Monaco, where he 
finished second and looked set to overtake 
Alain Prost for the win just as the race was 
stopped. 

Senna moved to Lotus the following year 
and won six GPs over the next three 
seasons. 

In 1988, with McLaren, he claimed his 
first world championship title. He won 
his second and third titles in 1990 and 
’91. Voted one of the greatest drivers 
of all time in various motorsport polls, 
Senna influenced many of today’s F1 
drivers, including Lewis Hamilton whose 
crash helmet – according to some - is 
predominantly yellow as a mark of respect 
for his hero. 

Hamilton is also a member of the exclusive 
club of drivers whose arrival in F1 made 
hardened professionals take a second look 
at his credentials - which included winning 
the British Formula Renault, F3 Euroseries, 
and GP2 championships. 

He made his F1 debut for McLaren in 2007, 
finishing on the podium in his first five 
races, winning the sixth. A year later he 
was world champion. 

Fernando Alonso is another of the current 
F1 drivers to have shown exceptional 
promise at an early stage. A world karting 

champion, he launched his F1 career 
with Minardi, a back-of-the-grid team. He 
nevertheless impressed, and was given a 
drive with Renault. In 2005 he was world 
champion. 

Winning the title again in 2006 made him 
the youngest double champion – until the 
arrival of Sebastian Vettel. 

Vettel, now a three-time champion, is a 
dominant force in contemporary F1. The 
youngest triple champion in history, he 
also holds numerous other “youngest” F1 
records including the youngest driver to 
score championship points; to lead a race; 
to secure pole position; and to win. 

Similarly, over in the two-wheeled world, 
there are riders who have staked their claim 
to greatness early in their careers. Marc 
Marques (20) recently won his second-ever 
MotoGP race, surpassing the record of his 
(now) great rival Jorge Lorenzo who, in 
2008, won the third race he contested. 

By contrast, Valentino Rossi “only” won 
his ninth race in the premier class, but 
has gone on to amass seven world 
championship titles (nine in all) since then. 
All are truly prodigious talents.
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Spies resignation bombshell
Shockwaves reverberated throughout the 
channel last month when one of its best-
known executives, Pierre Spies, CEO of 
Tarsus, announced that he was leaving the 
company after 21 years.

Spies, who has become almost an 
institution at Tarsus and within the South 
African channel, started at the company 
as an accountant in 1992. It was only his 
second job after completing his articles. In 
1994 he was promoted to financial director 
and, along with then CEO Guy Whitcroft, is 
credited with putting in place many of the 
business systems, controls and processes 
that saw Tarsus become a multi-billion rand 
enterprise and one of the biggest and most 
successful distributors in the region.

He took over as CEO of Tarsus in 
2007 when Whitcroft moved to group 
headquarters and subsequently to Aptec in 
Dubai. 

His efforts at Tarsus were duly recognised 
when, in 2009, he was appointed to the 
board of holding company MB Technologies 

as an executive director.

Following his resignation, he has 
relinquished all executive roles at the group, 
but will be retained as a consultant for 12 
months.

At the time of going to press, Spies was 
unavailable for comment and is believed to 
be on an extended holiday with his family.

Speculation in the channel is rife following 
Spies’ announcement, first revealed to 
staff in a memo hours before an official 
statement, but sources close to the 
company say it is the culmination of 
various boardroom battles over issues 
such as future strategy and the group’s 
new premises in Woodmead which have 
allegedly raged on for months.

The official statement on Spies’ resignation 
released by MB Technologies, however, 
gave no indication of the reasons behind his 
announcement.

“In his 21 years with Tarsus, Pierre 
has made a significant contribution to 

We wish him all the best in his future 
endeavours.”

Fullerton goes on in the statement to say 
that Anton Herbst will take up the reins at 
Tarsus as interim CEO. Hebst is another 
well-respected and highly regarded channel 
executive whose previous experience 
includes senior positions at SDD (Siltek 
Distribution Dynamics) and the CEO job 
at MB Technologies’ sister company 
ACT. Herbst has been a consultant at MB 
Technologies for the past few years. 

“Anton has a proven track record and 
is a respected senior executive in the 
group,” says Fullerton. “He has a wealth 
of knowledge and experience in the SA IT 
industry spanning more than two decades. 
He is the ideal person to step into the 
role until a new CEO is appointed. Anton 
currently consults to the group in the areas 
of strategy and business development.”

Herbst concludes the official statement 
with: “I look forward to the opportunity of 
stepping into the CEO shoes at Tarsus 
Technologies, even if only for the interim. 
It is important that we continue to provide 
our customers and partners with the service 
excellence they have come to expect from 
us.”

Again, the channel rumour mill has swung 
into full swing over who will eventually take 
up the CEO position.

Sources indicate that Herbst is keen to 
make his interim status permanent, but 
that the MB Tech board wants to hire an 
executive head-hunter to further investigate 
what talent is currently available in the 
channel.

The truth of the matter, though, is that there 
are very few executives around with the 
nous and experience to take on a challenge 
as big as Tarsus. And, in a market as 
volatile and cutthroat as the channel 
currently is, the quicker a decision is made, 
the better.  

both Tarsus and the MB 
Technologies Group and has 
displayed great loyalty and 
a high work ethic throughout 
his tenure,” group CEO 
Glenn Fullerton says in the 
statement. “He will be missed 
by his peers and colleagues. 
Pierre’s hands-on approach 
to business has presented 
him with the opportunity to 
work with all the major IT 
vendors and resellers.

“He is a people’s person 
and has led from the front,” 
Fullerton continues. “Pierre is 
a very well regarded figure in 
the industry and we are sad 
to see him leave, however, 
he will continue to consult to 
the group for next 12 months. Pierre Spies, outgoing CEO of Tarsus.
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Bolstering security is 
good MPS business

By Craig Green, channel manager at Xerox 
distributor Bytes Document Solutions 

Security is increasingly climbing to the top of the list of 
IT priorities for businesses both large and small – and 
with good reason. As security threats become more 
sophisticated and regulatory compliance requirements 
become stricter, business owners are looking for 
simpler ways to protect their data. 

While cost is still the key driver for business owners 
considering managed print services (MPS), security 
is quickly becoming a close second. Users have 
the opportunity to add value and bolster business 
by raising awareness about printer and document 
security risks, and ultimately incorporating security 
expertise and products into managed print contracts. 

And let’s face it, when it comes to IT security, multi-
function devices are often overlooked. Malicious 
software and viruses are most often associated 
with personal computers, but the truth is that any 
networked device is vulnerable. 

Security and networking expert Mark Gibbs explains it 
best, in these article excerpts: 

With this increased sophistication of multi-function 
devices (MFDs) running highly customised versions 
of open source operating systems comes the 
requirement that MFDs have to be managed and 
their integrity has to be protected, just like any other 
network endpoint. 

To ensure that the MFD can’t be manipulated or 
subverted, its operating system needs to have built-
in integrity checking and intrusion detection. While 
the technologies that support this level of systemic 
defence are becoming common in top-end server 
systems, their use in MFDs is only just becoming 
understood as a strategic issue in enterprise networks. 

Every enterprise looking to invest in new MFDs 
should be demanding that, along with the rest of the 
shopping list of security features, integrated operating 
system defences are included because ever more 
sophisticated and complex threats to networked 
devices are only going to become more common. 

More than half of office workers surveyed (54%) 
say they either don’t always follow their company’s 
IT security policies (33%) or aren’t even aware of 
the policies (21%) – leaving the security of their 
information at risk. 

This data, according to a Xerox and McAfee survey, 
also showed 39% of employees who copy, scan or 
print confidential information at work say they are not 
certain that the information on a networked device will 
remain secure. 

IT administrators don’t always consider printers and 
MFDs as a security threat. However, taking the time 
to protect them is an integral part of today’s security 
imperative.

Cloud computing 
key for Oracle
Cloud computing is fast becoming one of the 
cornerstones that most major vendors are building 
their future strategies on and global giant Oracle 
is no exception. In a recent world tour taking 
in 10 major cities dubbed CloudWorld, senior 
executives from the company addressed thousands 
of customers and partners on just what Oracle 
is offering in terms of cloud computing and the 
strategy it is adopting around this significant new 
trend. Mark Davison attended the Munich leg of 
CloudWorld.

As one of its three key strategies, cloud computing will be a major focus for 
Oracle over the next few years with more and more of its annual $5-billion R&D 
spend being allocated to it.

Mark Hurd, president of Oracle, told delegates at its CloudWorld Munich event 
that the IT industry is going through dramatic change, and that this change is set 
to continue into the future.

The event was part of a whirlwind 10-city global tour by Oracle senior executives 
to outline its strategy and offerings in the cloud.

“There are going to be a lot of secular changes in the next seven years that will 
completely change our game,” Hurd says. “The whole customer experience, the 
way the customer engages with, connects and transacts with you is going to 
change our IT.

“Our job is to continue to invest in R&D to maximise your choices, ensure your 
flexibility and to give you access to the most advanced applications that you can 
leverage with your existing IT,” he adds.

Hurd says Oracle will spend $5-billion on R&D this year and that it has acquired, 
and will continue to acquire, companies it feels fit in with its cloud strategy.

“Think of these acquisitions as supplementing our $5-billion in R&D because 
technology comes along with these acquisitions,” he says. “There is a lot of 
technology inside of them.”

Hurd says that there are three key elements to the company’s cloud strategy: 
platform, infrastructure, applications and services which will be available on 
Oracle Cloud (public), private cloud or on-premise.

“Why is Oracle doing this?” Hurd asks. “Because we are trying to give you 
ultimate choice. We’ll take everything off the table except IP. If you want your 
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cloud as Opex, we’ll do it; if you want it as 
Capex, we’ll do it; if you want to mix private 
cloud with Oracle Cloud, we’ll do it.

“All of this is designed so that you don’t 
have to face a generation of rip and replace 
and can easily transition into the next 
generation of IT that is emerging,” he says. 
“So that you don’t have to worry about 
what is public, private or hybrid cloud – so 
that you can optimise and get maximum 
flexibility from all of them.”

While many may still consider cloud 
computing to be in the experimentation 
phase, it has already opened a multitude 
of new markets for Oracle – particularly 
among smaller companies that would never 
before have considered the IT giant due to 
the perceived costs involved.

Thomas Kurian, executive vice-president, 
product development at Oracle, says the 
company is happy with the progress it is 
now making within the SMB segment, but 
that cloud services are also opening new 
opportunities within its traditional corporate 
base too.

“We do see that a lot of customers going for 
our software as a service (SaaS) offerings 
are smaller companies,” Kurian says. 
“Many of them have never been Oracle 
customers before and come in for the first 
time because they want some kind of CRM 
or marketing solution. Many of them do 
not have their own IT staff, so it is an ideal 
solution for them. This obviously opens a 
new market segment for Oracle.”

Another new market the company can 
target with cloud services, he says, is 
actual departments within large corporate 
customers. He says a prime example of this 
is Oracle’s Hyperion financial offerings.

“Hyperion runs on-premise today and is 
traditionally used by the CFP to handle 
budgets,” Kurian explains. “But many of the 
departments within the company also have 
to submit budgets – and these are usually 
done on spread sheets. We are currently 
running trials of Hyperion in the cloud which 
can be used by these various departments 

instead of spread sheets.

“We have developed systems to run the 
largest organisations in the world – eight 
of ten of the biggest companies in the 
world use our SaaS offering,” he says. “But 
now it can be used by any part of the IT 
landscape.” 

And the cloud is becoming an increasingly 
important revenue stream for Oracle.

Asked directly at a post-keynote press 
conference just how much revenue the 
company was garnishing from cloud, Kurian 
would only reveal already publicly-stated 
figures. 

On its public cloud services alone, Oracle 
has secured revenues of more than 
$1-billion making it, Kurian says, the second 
biggest player in this space – a position it is 
determined to sustain.

“We’ve made only one public statement on 
this subject that we had generated revenue 
of more than $1-billion from public cloud 
subscriptions only,” Kurian says. “This 
makes us the second largest in this market 
after Salesforce.com.”

And Kurian is confident that Oracle can 
maintain – and improve on – this position 

in the future with a number of new 
enhancements to its offerings.

“Since Oracle OpenWorld where we 
announced our platform services, we today 
have 4 800 customers on our database 
services and 2 900 on Java,” he says. 
“That’s just two examples of the progress 
we’re making. On the applications side, 
we announced human resources, talent 
management, sales and customer service 
offerings and have since announced new 
releases of these.

“Also, our ERP offerings were in trials at 
the time of OpenWorld – we had our first 
site customer using this software,” he adds. 
“This is now a fully-fledged cloud offering.”

Added to this, acquisitions had led to 
additional services being made available.

“The acquisition of Eloqua, for example, 
which forms the basis of our marketing 
services,” says Kurian

No doubt, with the substantial contribution 
it is making in R&D, coupled with the fact 
that Oracle has never been known as a 
shrinking violet when it comes to strategic 
acquisitions, the company has made its 
intentions clear about its future in the cloud. 

Mark Hurd, 
president of 
Oracle.
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Mustek wins Schneider award
Mustek has been awarded as APC by Schneider Electric’s Distributor of 
the Year for the SMB Business category at the company’s Annual Partner 
Conference, held in Istanbul, Turkey in May this year. 
The conference brought together Schneider Electric’s Partners from the 
Middle East and Africa to discuss product and information updates, share 
best practices and to recognise 2012 partner achievements.
Mustek won the award due to the exceptional growth it has established 
for the APC by Schneider Electric brand in South Africa, and the trusted 
partnership it shares with APC by Schneider Electric – one which has 
lasted over 12 years.
“I am very proud to be recognised by peers in the industry for both of 
these accolades,” says Andrada Manu, product manager for APC by 
Schneider Electric at Mustek.
“This award reinforces that Mustek continues to lead in the SMB 
distribution space, with a dedicated focus and a motivated sales force 
driving quality customer service and after-sales support.”
Looking ahead, Mustek aims to grow APC by Schneider Electric’s market 
share by increasing sales and after-sales support, and to be the first 
choice to the market in the uninterruptible power supply (UPS) sector.

Adobe Creative Cloud 
updates with Comztek
Comztek resellers will now be able to 
offer their customers access to a solution 
that includes a range of Adobe Creative 
Cloud desktop applications, which are 
able to deliver fully integrated cross-device 
collaboration, community and publishing 
capabilities.

Creative Cloud will be available from June 
and combines innovations such as an area 
where creative files can be stored, synced 
and shared, via Creative Cloud, on Mac 
OS, Windows, iOS and Android.

“Customers who sign up for Creative 
Cloud can immediately download and use 
the latest cloud-enabled innovations from 
Adobe, including a range of new versions of 
the Adobe tools you know and love,” states 
Bishen Gosai, Adobe channel manager at 
Comztek.

“This new iteration of the product also 
provides a series of tools and services that 
will enable you to take publishing as well as 
collaboration to a new level, as a result of 
its integration with Behance.”

Key features of the product include: 
desktop, Web and mobile access; the 
aforementioned integration with the world’s 
leading creative community Behance; the 
ability to synchronise, store, share and 
collaborate between the desktop, cloud and 
mobile devices; and seamless publishing. 
All of which can be done through access to 
the Creative Cloud, on the device of choice.

This update to Creative Cloud includes 
the next generation of Adobe desktop 
applications, such as Adobe Photoshop CC, 
InDesign CC, Illustrator CC, Dreamweaver 
CC and Premiere Pro CC.

“The updates to Creative Cloud are 
significant, and offer the designer more 
power, design flexibility and the opportunity 
to better collaborate, all of which can be 
done in the cloud and across multiple 
devices,” says Gosai.

Comstor partnerships benefit customers
Working with vendor partners NetApp and SAP, Comstor, a division of Westcon SA, 
is enabling customers to accelerate the deployment and delivery of an agile data 
infrastructure for their SAP applications and infrastructure.

According to Comstor, the recent announcement by NetApp and SAP introduced a deeper 
collaboration of the companies around the delivery of next-generation solutions, such as 
the SAP HANA and SAP NetWeaver Landscape Virtualisation Management Software. This 
collaboration will offer local Comstor customers the opportunity to further innovate within 
their database and data management environments.

“Companies are looking for data management solutions that promote innovation and agility, 
which will in turn assist them in driving their competitive advantage as well as reduce the 
total cost of ownership of these solutions,” states Andrew Hindshaw, data centre practice 
lead Comstor.

“To this end, customers want to see immediate benefits from their investments by way of 
lowering the total cost of ownership (TCO) and accelerating time to market, all of which can 
now be achieved through flexible and efficient IT delivery environments, as evidenced by 
the partnership between NetApp and SAP.”

The expansion of the partnership between the vendors will enable Comstor resellers and 
their customers to tap into a solution that offers scalability and data protection, as well as 
the ability to better manage data growth. SAP HANA is enabling customers to analyse big 
data and make decisions in realtime.

It is spurring productivity and new innovations, including the Cisco UCS with NetApp 
Storage solution for SAP HANA, which combines the innovative Cisco Unified Computing 
System (Cisco UCS) with NetApp unified storage systems. 

This solution delivers ease of management, infinite scalability and extremely high system 
availability.
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DEEP THROAT

Shock and awe? Not really
The resignation of Pierre Spies from Tarsus may have come 
as a sudden shock to many. Many, that is, apart from us here 
at Deep Throat. We’d heard strong rumblings as far back 
as last year that all was not well in the MB Tech corridors of 
power – and that the performance of flagship Tarsus was the 
main cause for much of the discontent.
We’ve often lamented that it is very difficult for non-channel 
people to understand the vagaries and the nature of volume 
distribution; they just can’t seem to get their heads around 
the monumental, logistical effort and expense that is put in 
for such tiny returns; and that these often have to be doubled 
just to maintain previous figures. Just ask the bankers who 
pulled the plug on SDD back in 2001. So when your major 
shareholders include the richest platinum miners in the 
world and one of the world’s top investment banks, there are 
bound to be boardroom battles. Spies simply found himself 
on the wrong side of the table this time round and, after 21 
years, decided to call it quits. So, to answer the question 
we’ve been inundated with since the announcement: Was he 
pushed or did he jump? Work it out for yourselves.
The fact of the matter is that Spies will be back in distribution 
proper just as soon as his 12-month restrai …, sorry, 
consultancy expires. Where? We don’t know yet, but a 
reliable little bird tweets in our ear that he has “four or five 
different options on the table”. We’ll keep you posted.
In the meantime, Deep Throat swallows … Jagermeister 
from the bottle … and wishes Spies every success in 
whatever future venture he eventually does select. 
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Pic of the Month:
The right kind of bomber
With all the hullabaloo around the US’ 
National Security Agency (NSA) spying on us 
ordinary folks’ e-mails, we have to admit we 
were a little apprehensive about the headline 
and text around this month’s pic. But what the 
hell … a photo-bomb is a photo-bomb and, 
usually, pretty harmless unless you’re a bride 
and groom. A certain Mr Robb was captured 
during a casual drinks session at what is still 
one of the best pubs in the industry – Duxbury 
Networking’s – as his colleague Warren 
Gordon tried to capture an image of what 
is arguably one of the world’s finest tipples. 
“Bomber” Robb has sheepishly claimed that 
he wasn’t photo-bombing (he’s much too 
mature for those kind of antics), but was just 
over-eager in trying to be the first to sample 
the amber nectar. We at Deep Throat believe 
you, Andy … even if it’s only to secure a tot of 
our best friend Johnny Walker some time in 
the future!

PR Prick(le) of the Month:
Haven’t we met?
The following e-mail had Deep Throat and his colleagues 
chortling into their aperitifs of an eve and subsequently 
ordering doubles in despair:
Hi there
I hope this e-mail finds you well.
We are sending this e-mail just as an intro. 
We are a communications company based in JHB who work 
with a number of clients who we think might be of interest to 
you. 
We look forward to corresponding with you in the next couple 
of weeks.
Thanks for your time.
Enjoy the rest of your day.
Best,
Txxxxxx
So what’s the fuss, you may ask, dear reader: it’s a concise, 
polite introduction. Apart from the fact, that is, that we’ve 
been dealing with this particular agency literally since it 
opened its doors and secured its first IT clients many, many 
years ago. Adding insult to injury, so to speak, is the fact that 
we have also met the above PR on numerous occasions at 
events with her various clients. So much for making lasting 
impressions - maybe it really is time to wear shorts and 
T-shirts to pressers … T-shirts with the logos of their clients’ 
competitors prominently displayed.

Green goes green
One person who is definitely about 
to embark on a new and exciting 
venture is one of our favourite 
vendor personalities, Rory Green. 
Green, who has been lauded by 
some as one of the brightest up-
and-coming “youngsters” in the local 
industry, is set to head up the new 
server division at Acer Africa from 
1 July. Green, who has enjoyed 
stints at both HP and Cisco, more 
recently decided to try his hand in 
the realm of the Internet, e-tailers 
and e-commerce with David 
Drummond and Axel Burhmann 
at LivDigital. But it seems the lure 
of the corporate razzmatazz has 
proved stronger than the solitude 
of the entrepreneurial spirit. Blue 
blood, H? It’ll have to be green at 
Acer, I’m afraid.
Again, Deep Throat swallows … 
much beer … and wishes him the 
very best in his new role. 
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Consumer markets for printers continue to slide, but 
business markets show some early signs of recov-
ery, according to research conducted by Interna-
tional Data Corporation (IDC). 

The overall hard copy market declined by 14,5% in 
the first quarter of 2013 to just over 5-million units, 
compared to 5,8-million units a year ago. 

Hard copy market value also showed a decline of 
9,5% to $2,6-billion in 11Q3 from $2,9-billion in 
11Q2, as intense competition and sluggish markets 
sent street prices in many segments into decline. 

Arnaud Gagneux, director of IDC’s Western Euro-
pean Imaging Hardware Devices and Document 
Solutions group, says: 

“The latest first quarter shipments reflect the lack 
of improvement in the economic fortunes in Europe. 

“Businesses are focussed on driving down the 
costs of their operations and improving efficien-
cies thanks to managed print services and effective 
document solutions. 

“Some product categories are nonetheless proving 
attractive to businesses, such as A3 Inkjet MFPs.” 

Phil Sargeant, programme director of IDC’s Western 
European Imaging Hardware Devices and Docu-
ment Solutions group, comments: “Overall markets 
are generally weak, with consumer markets par-
ticularly hard hit.

“Consumer confidence is low, unemployment is 
high, economies are fragile and suppliers are bat-
tling with other consumer IT vendors for share of 
consumer spend. 

“There are signs in some countries that shipments 
of laser devices are picking up, but growth rates 
are small when considering the declines of the 
previous year.” 

Growth and decline patterns across countries 

certainly aren’t uniform, and some manufacturers 
fared better than others during the first quarter of 
2013. 

HP retains overall leadership of the market, with 
35,9% of all shipments despite year-on-year de-
clines, while Canon in contrast increased its sales 
and leapt up to 18% as its inkjet and laser divisions 
both had good quarters. 

Brother also showed year-on-year increases for 
its major technology areas and captured 12,6%, 
followed by Epson (12,1%), whose sales declined, 
while Samsung came in fifth with 8,7% as its laser 
sales increased. 

The overall Western European hard copy market 
declined year-on-year by 14,5% in 1Q13, with many 
countries showing double-digit declines. 

Total Inkjet markets contracted year-on-year by 
20,5% in the first quarter, with the main decline 
seen in consumer markets. 

The only inkjet segment to show growth was the A3 
MFP market.

Overall laser markets slipped back by 1,3% com-
pared to a year ago, but many countries have actu-
ally showed some degree of growth. 

Despite the overall laser decline, year-on-year 
growth was seen in the A3 colour MFP markets and 
the A4 monochrome MFP markets. All other seg-
ments declined. 

Overall production markets increased by 4,3% com-
pared to a year ago. 

Growth was seen in both monochrome laser 
markets, but high-speed inkjets saw year-on-year 
declines. 

The big three countries of Germany, France and the 
UK accounted for 59,2% of all Western European 
shipments, which is slightly down from a year ago.

Consumers buying fewer printers
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Where to now  for office equipment?
2013 is rapidly turning into a watershed year for the IT industry as 
a whole, and the office equipment market is taking its fair share of 
knocks.

It’s not so much that companies and individuals no longer need 
their printers and multi-function devices – they are printing as 
much as ever, if not more – it’s more a case of figuring out exactly 
what products and solutions are the right fit for any particular 
market.

Kelvin Reynolds, country manager of Epson SA, says there are 
multiple challenges currently facing the printing industry, both 
internationally and at home in South Africa.

“In absolute size, the industry is stagnating or going backwards,” 
he says.

This scenario has probably less to do with the technology or 
market directions, however, than with the fact that the economy is 
still slow. 

“People are not changing their technology as quickly as they used 
to.”

People are not printing any less than before, Reynolds believes. 
And even if there is a drop in the number of pages each individual 
prints, there are many more individuals now in the market.

So, although printer sales are declining, the actual printing market 
continues to grow, he says.

In South Africa, the consumer market is declining, while corporate 
sales are flat.

 

It’s about the solution

Manoj Bhoola, head of the business-to-business division at 
Samsung SA, believes the printing market is entering a new phase 
where the solution trumps the device. 

“Office automation is not about the equipment or the network 
anymore,” he says. “It is about the solution.”

Part of the solution is the development of multi-function devices 
that deliver printing, scanning and copying, Bhoola says. While 
these have traditionally been desktop systems, the move now 
is to make them a centralised resource that is part of the office 
infrastructure.

An example of how the infrastructure provides solutions, he says, 
is the case of document management. 

“Traditionally document management hasn’t been seen as part 
of the office automation system, but increasingly it is becoming 
part of the solution. As we move away from a focus on hardware, 
document management becomes the next big thing that is driving 
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2012 was a tough year for the office equipment 
market - especially for printers and multi-function 
devices (MFDs) - but 2013 looks set to be even 
more challenging. As sales figures slip, vendors are 
finding innovative ways to breathe new life into this 
once-vibrant market sector.

Where to now  for office equipment?

>>>

the MFD market.”

In the modern office, intelligent 
document management software is 
built into the printing product, which 
is integrated into the general office 
system through APIs (application 
programming interfaces). 

“Where MFDs are moving to is 
the ability to build solutions that 
include fast and intelligent document 
management.”

Corporate printing abilities are also a 
lot more sophisticated than previously, 
Bhoola says. For instance, print jobs 
that would traditionally have been 
outsourced to professional printers 
can now be performed in-house, 
adding to the office printer’s value 
proposition.

As a result of the increasing 
integration of the printer into the 
office system, Bhoola points out that 
the purchasing and management of 
printers is increasingly moving into the 
IT manager’s domain.

A number of pre-conceptions about 
printing trends have been disproved 
over the last year or so, with Bhoola 
citing A3 printing as a case in point. 

“We all thought that A3 printing was 
dead,” he says. “But we’ve been 
talking to customers who believe 
the move away from A3 was a move 
backward. 

“Most users have a requirement to 
do some A3 printing, and a lot of 
vendors are now offering A3 printers 
at the same price as A4 devices. So 
the bottom line is that A3 is definitely 
not dead.”

 

Managed print services: to be or 
not to be?

Perhaps the biggest change in the 
printing industry, says Bhoola, is 

budgeted as operating expenses 
(opex) instead of capital expenditure 
(capex),” Bhoola says. 

“Moving capex to opex is beneficial 
for most organisations, and managed 
print and IT services are a major 
trend.”

Driving this trend is the increasing 
sophistication of the cloud computing 
environment. 

“The cloud is real, and it is 
happening,” says Bhoola. “The cloud, 
coupled with intelligent software, 
means companies can print on any 
device.”

He cites the example of payroll runs 
where a company can run its payroll 
in-house, but pay slips are printed 
remotely at a facility that is set up to 
produce secure pay slips.

the growing trend 
towards managed 
print services, where 
the customer pays per 
page or per day for 
the service.

Increasingly, these 
print services would be 
managed by the same 
partner that looks 
after an organisation’s 
IT services.

Another aspect 
of managed print 
services, which ties 
into the increased 
intelligence of 
integrated solutions, 
is the ability for 
companies to bill 
printing according to 
department.

“With increased 
intelligence and 
management, printing 
activity can now be 

Manoj Bhoola, Samsung Africa.
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“Companies can now send a print 
job to any destination outside the 
organisation, or even to another 
printer within the organisation, using 
Ethernet, WiFi or 3G.”

Reynolds believes the printing industry 
is moving in different directions. 
While some growth is coming from 
the managed print environment, he 
doesn’t believe this is the answer to a 
long-term recovery. 

“People have become fixated on total 
cost of ownership and cost per page, 
but the sophisticated user has seen 
through many of the per-page deals 
out there – and they are fighting 
back,” he says. 

“We are seeing almost a reverse 
scenario to what was happening 
a couple of years ago, and now 
managed print services are getting 
some tough questions asked.”

 

The colour conundrum

In terms of the age-old colour debate, 
Reynolds believes that inkjet printers 

ongoing ink costs.

“I think we are at the tipping point 
now, and the informed user will 
drive the trend. The costs associated 
with various ink systems become 
part of the cost per page argument, 
which soon become the total cost of 
ownership discussion.”

On the question of colour, Reynolds 
says the realities of colour printing 
have turned out differently from what 
many industry experts predicted. 

“A lot of companies rode on the back 
of an assumption that there would be 
a huge migration to colour printing in 
the business, and that hasn’t panned 
out the way people expected. 

“In South Africa, colour is often simply 
too expensive, and the trend has 
almost reversed,” Reynolds says. This 
is particularly true in the laser printing 
environment, where monochrome 
dominates, he adds. 

“Colour laser printing is much more 
expensive than monochrome,” he 
says. “And it is more expensive than 

colour on an inkjet printer. 

“But the bottom line is that colour 
didn’t really happen in the South 
African office environment and people 
are going back to monochrome 
printing.”

This is not to say that colour printing is 
a lame duck, by any means, Reynolds 
adds. Niche areas like label printing 
are moving swiftly to colour.

He adds that large format printing 
is also growing, where technology is 
bringing some of the functionality of 
the formal printing industry into the 
office and allowing professional print 
jobs to be performed in-house.

 

Life after printing …

Although traditionally known as a 
printer company, Epson now garners 
most of its revenue from other parts of 
the business.

Projectors are seeing good growth, 
Reynolds says, driven by sophisticated 
end-users and high-performance new 
technology that is coming on to the 
market.

Education is a growth area for 
projectors, with schools now looking 
for high-level technology. 

“The demand from schools in South 
Africa is very definitely away from the 
bare minimum to wanting at least 
HD-ready or better.”

The corporate market is not being 
left behind either, with networked 
boardroom projectors allowing for 
business conferencing. 

“Holding a networked high-resolution 
conference in realtime offers 
companies significant cost savings. 
And it’s quite easy to do with the new 
technologies that are available. 

“The motivation of time-savings and 
cost-savings are compelling. 

“Projectors are booming at the 
moment.”

are coming into their 
own on this front, 
and are giving laser 
printers a run for 
their money.

“We are seeing inkjet 
printers coming 
to the fore, and 
becoming a real 
factor in the cost per 
page argument.”

The overall cost 
per page has been 
muddied by the way 
manufacturers price 
their equipment 
versus their ink. 
Reynolds points out 
that often buyers are 
faced with a choice of 
inexpensive printers 
but pricey ink; or 
high-priced printers 
coupled with lower 

Kelvin Reynolds, Epson SA.

>>>
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The interlocking trends of rising print 
and scan volumes, consolidation 
of industry players and growth in 
demand for managed print services 
(MPS) will shape the office automation 
market over the next three years. 

That’s according to Itec chief 
operating officer Ryan Miles, who says 
that the imperative for businesses to 
do more with less is changing the way 
that companies buy office automation 
solutions, and the way that vendors, 
distributors and dealers sell their 
products and services. 

Turning to the trend of rising print 
and scan volumes, Miles notes 
that organisations are printing and 
scanning more than they ever have. 
Rather than bringing about the 
demise of print, e-mail and the Web 
have caused people to print more 
than ever before. 

The same will be true of trends such 
as mobile, BYOD and the cloud, says 
Miles. More information inevitably 
means more printing, he says. Itec is 
especially seeing growth in demand 
for A4 devices among its clients. 

At the same time, organisations are 
eager to digitise paper documents 
that flow into their businesses through 
mail and fax and from their branches, 
says Miles. This means that enterprise 
scanning solutions are in demand, as 
are document management systems 
that help organisations to scan paper 
documents for more efficient storage 
and retrieval. 

Miles notes that organisations have 
started to scrutinise the costs of 
printing, scanning and managing 
documents more carefully, and most 
do not like what they find when 
they take a close look at how much 
document output costs them. The 

track and control usage of print assets 
by employees, says Miles. 

At the most sophisticated level, 
companies are looking towards 
MPS to bring discipline into their 
print environments, he adds. In 
MPS, the service provider takes 
full responsibility for a company’s 
entire print infrastructure, including 
all services, support and supplies. 
The MPS provider should be able to 
guarantee cost-savings, backed by a 
predictable per-page cost. 

The rise of MPS is likely to bring 
about profound changes in the 
document output market. It is turning 
the print and copy business into 
a service business rather than a 
hardware business, says Miles. To 
remain competitive, print and copier 
suppliers will need to shift high 
volumes and have efficient back-office 
infrastructures, backed by extensive 
service networks and top-notch 
technology, he adds. 

Companies playing in this space 
must be able to take a consulting-

led approach to sales and back 
their solutions up with sophisticated 
systems. For example, Itec has 
invested heavily in remote 
management and mobile workforce 
tools to be able to offer high service 
levels to its client base. 

This is bringing about massive change 
in the channel by raising the barriers 
to entry for resellers and distributors, 
and driving consolidation of the 
market. 

“Today, you can’t just sell one 
machine as a commodity and expect 
to make a profit,” says Miles. “You 
must sell significant quantities and 
wrap services around them to improve 
your margins.” 

Small print dealers without economies 
of scale will struggle in this market to 
make a profit, and will inevitably need 
to join with bigger groups that have 
service capabilities and technology. 
And larger companies that don’t 
evolve will simply become warehouses 
and logistics companies with razor 
thin margins.

Top trends that 
are changing the 
face of the hard 
copy market

result is that they 
are looking for 
help driving these 
costs down, while 
streamlining the 
flow of information 
throughout the 
enterprise. 

Most companies 
are, therefore, 
increasingly looking 
for document output 
partners who can 
bring transparency to 
the costs of their print 
environments – for 
example, through 
tools they can use to 

Ryan Miles, Itec.
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With 3% to 5% of companies’ total spend 
used on printed materials, well-managed 
print procurement means better utilisation of 
company spend, greater efficiency and satisfied 
clients who see the benefit of continued 
investment in print. 

“By utilising print managers, both companies 
and printers can reap the benefits of a succinct 
and efficient print procurement process. POINT, 
a print management consultancy that strongly 
supports the printing sector across Africa, has 
seen great successes when it comes to printers 
and print managers working together to deliver 
a beneficial service to clients,” says Christian 
Bell, head of sales and marketing at POINT. 

He adds that, with the evolution of more 
sophisticated enterprise resource planning 
(ERP) accounting systems, the true value of 
print spend has begun to surface, increasing 
the focus on the print commodity and 
highlighting the need for companies to gain 

business owner. For those that 
would rather not be caught 
unaware, there are a few fail-safe 
methods to help users distinguish 
fake from genuine. 

Despite a considerable drop in the 
cost of printing consumables over 
the last few years, and technology 
advances that provide better 
quality prints and greater yield per 
cartridge, counterfeit products are 
increasingly finding their way into 
the market. 

According to the Imaging Supplies 
Coalition, an international non-
profit trade association, annual 
losses to the imaging supplies 

Counterfeit products are considered 
trademark violations and are an 
illegal practice. 

It must be noted that counterfeit 
cartridges are different from re-
filled or refurbished cartridges which 
are legal; however, the product 
packaging must clearly indicate that 
they have been refurbished in order 
to accurately inform consumers. 

Unfortunately counterfeit products 
appear to be an attractive buy for 
the uninitiated, with a price tag 
generally half that of branded 
solutions. 

But there are hidden costs - none 
of them palatable to the serious 

The value of print   management as a procured service 

Christian Bell, Point.

Tips on how to identify counterfeit ink and toner cartridges 
Counterfeit, or fake, ink and toner cartridges are available 
everywhere for all the major printer brands, says Tyrone 
Malan, Lexmark product specialist at distributor Drive 
Control Corporation (DCC). 
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greater insight into, and control of, 
this product. 

Print management is steadily being 
adopted by the South African 
business community as companies 
recognise the benefits of the service, 
and realise the difference between 
print management services and 
simple brokering. 

Print management is a supplier-
centric model offering a holistic print 
solution, and sees the outsourcing 
of the entire printing process. It 
involves systems implementation 
throughout the client’s business, as 
well as the entire print supply chain. 

This ultimately ensures procurement 
of print with the most appropriate 
supplier, competitive rates, quality 
control, inventory storage of 
printed documents and materials, 

efficient timing, better application 
of materials, waste reduction, and 
better planning and staff utilisation. 

Benefits of a correctly implemented 
print management program are 
not necessarily restricted to the 
corporate utilising the service. The 
corporate gains true visibility into 
the performance of print suppliers. 

The relationship therefore shifts to 
a business-to-business relationship, 
which can have significant benefits 
for the print owner and the supplier. 

Suppliers gain a much clearer 
understanding of what the client 
requires and are therefore better 
positioned to match the client’s 
needs. 

A good print management program 
will also be able to feed back 

information to the print supplier, 
so they can take corrective action 
on trends that may be highlighted 
by the process. An example of this 
is if a quality or dispatch issue is 
identified, the print owner can be 
notified and the necessary action 
taken. 

Lastly, print is a complex commodity, 
with many last minute changes 
taking place in any particular 
job. This typically complicates the 
invoicing process. An integrated 
print management system ensures 
timeous payment of all invoices. As 
the systems are designed with print 
in mind, there should be no overdue 
invoices. 

This creates substantial benefit to all 
parties focussed on managing their 
cash flow effectively.

industry from counterfeit products 
are estimated at $3-billion. 

And it’s not just the manufacturers 
that lose – the impact of 
substandard and counterfeit 
products in the market is felt 
up and down the value chain: 
manufacturers lose revenue and 
brand loyalty and the unsuspecting 
consumer gets an inferior, possibly 
defective product that could damage 
their printers. 

Typically, these products make use 
of low quality inks, which deliver 
low quality prints and can clog and 
damage the print head. In addition, 
these cartridges may leak or spit ink 
thereby potentially damaging the 
printer. 

When it comes to toner cartridges 
used in laser printers, similar 
challenges arise. Low quality 

powders deliver low quality prints 
and low print yields, and many 
of these cartridges lack structural 
integrity. 

There is some key “common sense” 
guidelines consumers can apply 
to avoid being caught by fake 
products, as well as some very 
specific fail-safe checks that vendors 
are putting in place to protect 
their customers and resellers from 
unknowingly purchasing products of 
a much lower quality and life-span. 

Common sense advice includes: 

* Only buy from an authorised 
dealer; 

*  Beware of products priced way 
below the market standard; 

*  Avoid products that look like they 
have been used or tampered with; 

* Beware of “odd” packaging; and 

*  Look out for sub-standard 
performance. 

And to be completely sure users are 
using authentic goods that won’t 
leave them with a damaged printer 
and a voided warrantee, they can 
do a serial number check.

Among the fail-safes put in place 
are quick and easy means to 
establish the authenticity of products 
by checking the serial numbers and 
2D barcodes the company places on 
all its printer supplies packaging. 

The bottom line is that using 
counterfeit is risky, and creates a 
false and illegal economy. With low 
quality prints and low yields, and 
the very real risk of damage to the 
printer or voiding of the warrantee, 
users really are just getting what 
they pay for. Be aware; use common 
sense; and put the business first.

The value of print   management as a procured service 

Tips on how to identify counterfeit ink and toner cartridges 
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Outstanding Achievement in Innovation: Samsung Easy Eco Driver

Reduce operating expenses with 
economical features and solutions

Create professional 
documents more quickly
High speed printing of up to 40 ppm1 (pages per 
minute).1

Higher-quality print output
·  ReCP (Rendering engine for Clean Page) technology    

for sharp text and clear images.

Additional printing choices for professional 
documents
·  A multipurpose tray that handles a wide range of 

media, up to 220 gsm (grams per square meter), such 
as labels, cardstock and envelopes.

Professional eco solution
·  Easy Eco Driver enables users to set options to remove 

unnecessary text or images and also change the layout 
such as N-up printing without changing the original 
documents prior to print.

·  One Touch Eco Button automatically activates 2-up 
(two pages on one side of the paper) and duplex 
printing, toner-save mode and the option to skip blank 
pages.

More toner options, more choices for cost reduction
·  Diverse toner options from 3,000 to 15,000 page yields 

that meet every businesses’ needs for reducing cost 
per page.2

·  An integrated toner system contains the imaging unit 
and toner cartridge in one convenient package. This 
integrated toner system is the preferred choice for 
businesses with a heavier printing volume who require 
a lower CPP and easier maintenance.

Central print usage control to save more resources
·  Samsung SyncThruTM Admin solution enables 

assign predetermined quotas for the number of printed 
pages or copies by user.

4-in-1 multifunctional (print, copy, scan and fax) 
capabilities and built-in duplex printing provide the 
versatility that businesses need to stay competitive. 

Mobile printing, easier than ever 
·  Convenient mobile print, scan and fax with powerful 

compatibility, optimized for various business 
environments.

Enterprise-level document security 
control of user, document and network access. 

Easy Printer Manager for smooth print operation from 
toner and job accounting to device settings.

Easy Document Creator to create and share digital 

Easy secure printing with a built-in numeric key pad.

1. 40ppm is available on M4070FR model only.
2.  10,000 page yield toner cartridge is available on M3870 and M4070 

series only. 15,000 page yield toner cartridge is available on M4070FR 
model only.

Improve productivity with 
versatile features from 
multifunction to security

Streamline printing with ease-
of-use design

High productivity and 

in a versatile MFP

For every business

Outstanding Achievement in Innovation: Samsung Easy Eco Driver

M4070 | 3870 | 3370 series

Outstanding Achievement in Innovation: Samsung Easy Eco Driver
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About Samsung Electronics 
Samsung Electronics Co., Ltd. is a global leader in semiconductor, 
telecommunication, digital media, and digital convergence tech-
nologies. 

Samsung Electronics produces TVs, memory chips, mobile 
phones, displays, PCs, and home appliances. Employing over 
150,000 people in 134 offices across 62 countries, Samsung 
Electronics businesses include Digital Media, LCD, Semiconductors, 
Telecommunications, and Digital Appliances.

CLX-6260FD / 6260FR / 6260FW 
Colour Laser Muli-Function Printer

For every business

Model Code Samsung CLX-6260FD Samsung CLX-6260FR Samsung CLX-6260FW

Function
4-in-1 Print, Copy, Scan & Fax Print, Copy, Scan & Fax Print, Copy, Scan & Fax

Duplex Copy N/A Built-in Built-in

Capacity (ADF/Envelope) 50 sheet (ADF) / 20 sheet (Envelope) 50 sheet (DADF) / 20 sheet (Envelope) 50 sheet (DADF) / 20 sheet (Envelope) 

General
Display 4-Line LCD 4-Line LCD 4.3" LCD

Wireless Network N/A N/A IEEE 802. b/g/n Wireless Network

Storage N/A N/A SD Card

Power Consumption 450 W (Average) / 16 W (Standby) / 1 W (Sleep Mode) 450 W (Average) / 16 W (Standby) / 1 W (Sleep Mode) 450 W (Average) / 18 W (Standby) / 2.4 W (Sleep Mode)

Specifications

Copyright © 2012 Samsung Electronics Co. Ltd. All rights reserved. Samsung is 
a registered mark of Samsung Electronics Co. Ltd. Specification and design are 
subject to change without notice. Non-metric weights and measurements are ap-
proximate. All data were deemed correct at time of creation. Samsung is not liable 
for errors or omissions. All brand, product, service names, and logos are trademarks 
and/or registered trademarks of their respective owners, and are hereby recognized 
and acknowledged. 

Contact :
Web: www.samsung.com
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Printers have typically required to be 
plugged into at least one computer 
or server, and even if they are shared 
on a network, devices like tablets and 
smartphones are unable to access 
them because the necessary drivers 
cannot be installed on these devices.

This has limited the usefulness of 
mobile devices and required users to 
log into their notebooks or PCs at the 
office if any documentation needs to 
be delivered in hard copy format. 

Wireless printing breaks these 
boundaries, providing true mobility 
and enabling documents to be easily 
printed directly from a range of 
devices, setting users free from being 
tied to their desks for any functionality.

Smartphones have become common 
tools in the business environment, and 
tablet sales are beginning to eclipse 
sales of traditional notebooks and 
PCs.

This trend towards mobility has 
changed the way people work, 
enabling them to open and edit 
documents on the go, read e-mails 
and even conduct entire presentations 
wirelessly. 

However, tablets and smartphones 
lack one component that all PCs and 
notebooks feature as standard – a 
USB port.

This means that a printer cannot be 
connected directly to these mobile 
devices, and most printer drivers 
are incompatible with the mobile 
operating systems. 

Now, thanks to the evolution of 
wireless printing capabilities, printing 
directly from a smartphone, a tablet 
and even selected MP3 players is 
possible.

Increasingly, printers are being 

developed with advanced wireless 
printing capabilities, which means that 
there is no longer any need to wait 
to print e-mails, photographs, Web 
content, documents and more. A user 
walking through an office can quickly 
and easily select the nearest wireless-
enabled printer from their mobile 
device, and collect the printed pages 
on the go.

Wireless printing capabilities also 
enable users to print to any wireless-
enabled printer from wherever they 
are, as long as they have Internet 
connectivity; in the car, the office, at 
home, at a customer or even at the 
mall. 

All the user needs to do is simply 
collect the printed pages when they 
are near the selected printer.

Another aspect of wireless printer 
technology is direct wireless printing 
which allows wireless-enabled 
smartphones and mobile devices to 
print even without a network. 

Compatible wireless-enabled mobile 
devices create a connection with the 
printer, using similar technology to 
Bluetooth, enabling documents to be 
printed quickly and easily.

Mobile devices with embedded 
wireless printing capability are also 
becoming increasingly common, 
enabling printing from selected 
applications without the need to 
install drivers or download software.

An extension of wireless printing is 
Web-enabled printing, which opens 
up a whole world of possibilities. 

Business applications can be accessed 
directly from the screen of the printer, 
enabling users to archive and upload 
scans to the Web, print online forms 
and more - and all of this functionality 

is available without having to use a 
PC at all.

Documents and images can be stored 
on the Web, and applications can 
be accessed to scan spreadsheets, 
newspapers and photos to online 
document storing and sharing tools, 
including Google Docs.

These stored files can then be viewed, 
shared and printed anytime, directly 
from the printer without the need to 
log on to a PC. 

Hard copies can then be printed on 
the fly from online accounts, perfect 
for documents such as standard 
forms, which need to be printed often.

The business world of the future is 
all about mobility and convenience, 
and integral to creating true mobility 
is freedom from wired technology 
in all areas. Wireless printing and 
Web-enabled printing are the next 
evolution of the mobile workforce, 
removing the last ties that users had 
to their desks.

Using wireless printing capabilities, 
users can now print straight from a 
variety of mobile devices as well as 
from a PC or notebook anywhere in 
the world with an Internet connection. 
This freedom offers the ultimate in 
printing convenience.

Mobility is the future of 
the workforce, as the 
proliferation of tablets, 
notebooks and smartphones 
allows users to work almost 
seamlessly from anywhere, 
anytime. 

However, one aspect of the 
business environment often 
remains tied to traditional 
wired environments – 
printing, says Caron de 
Fortier, HP Printers & 
Supplies division manager at 
Drive Control Corporation. 

Everything is going 
mobile, even printing
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MPS: standing 
out in the crowd
Most of us in the print and imaging community know MPS is a proven approach 
for reducing costs and improving productivity. But as the market matures and 
the hype surrounding managed print builds, it’s not enough to simply offer 
MPS. Customers are increasingly choosing from a wider and more diverse range 
of MPS suppliers – and your opportunity for recurring revenue is reliant on 
standing out in that crowd.

So, how do you earn the MPS spotlight? First you have to show your customers 
that you don’t just buy MPS, you need a strategy to achieve a successful 
outcome. Successful MPS providers

position themselves as catalysts for growth, continuously adding value through 
constant collaboration, and often incorporating the following tips into their 
relationships from the start:

•  Be flexible with the fleet: clarify upfront that you will help maximize the 
existing technology - by getting control of the devices that are already in 
place. Naturally, this includes printing devices from all manufacturers.

• Ask the right questions: what are your goals; what applications are you 
using; what are your expectations; and what efficiencies would you like to 
accomplish? 

• Show you’re in it for the long haul: take time to develop and demonstrate 
an understanding of your customers’ needs. Show how simplifying their print 
infrastructure can impact the business overall – saving time and money in the 
long run.

• Keep it simple: getting customers up and running quickly and providing a 
range of offerings to add value is key to success. When looking for a vendor 
partner, consider the company’s reputation, experience, support and tools, as 
well as which vendor will help generate the most revenue for the business. 

• Strut your service: the crowded market means service and delivery can vary 
drastically across providers – be prepared proof of proactive, reliable service 
and find a partner that makes it easy to deliver it consistently.

So, while double digit growth is predicted for the market over the next few 
years, MPS is an evolution, not a revolution: it’s about simplifying a customer’s 
managed print fleet and improving it over time, bearing in mind the customer’s 
needs and budget realities.

To be a standout MPS provider, differentiate your offering by drawing attention 
to the fact that it’s about more than just managing output. It’s a business 
strategy that helps provide the optimal level of document management services 
to your customers – not to mention adding opportunities for you to profit 
from additional managed services in the future. And keep in mind that a well 
designed MPS program can eliminate the need to make big investments in new 
resources and is likely to leverage what you already have in place.

By Craig Green, OPB channel manager at Bytes Document Solutions 



June 2013 20

Touchscreen sales set to double
Worldwide shipments of touchscreen panels are set to double from 2012 to 2016, 
reaching nearly 3-billion units as a wide variety of products beyond smartphones 
and tablets adopt the technology, particularly notebook PCs.

 A total of 2,8-billion touchscreen panels will ship in 2016, up from 1,3-billion 
in 2012, according to the IHS DisplayBank Touch Panel Issue and Cost/Industry 
Analysis Report, from information and analytics provider IHS. Shipments this year 
will surge 34% to reach 1,8-billion units.

“Growth in the touchscreen market will be driven by increasing penetration in 
markets beyond the smartphone and tablet businesses,” says Duke Yi, senior 
manager for display components and materials research at IHS.

“Demand so far has largely been limited to these two markets. However, 
touchscreen sales are increasing dramatically across a broad range of products, 
particularly notebook PCs.”

In addition to smartphones, tablets, notebooks and PCs, Yi says opportunities 
exist in the markets for liquid crystal display (LCD) monitors, digital still cameras, 
portable navigation devices, portable media players, portable game devices, 
automobiles, e-book readers, camcorders, digital photo frames, and portable DVD 
players. While the size of these markets varies widely and some are quite small, 
their aggregate growth will propel the rapid expansion and massive volumes of 
the touchscreen market in the coming years.

“The notebook represents the key near-term growth generator for touchscreen 
displays,” Yi says.

 IHS notes that global shipments of touchscreen-equipped notebook PCs will rise 
to 78-million units in 2016, up from just 4,6-million in 2012. By 2016, notebooks 
will account for 12,3% of global touchscreen shipments by area, up from less than 
2% in 2012.

 Prices for touch-enabled notebooks are declining, with a popular model from 
Asustek Computer falling to a $700 price in China, Yi says. This is making the 
touchscreens more affordable for mainstream consumer notebook PC buyers.

 The form factor of notebooks is evolving to suit touch technology, with new 
alternatives to the traditional clamshell arising, including detachable, slide, 
foldable, flip and twist.

 Projected capacitive is expanding its dominance of the market with 96% of touch 
screens expected to use the technology in 2016, up from 79% in 2012.

 Asustek of Taiwan took an early lead in the touch notebook market, taking the 
number one rank in the first quarter.

 Atmel of the US was the top touch controller integrated circuit (IC) chip supplier in 
the first quarter.

 Among touchscreen panel suppliers in China and Taiwan, the dominant suppliers 
in 2012 were number one TPK and number two Wintek, which are far ahead of the 
other suppliers in terms of revenue. In Korea, Iljin Display was the top touch panel 
supplier.

Large format 
printer sales 
slip in CEMA
The large format peripherals (LFPs) 
market in Central and Eastern 
Europe, the Middle East, and Africa 
(CEMA) experienced a slight decline 
of 0,91% year-on year in 2012 
in terms of shipment volumes, 
dropping to 37 184 units valued 
at over $333-million, according 
to International Data Corporation 
(IDC). 

Despite the overall decline, LFPs 
dedicated to technical printing, 
such as architectural, engineering 
and construction (AEC) blueprints, 
increased by around 6% year-on-
year in the CEMA region. 

The growth was driven by 
construction demand from the 
public and private sectors. 

Graphical printing devices declined 
in both volume and value, primarily 
due to lower demand from the 
advertising sector, prolonged 
replacement cycles, and high LFP 
prices inhibiting wider penetration. 

Aqueous ink type devices 
represented over 80% of the LFP 
market’s volume in the CEMA 
region in 2012. 

Although their share is expected to 
decline slightly, they will retain their 
dominance in the coming years. 
However, advanced ink type devices, 
such as UV or latex, are expected to 
increase their market share. 

IDC expects the overall CEMA 
LFP market to grow by around 
4% in 2013, driven by increased 
demand for technical printing 
in the construction sector, while 
the graphical printing market is 
expected to remain flat. 

“Only innovative technologies with 

>>>
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For more information, visit www.mustek.co.za or please contact us to be referred to a dealer in your area:

Gauteng Western Cape      KwaZulu-Natal Eastern Cape         Free State             Northern Cape      Mpumalanga         Limpopo
Tel: 011 237 1000     Tel: 021 413 3000     Tel: 031 534 7000     Tel: 041 397 8700     Tel: 051 405 0400     Tel: 053 831 1571     Tel: 013 752 6027     Tel: 015 298 8571 
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Demand for flexible displays is set to 
undergo massive growth during the next 
seven years.

A broad variety of applications – ranging 
from smartphones to giant screens mounted 
on buildings – is expected to drive a nearly 
250-times expansion in shipments from 
2013 through to 2020.

Global shipments of flexible displays are 
projected to soar to 792-million units 
in 2020, up from 3,2-million in 2013, 
according to a new IHS report entitled 
Flexible Display Technology and Market 
Forecast. 

Market revenue will rise to $41,3-billion, up 
from just $100 000 during the same period.

“Flexible displays hold enormous potential, 
creating whole new classes of products and 
enabling exciting new applications that 
were impractical or impossible before,” says 
Vinita Jakhanwal, director for mobile and 
emerging displays and technology at IHS.

“From smartphones with displays that 
curve around the sides, to smart watches 
with wraparound screens, to tablets and 
PCs with roll-out displays, to giant video 
advertisements on curved building walls, 
the potential uses for flexible displays 
will be limited only by the imagination of 
designers.”

IHS classifies flexible displays into four 
generations of technology. The first 
generation is the durable display panels 
that are now entering the market. 

These panels employ a flexible substrate to 
attain superior thinness and unbreakable 
ruggedness. 

new application options and cost-
effective devices can succeed in the 
current market environment,” says 
David Mühlbach, a research analyst 
at IDC CEMA.

“Although shipments have been 
slowing over the past year, a 
recovery is expected in the near 
future.” 

Despite experiencing a small year-
on-year decline in the number of 
units shipped, HP remained the 
overall market leader in the CEMA 
region with 55,3% share in 2012. 

The vendor dominated in its 
traditional area, the technical 
market, with 65,5% market share. It 
also retained second position in the 
graphical market. 

Epson retained second place in 
the overall LFP market with 14,7% 
market share, but continued to lead 
the graphic application market with 
36,8% share. 

Canon ranked third with 12,3% 
market share, recording steep 
growth of 32,5% in the technical 
printing segment.

Display market gets flexible ...

>>>

However, these displays are flat and cannot 
be bent or rolled.

Second-generation flexible displays are 
bendable and conformable, and can be 
moulded to curved surfaces, maximising 
space on small form-factor products like 
smartphones.

The third generation consists of truly 
flexible and rollable displays that can be 
manipulated by end-users.

These displays will enable a new generation 
of devices that save space and blur the lines 
separating traditional product categories, 
such as smartphones and media tablets.

The fourth generation consists of disposable 
displays that cost so little that they can serve 
as a replacement for paper.

With their thin, light and unbreakable 
nature, flexible displays initially are 
expected to be used in smaller-sized 
products, such as mobile phones and MP3 
players. 

However, once large-size displays are 
available, flexible technology will be used 
in bigger screen-size platforms, such as 
laptops, monitors and televisions.

The largest application for flexible displays 
during the next several years will be 
personal electronic devices. This segment 
will be led by smartphones, with shipments 
climbing to 351-million units by 2020, up 
from less than 2-million this year.

IHS predicts OLEDs will be the leading 
flexible display technology during every 
year for the foreseeable future, accounting 
for 64% of shipments in 2020.

Partnerships so strong and so perfect that one could not imagine the people and things in them ever being 
apart. What would our childhoods have been if Batman had no Robin? Or what would an afternoon downpour in 

There are some combinations that simply work better together.

In the business world this formidable combination is best showcased by the partnership between Nashua 
Limited and information technology company Hewlett-Packard. According to Ford Spies, Nashua’s HP Divisional 
Manager, it’s a lineup that has reaped noticeable rewards, both to Nashua and it’s clients. “Our partnership 

improved return on investment.”

And true to any complimentary combination, Nashua and Hewlett-Packard have a track-record and results that 
speak for themselves.

“In the short time that we have been partners, Nashua and HP have developed a sustainable and mutually 

In addition to the success of the partnership, Nashua has also been awarded two leading industry accolades. 
These include the 2011 award for Highest Growth Imaging and Printing Partner in South Africa, and the 2013 
International DesignJet (Large Format Printers) Top Partner Award for the Middle East, Mediterranean and  
African region.
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HP Laserjet Pro 400 Printer M401 Series

Ideal
 

enviroment 

Do more with your workday with HP’s feature-packed and easy to use M401 Series printers. HP 

including printing from mobile devices and optional touchscreen access to business apps.

go using HP ePrint.

Top features of the HP M401 Series printers include:

 Print speeds of up to 35 pages per minute
 

sharp images
A 3.5-inch colour touchscreen to access and print from the Web

wireless connectivity
Fast print speeds and a total paper capacity of 300 sheets ensure increased  
productivity for your business

Visit www.nashua.co.za/services, or email us: solutions@nashua.co.za

/NashuaLTD @nashuasolutions
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HP Laserjet Enterprise 600 M602 Series
HP’s business pacesetter tackles high-volume printing with legendary reliability. Count on this HP 
LaserJet to help conserve resources, customize printing policies, and improve security.

The HP M602 series printers are ideal for workgroups of between 5 – 10 users in small to medium 

advanced network management, increased paper capacity and security features.

Top features of the HP M602 Series printers include:

 Print speeds of up to 50 pages per minute
The ability to oversee print jobs, check printer status, and monitor security settings    
directly from the 4-line colour control panel on the printer

Real time usage data tracking that allows you to shrink your businesses carbon footprint        
by applying custom energy-saving options, using the HP EcoSMART Console
The ability to take control of printing practices and enforce security policies, using HP    
Access Control
Automatic two-sided printing, a built-in 500-sheet paper tray, a 100-sheet multipurpose       
tray and capacity of up to 3 600 sheets with optional media accessories
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Users are able to add print jobs to a virtual 
queue within the online interface, and 
subsequently release documents for printing at 
their convenience at an available and network-
connected multi-function device.

Furthermore, an employee within the network 
can release the print job from another branch of 
an organisation’s network, no matter where they 
are located, from their mobile phone. Print jobs 
can be secured through either a PIN or swipe 
card release, and only authorised users are able 
to print and collect sensitive documents through 
customised authentication.

Users are subsequently able to accurately account 
for each page printed, and responsible printing 
is encouraged through software quotas and print 
policies, decreasing paper usage, toner costs and 
power consumption.

Reports are also able to track which employees 
are the major print users and identify maximum 
print activity departments, and can also provide 
feedback on toner levels, errors, active jobs and 
average volumes, whilst defining peak printing 
times of the day.

Specific rules can also be applied to print jobs on 
the print server to enforce a company’s particular 
print policies or rules. 

This might include converting print jobs to duplex, 
or converting colour prints to greyscale, or routing 
the print job to the cheapest compatible device.

Green savings are also an important 
consideration of these solutions, with at-a-glance 
reporting on CO2 and carbon emissions spent, 
by CO2 volume or by trees utilised, measuring a 
company’s environmental impression.

Many print management solutions can 
be customised to suit any organisation’s 
requirements, and has a multi-operational 
compatibility with the Windows, Mac, Linux and 
Novell servers and workstations, and offers ERP 
print tracking and a live fleet dashboard.

These solutions are ideal for use within a large 
variety of industries, including healthcare, 
architecture, hospitality, as well as the corporate, 
education and banking sectors.

In the modern office environment, companies 
are constantly seeking ways to improve their 
proficiency and minimise their expenses. 
Inefficient printing practices have been identified 
as an important factor of stifled productivity 
during the work day, as well as a main source of 
wasting valuable company time and money. 

Managed document services (MDS) solutions 
are constantly being developed in order to help 
companies become far more efficient, prudent and 
sensible in this regard. 

They offer print management solutions that 
enable complete control over the printing 
environment.

These solutions add considerable value, resulting 
in reduced printing costs and control over 
environmental impacts, as the actual cost of 
the print job or transaction can be tracked and 
reported accordingly.

Nashua’s optimum solutions consultant, Herman 
Otto, notes that print management solutions are 
changing the face of printing functionality.

“Until recently, most companies have lacked the 
tools required to adequately monitor and control 
printing within an organisational environment, 
with users largely unaware of the costs of printing 
a page. These print management solutions help 
companies overcome these problems by providing 
functionality that is geared towards minimising 
costs and furthering efficiencies, whilst taking 
into account the need to reduce an organisation’s 
environmental impact.

“Subsequently, companies and organisations 
have the means to conduct daily office activities 
in a far more prudent and green manner, which 
allows them to be more efficient, cost effective and 
play an important role in contributing towards 
environmental sustainability.”

Today’s print management solutions are 
implemented via a Web-based user interface 
which allows organisations to easily monitor and 
manage an individual’s use of printing resources.

The offering of document security reduces the 
volume of unclaimed printouts by ensuring users 
release print jobs at the point of printing.

Unlocking value with print 
management solutions
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Bytes Document Solutions launches
Xerox WorkCentre 5800 MFP series

Bytes Document Solutions (BDS), Africa’s leading document 
management technology and services company and the 
largest Xerox distributor in the world, has launched the new 

series of Xerox WorkCentre 5800 black-and-white multifunction 
printers (MFPs), which are enabled with the new Xerox ConnectKey 
software designed to simplify how work gets done. 

These MFPs use the industry’s fi rst embedded security protection 
from McAfee, giving IT managers more control and peace of mind 
in “bring your own device” (BYOD) workplaces. They also have an 
extra layer of security with Cisco’s TrustSec, which protects data 
paths to and from the devices.

The WorkCentre 5845/5855 MFPs print and copy at up to 45 and  
55 pages-per-minute (ppm), respectively,  while the WorkCentre 
5865/5875/5890 MFPs deliver speeds of up to 90 ppm for 

businesses with higher print volumes. Both sets of devices also scan full-colour documents at up to 200 images per 
minute and use a colour touch screen that allows users to quickly and easily access all major functions.

“We are excited about introducing this latest MFP range to the South African market,” says Sumaya Abdool, product 
manager at Bytes Document Solutions. “It will provide a new level of productivity as the technology frees up staff 
to work the way they want to, rather than the way technology has traditionally dictated.” The advanced capabilities 
enable teams to work more cost-effectively, more securely and with greater fl exibility to drive business effi ciency.”

Additionally, the WorkCentre 5800 series comes with a more effi cient toner – one that provides superior image 
quality, lasts longer, and is easily replaceable by any user in the offi ce, decreasing both maintenance and downtime. 
Several environmentally sensitive features include ENERGY STAR specifi cations, a power save option that conserves 
electricity, and Xerox’s Earth Smart setting to help users select the most environmentally conscious print options.

About Bytes Document Solutions
Bytes Document Solutions is Africa’s leading document management technology and solutions company, offering a 
comprehensive range of products and services through three independent business units, Xerox, Lasercom and NOR 
Paper.  A wholly owned division of JSE-listed Altron, Bytes Document Solutions is the authorised Xerox distributor 
in 26 sub-Saharan countries and a division of Bytes Technology Group. Xerox is the world’s leading enterprise for 
business process and document management, with sales approaching $23 billion. www.xerox.co.za 

For more information contact us on: 0800 117 843 or visit us at: www.xerox.co.za
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Xerox technology supports cloud services, custom apps, BYOD and more

Bytes Document Solutions (BDS), Africa’s leading document management technology and services company and the largest Xerox 
distributor in the world, has introduced ConnectKey, a software system embedded in Xerox multifunction printers (MFPs). It comes 
with a set of solutions that respond to an increasingly mobile workforce and the need for more advanced IT security across connected 
devices.

“ConnectKey was designed for one purpose: to simplify how work gets done in a secure, ‘always on,’ world,” says Warren Mande, sales 
director at BDS. “Through the MFP as a secure hub,  Xerox’s ConnectKey features include the ability to scan and upload documents to cloud 
repositories, send business-critical documents directly into workfl ow processes and print securely and easily from any mobile device.  It’s an 
innovation from Xerox that takes hassles out of the working day and enables greater productivity in the workplace.” 

New Xerox MFPs with ConnectKey software will use the industry’s fi rst embedded security protection from McAfee, giving IT managers more 
control and peace of mind in “bring your own device” (BYOD) workplaces. ConnectKey MFPs also have an extra layer of security with Cisco’s 
TrustSec, which protects data paths to and from these devices.

“With ConnectKey’s open application programming interface (API), sales channel partners, systems integrators and resellers can develop and 
embed apps on the MFP with no additional software requirements,” adds Mande.

Work simplifi ed with MFP apps, cloud access, mobile printing 
ConnectKey’s solutions give IT professionals, channel partners and large, medium and small workplaces fast and easy ways to get work done, 
including:

  Easy IT integration: ConnectKey MFPs can be managed as a central part of the network, much like servers, for straightforward set-up 
and service. Troubleshooting and training can be addressed remotely by IT administrators, or self-help can be initiated with online 
support and videos on the front panel. 

   Print from anywhere: Workers can print from any email-enabled mobile device without special software with Xerox Mobile Print, or use 
apps with additional convenience features developed for iOS, Android and Windows.

  Cloud access: With a single touch – and no middleware – ConnectKey Share-to-Cloud moves documents to repositories, such as 
SharePoint Online, Google Drive, DropBox, DocuShare, Evernote and PaperPort.

  Connect to SharePoint:  Offi ce workers can browse and store documents in SharePoint and network folders, or store directly to their 
SharePoint My Site or home folder. With a focus on ease of installation and maintenance, it’s designed for small- and medium-size 
businesses.  

   Standard apps or build-your-own: Xerox’s App Studio will let users and channel partners customise apps that make daily work processes 
faster. For example, a custom app for a health insurance company could scan reimbursement claims directly into the payment system 
from the MFP screen.

For more information, call us on: 0800 117 843 or visit us at: www.xerox.co.za

About Bytes Document Solutions
Bytes Document Solutions is Africa’s leading document management technology and solutions company, offering a comprehensive range 
of products and services through three independent business units, Xerox, Lasercom and NOR Paper.  A wholly owned division of JSE-listed 
Altron, Bytes Document Solutions is the authorised Xerox distributor in 26 sub-Saharan countries and a division of Bytes Technology Group. 
Xerox is the world’s leading enterprise for business process and document management, with sales approaching $23 billion. www.xerox.co.za

Xerox ConnectKey™
The right technology for today’s
challenges and tomorrow’s tasks.
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Xerox multifunction printers, built on ConnectKey software, free you to focus on your work, not the technology. 
These easy-to-use systems give you practical solutions that streamline how you communicate, process and 
share information, simplify complex paper-driven tasks and drive down costs.

Convenience:
Technology that transforms complex workfl ows into simple solutions.

 Spend more time using information, not managing it
 Eliminate the learning curve, every ConnectKey device features the same familiar touch screen interface

Security
Safeguard your confi dential information from unauthorized network access with best-in-industry security.

 McAfee® fi le system protection
 Cisco® TrustSec integration adds security in a BYOD (Bring Your Own Device) world
 3-pass image overwrite

Productivity
ConnectKey cuts your response time by optimizing document workfl ows and information access.

 Spend more time using information, not managing it
 Eliminate the learning curve, every ConnectKey device features the same familiar touch screen interface

Cost Control
ConnectKey technology allows you control of who prints what, when and how.

 Allow or restrict access to print features like color; by user, group, time or application
 Cut energy costs with Cisco EnergyWise energy management solutions

Xerox ConnectKey™
Solving today’s complexities.

ColorQube® 9300 Series
Impact color, big savings.

ColorQube® 8700/8900
Get more done. Simply.

WorkCentre® 7800 Series
Transform the way you work.

WorkCentre® 5800 Series
Print, copy scan.

Xerox ConnectKey Product Portfolio
Introducing our ConnectKey multifunction printers.

For more information contact us on: 0800 117 843 or visit us at: www.xerox.co.za
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Businesses can use 3D printing to design personalised 
products, components, working prototypes and 
architectural models to promote their brand and 
products in new and interactive ways. 

Indeed, there are opportunities to create entirely new 
product lines in which the finished 3D-printed product is 
what the consumer purchases. 

3D printers are now priced so that any size business can 
invest in them and start experimenting with the myriad 
ways to monetise them. 

By 2016, enterprise-class 3D printers will be available 
for under $2,00. Early adopters can experiment with 
3D printers with minimal risk of capital or time, possibly 
gaining an advantage in product design and time-to-
market over their competition, as well as understanding 
the realistic material costs and time to build parts. 

In addition, enterprise uses for 3D printers have 
expanded as capabilities of 3D scanners and design 
tools have advanced, and as the commercial and open-
source development of additional design software tools 
has made 3D printing more practical. 

Gartner believes that the commercial market for 
3D print applications will continue expanding into 
architectural, engineering, geospatial and medical uses, 
as well as short-run manufacturing.

Major multinational retailers have the means to market 
the technology to consumers and generate revenue by 
selling printers and supplies, as well as from sales of 
individual 3D-printed pieces. 

One vision is for the retailers to not only sell the 
printers, but also offer a service bureau that prints 
custom items or personalised variations on stock items: 
a key consumer trend. 

Another possibility is for roving display vans to visit the 
retailers’ stores. 

Customers would visit these self-contained vans parked 
in front of the store that contain two or three operating 
printers and watch parts being made (including possibly 
their own personalised 3D item).

Alternatively, the consumer could order the custom or 
personalised part to be made while they are shopping, 
or to be available for pickup the next day. 

3D printing is disrupting the design, prototyping and 
manufacturing processes in a wide range of industries, 
according to Gartner.

Enterprises should start experimenting with 3D printing 
technology to improve traditional product design and 
prototyping, with the potential to create new product 
lines and markets. 

3D printing will also become available to consumers 
via kiosks or print-shop-style services, creating new 
opportunities for retailers and other businesses. 

“3D printing is a technology accelerating to mainstream 
adoption,” says Pete Basiliere, research director at 
Gartner. “It is a technology of great interest to the 
general media, with demonstrations at science shows, 
on gadget Web sites and in other areas.

“From descriptions of exciting current uses in medical, 
manufacturing and other industries to futuristic ideas - 
such as using 3D printers on asteroids and the moon to 
create parts for spacecraft and lunar bases - the hype 
leads many people to think the technology is some 
years away, when it is available now and is affordable 
to most enterprises.” 

The material science behind 3D printing processes and 
materials will continue to progress, and affordable 
3D printers are lowering the cost of entry into 
manufacturing in the same way that e-commerce 
lowered the barriers to the sale of goods and services. 

As a result, the 3D printer market will continue moving 
from niche adoption to broad acceptance, driven by 
lower printer prices, the potential for cost and time 
savings, greater capabilities, and improved performance 
that drives benefits and markets. 

“Businesses must continuously monitor advances 
to identify where improvements can be leveraged,” 
says Basiliere. “We see 3D printing as a tool for 
empowerment, already enabling life-changing parts 
and products to be built in struggling countries, 
helping rebuild crisis-hit areas and leading to the 
democratisation of manufacturing.” 

3D printing is already established in industries ranging 
from automotive manufacturing to consumer goods to 
the military, as well as the medical and pharmaceutical 
industries. 

Advantage for 3D printing 
early adopters
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We focus our attention on creating amazing colour.
So you can focus on attracting attention.
Get the vibrant colour that sets your business apart without taking up a lot of space. The Xerox WorkCentre™ 6605 
multifunction printer gives you amazing colour with print speeds of up to 35 pages per minute. And with our superior 
technology, you get excellent detail and clarity. All in a convenient small package. So you can focus on making an 
impression. Not on making space.

Phaser® 6600 Quick Facts
  Print up to 35 ppm colour and black-and-white
   First-page-out time as fast as 9 seconds
black-and-white, 10 seconds colour

 Optional Wi-Fi connectivity
 Standard automatic two-sided printing
 Standard 550-sheet paper capacity

WorkCentre® 6605 Quick Facts
All features of the Phaser 6600 plus:

 Workfl ow-enhancing scanning capabilities
 Full range of copy features
 LAN Fax and walkup fax functionality
 4.3-inch color touch screen user interface
 50-sheet Duplex Automatic Document Feeder

Call us on: 0800 117 843 or visit us at: www.xerox.co.za
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Big performance and value in a compact package. 
Superior productivity and results in a compact desktop printer, without compromising on 
quality or value.

WorkCentre™ 3315/3325 Quick Facts
 Print up to 31/35 ppm
 First-page-out time as fast as 6.5 seconds
  Built-in Wi-Fi connectivity (WorkCentre 3325 only)
  50-sheet (Duplex) Automatic Document Feeder 
(WorkCentre 3325 only)
 Standard 250-sheet paper capacity
 50-sheet Bypass Tray
  600 MHz processor (WorkCentre 3315: 360 MHz)
 Up to 1200 x 1200 image quality

Phaser® 3320 Quick Facts
 Print up to 35 ppm
 First-page-out time as fast as 6.5 seconds
 Built-in Wi-Fi connectivity
 Standard 250-sheet paper capacity
 50-sheet Bypass Tray
 600 MHz processor
 Up to 1200 x 1200 image quality

Call us on: 0800 117 843 or visit us at: www.xerox.co.za

Add more value to your business with Xerox.
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NEWS and ANALYSIS

Tablet vs laptop: is the PC dead?
The YOUNGER GENERATION

When Steve Jobs launched the iPad in 2012, 
a new era in computing commenced. Even 
though tablet PCs have been around for years, 
the iPad was the first device to use the form 
factor successfully in the consumer market, 
and established the foundation for today’s 
proliferation of the devices. 

As tablet prices have continued to decline, their 
capability has steadily increased, and analyst 
firm IDC recently revised its forecast for the 
number of tablets that will be sold this year up 
from 172,4-million to 190,9-million - suggesting 
that it thinks tablets will outsell laptops. Its long-
term forecast reckons that by 2017 total tablet 
shipments will hit nearly 353-million. 

That means that in just seven years from 
the release of Apple’s iPad, the tablet will be 
challenging the PC as the most-sold computing 
device - if one discounts the smartphone, which 
has outsold PCs since the fourth quarter of 2010. 
Gartner’s predictions mirror this, forecasting a decline of 7,6% in 2013 of the traditional 
PC market of notebooks and desk-based units. This is not a temporary trend induced 
by a more austere economic environment; it is a reflection of a long-term change in user 
behaviour, according to Gartner. 

As more and more things become available 24/7, users’ lifestyles are also evolving. 
They want entertainment here and now. And, with increasingly hectic and erratic working 
hours, users try to squeeze the most out of their time.

Tablets have provided an ideal solution to help people fit everything in, and to make 
them more efficient. 

So the question for many people today isn’t which tablet they should buy, but whether 
to buy a tablet or a laptop. However, while tablets are capable of many tasks that were 
previously only possible with a laptop or PC, this doesn’t necessarily mean laptops are 
obsolete. 

There are still limitations to what users can do with a tablet. Entertainment aside, tablets 
are great tools to jot down ideas, and they allow the user to share almost anything 
instantly without reproducing the text, photo or picture. 

In terms of organisational capabilities, tablets make it easier for users to manage life, 
their finances, schedules, reviews and so on. However, users still can’t beat the laptop 
for content creation. 

The obvious difference is that all laptops have a physical keyboard. Typing long 
documents is easier and more comfortable on real keys, rather than tapping away at a 
screen for extended periods. It’s possible to buy keyboards for tablets, but the devices 
can’t compete with laptops on storage, either. 

Most laptops have hard disks with capacities around 10 times larger than a tablet’s 
memory. With a tablet, consumers will have to be choosy about which photos, videos, 
music and documents they store locally. The rest has to be stored online, or on a PC or 
laptop. 

Sometimes, tablets can be tripped up by small things, such as drop-down boxes or other 
controls on Web pages, which are fiddly to use with a touch-sensitive display.

Printing documents is easier on a laptop too, as it’s closely tied to the operating system 
and works with a wider range of software. Printing is still possible from a tablet, but it 
isn’t as easy or versatile. 

Of course, few laptops can match the portability and long battery life that most tablets 
offer. Ultimately, laptops and tablets are complementary devices: it’s not a case of one or 
the other. 

Tablets are not going to replace all other forms of computing devices. Each has its 
strengths and weaknesses and is suitable for different tasks. 

Carrying a tablet, PC and smartphone doesn’t make a whole lot of sense, though, so 
convergence will eventually have to happen.

By Anton Vujik, channel manager at Phoenix Software 
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By Fred Mitchell, Symantec business 
unit manager at DCC

Purpose-built backup appliances (PBBAs) 
- highly tuned, turnkey backup solutions 
that have preconfigured hardware, 
interconnects, interfaces and software - are 
gaining popularity among end-users as 
the persistent growth of data continues to 
put pressure on protection and recovery 
processes. 

PBBAs, and especially integrated PBBAs, 
offer businesses storage administrators 
some respite, with data deduplication 
capabilities to optimise capacity, the 
software to manage and move the data, and 
ease of configuration and use. The capex 
and opex savings, compared to using build-
your-own or point solutions, are significant. 

This also means that PBBAs represent 
a significant opportunity for the channel 
to deliver a complete, integrated backup 
solution that offers excellent value for 
money and ease of use. 

According to IDC, the worldwide PBBA 
market is set to grow from revenues of $2,4-
billion in 2011 to almost $6-billion in 2016, 
with “target” or open system PBBAs offering 
deduplication but use third-party software 
for backup data management and software, 
overtaken by sales of “integrated” PBBAs. 

Resellers looking to offer their customers 
solutions to meet their future needs would 
therefore be well advised to add integrated 
PBBAs to their solutions portfolio. 

The use of new applications, the creation 
of electronic document stores, document 
sharing and regulation-driven preservation 
of digital records are fuelling data growth. 
In addition, the proliferation of virtualisation 
is impacting network resources for backup 
and adding to backup management 
complexity. 

Organisations are struggling to manage 
the multitude of different types of backup 
and disaster recovery solutions they are 
using for remote or branch offices, for 
point protection, for virtual machine-level 
recovery, for snapshot recovery and more. 
This has seen the evolution of backup 
processes from tape to virtual tape libraries 
(VTLs) and now PBBA systems. 

The popularity of integrated PBBAs lies in 
their “complete” nature. Customers don’t 

The low-down on   integrated purpose-built backup appliances

Blue Turtle takes on FrontRange
FrontRange, the only provider of hybrid IT service management solutions, 
has announced that it has selected Blue Turtle Technologies (Blue Turtle) 
as its Master VAR for the African region.
The agreement sees Blue Turtle take responsibility for promoting, 
selling and supporting HEAT Hybrid Service Management and HEAT 
Client Management solutions to customers throughout the region. The 
partnership with Blue Turtle provides FrontRange customers in the region 
with localised ITSM expertise for support and services.
“Working with Blue Turtle, one of the leading ITSM distributors and 
customer service providers for key African markets, will enable FrontRange 
to be even more responsive to customers while also expanding our 
product delivery reach in the region,” says Fred Johannessen, VP of 
international sales, alliances and channels at FrontRange.
Blue Turtle, who will be an exclusive distributor of FrontRange’s ITSM suite 
of products within the region, will apply its extensive expertise in ITSM and 
IT operations to deliver world-class support to customers in Africa.
“The combination of FrontRange’s Hybrid Service Management offerings 
and Blue Turtle’s support and delivery organisation will provide an entirely 
new level of customer service throughout key African geographies. We 
will bring singular support to current customers and our goal is to rapidly 
expand in the region,” comments Geoff van den Bosch, MD at Blue Turtle.
“The trend within the ITSM market will see an increase in mobile and social 
IT to continuously offer new and exciting opportunities to evolve service 
delivery and support. Furthermore, the requirement for new technology 
to be integrated within ITSM vendor solutions and the maturity of mobile 
device management (MDM) will help expedite the advancement of these 
solutions.
“The agreement further entrenches the market’s recognition of Blue Turtle 
as an IT market leader in Africa with exceptional expertise, with a level 4 
BEE accreditation, supported by sound business principles and service 
level agreements,” concludes Van den Bosch.

Esquire, Promate sign distribution deal
Esquire Technologies, the award-winning distribution company, announced that it has 
signed a strategic distribution agreement with lifestyle technology manufacturer Promate 
Technologies for the southern African region. 

Promate has an impressive range of peripherals and accessories for smart computing, 
mobile and personal computing demands.

“We are extremely pleased to bring these high quality, yet affordable, lifestyle products 
to southern Africa, as we share the same vision and synergy as Promate in bringing new 
innovative products to the market,” says Asgar Mahomed, MD of Esquire.

Promate Technologies is a big player in the world of peripherals and digital gadgets. It 
boasts one of the world’s largest collections of smartphones, tablets, laptop peripherals and 
digital gadgets – and has been harvesting hundreds of awards all over the world for being 
one of the most innovative brands and lifestyle technology developers.

Mahomed says the company is seeking to capitalise on the expanding accessories and 
peripherals market currently “springing up” in South Africa.

Yasir ALkaar, international sales director of Promate Technologies, says, “Promate 
constantly strives to seamlessly incorporate modern technology into the user’s daily life. 
Promate’s R&D team is continuously asked to find solutions to enhance the way we use 
everyday technologies.

“The result is a range of award winning innovative enhancements and gadgets in the 
realms of telecom, digital entertainment and personal computing.

“We at Promate have the products, the know-how and the brand building experience – and 
Esquire understands the local market and has an impressive business model, such as the 
virtual reseller network (VRN) and award-winning Xpress Store in major cities, which is 
hugely significant to us.”
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have to source hardware and software 
components from different areas. The 
solution is pre-installed and requires 
minimum configuration.

This is beneficial to the reseller as well, 
since an all-in-one solution offers greater 
value for money to the customer, without 
requiring additional hardware or licensing, 
and as such is easier to sell. 

PBBAs can support multiple interfaces, 
including network attached storage (NAS), 
virtual tape library (VTL), open system 
and vendor specific interfaces. Target 
PBBAs can be used in heterogeneous 
environments but do not include backup 
software for data movement, scheduling, 
and/or media management. 

A typical backup solution would be built 
from component parts and include a server, 
operating system, backup software and 
storage. This could involve the integration 
of four or more different vendor solutions. 

The time to design, install, integrate and 

test the solution should also be taken into 
account, along with administration of the 
solution, hard and software upgrades, and 
ongoing support. 

Integrated systems, which seamlessly 
incorporate the server, storage, OS and 
backup software in a single appliance, are 
changing the game for both end-users and 
resellers. They offer greater integration with 
the client environment, improved capability 
and automation, and more simplicity. 

They are designed for ease of use and fast 
deployment, have the ability to scale easily 
by adding more media servers, include 
licensing, and add reliability and peace of 
mind that cobbled together systems cannot. 
Aside from these benefits, integrated 
PBBAs are far easier to demonstrate to 
customers, as they are preinstalled and can 
be configured easily, allowing for them to be 
set up in minutes on a customer’s network, 
so the value they deliver can be proven. 

Support of the solution is also simplified, as 

the reseller has a single point of contact for 
any hardware and software related issues. 
Unlimited options mean that the user can 
install as many servers on the backup 
appliance as they need, making scalability 
simple and providing a ‘future proof’ 
element, which appeals to the customer. 

The integrated nature of these appliances 
also improves affordability, opening up new 
markets for the channel in areas where 
budgets may not have permitted the sale of 
backup and recovery appliances previously. 

IDC expects the overall PBBA market to 
grow five times faster than the external disk 
market and four times faster than the total 
general-purpose disk and software markets 
used for data protection and recovery. 

Resellers can take advantage of the growth 
in this market by incorporating integrated 
PBBA offerings into their solutions, 
providing customers with a cost-effective, 
efficient and reliable backup solution to 
ensure that their data remains protected. 

The low-down on   integrated purpose-built backup appliances

The ultimate backup appliance.

In the future, all backup will look like this. But until then, there’s the NetBackup™ 5220 appliance from Symantec - 

the only fully integrated backup, deduplication, and storage appliance with industry-leading, factory-installed 

Symantec software. So it’s practically ready to go right out of the box. It’s hard to believe anything this simple can 

be so technologically advanced. But it is.

It’s not the best in class, it’s the only one in its class

Find out for yourself. Contact DCC on 011 201 8927
or visit www.drivecon.net

Copyright © 2012 Symantec Corporation. All rights reserved. Symantec, the Symantec Logo, the Checkmark Logo, and NetBackup are trademarks or registered trademarks of Symantec Corporation or its affiliates in the U.S. and other countries.
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To say that 2013 has been a 
rollercoaster ride for the local 
channel could be construed as one 
of the biggest understatements of 
the year. Buoyed by a surprisingly 
profitable December, many in the 
channel at the beginning of the 
year were distinctly bullish about 
future prospects. Come the end of 
the first quarter, this feeling was 
further boosted by some channel 
players recording all-time record 
months in terms of revenue. Some 
even claimed that the end of the 
economic recession triggered in 
2008 could be nigh. But then came 
May and, as the rand crashed to 
record lows, the local channel 
followed in its footsteps. Changing 
trends in technology and changing 
customer buying patterns have 
further compounded the problem 
in a market that seems to be as 
unpredictable as the Proteas in 
an ICC trophy championship. And 
while the channel has stoically 
continued to weather the storm 
during the first six months of the 
year, what will unfold in the next 
six months could be anyone’s 
guess. It would take the vision of 
Nostradamus and the bravery of 
Saint George to try and predict 
what will happen running up to the 
end of 2013. Fortunately, there are 
many in the channel who don’t shy 
away from even the most daunting 
of challenges …

SA channel: state  of the nation ...
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The South African channel is used to 
toughing things out in one of the most 
competitive and unpredictable markets in 
the world and 2013 seems to have been 
no different for its many distributors and 
resellers. 

But, while there has been an air of cautious 
optimism over the past six months, the 
following half-year could prove to be more 
daunting as the rand continues its volatility 
and, more importantly, the reseller channel 
struggles to get to grips with new emerging 
global trends, such as mobility and cloud 
computing.

Many say that the era of hardware resellers 
is at an end, but just as many would beg to 
differ. 

The move to mobile devices is proving to be 
a major challenge, but most major vendors 
now seem to have caught up with Apple 
and its i-devices and are now offering not 
only technologically equal products, but 
also superior pricing. 

The introduction of “hybrid” devices, or 
two-in-ones – devices that double as both a 
tablet and as a notebook – may also prove 
to be a more viable option for the reseller 
channel.

Windows 8, let’s be frank, has been a 
dismal failure for the channel. Touted as the 
saving grace of a floundering PC market, 
it has sensationally failed to live up to its 
marketing hype. 

The introduction of a new and improved 
version later this year, though, may prove 
to be a better bet. One aspect on the OS 
front that hasn’t claimed any sensational 
headlines is Microsoft’s halting of all support 
for Windows XP next year. 

The implications of this could prove to be a 
bigger boost for the channel than any new 

OS. It is estimated that there are literally 
hundreds of millions of PCs still running XP 
throughout the world. And with no support 
offered next year, these are all going to 
have to be refreshed.

Again, the fact that so many other vendors 
now have alternative options to Apple 
means that this potential market is opened 
up for the majority of resellers.

In the meantime, the best advice to any 
South African reseller is probably one that 
harks back to another era: vasbyt (bite 
tight). There is little doubt that the next six 
months are going to be among the toughest 
ever faced by the local channel. 

But for those that hang on, that can 
continue to survive into the new year, there 
are indications that they could reap the 
benefits of an industry that is long overdue 
to come out of its slump.

Local channel players generally agree that 
the first six months have been topsy-turvy, 
but many of them have also identified 
key market areas and niches where they 
think they can prosper. As always, this 
hardy bunch of business men and women 
continue to see a silver lining along every 
dark cloud.

“The market has shown a number of 
encouraging signs over the past six months, 
reflecting positive trends,” says Graham 
Duxbury, CEO of Duxbury Networking. 
“While the rand has exhibited significant – 
and often ‘uncomfortable’ - volatility against 
foreign currencies, this does not appear to 
have inhibited growth.

“Looking ahead, it’s very difficult to pinpoint 
the industry developments that will influence 
and affect distribution in the latter half 
of 2013,” he adds. “It’s a bit like trying to 
predict the first 10 places in a Formula One 

Grand Prix. 

“There is always a degree of certainty 
about who the top performers will be, but 
identifying the outright winner on the day is 
a little more difficult.

“That said, I am confident that wireless 
products – such as those we distribute 
from Deliberant and LigoWave - will 
increase their dominance of the market, 
further extending their reach as wireless 
technologies become ubiquitous. 

“This is particularly true of the burgeoning 
WISP (wireless Internet service provider) 
market which is demanding the latest, 
cutting edge products and the value-added 
benefits linked to close distributor-reseller-
customer collaboration.

“From our perspective these products, and 
the aggressive pricing philosophies that 
underpin them, will allow us to broaden 
our focus to include this area of the 
marketplace,” he says.

Duxbury says that the severe skills shortage 
that continues to dog the local industry 
remains a key factor that needs to be 
addressed.

“In the immediate future, I believe there 
will be an increasing need for training and 
education in the channel,” he says.

“Opportunities need to be created to give 
the latest generation of technicians and 
professionals access to the expertise 
of individuals who have had years’ of 
experience in business-related settings 
within the IT industry and networking 
arenas. 

“With this in mind, the Duxbury Academy 
has expanded its curriculum with the 
addition of a number of courses from 
CompTIA,” Duxbury says.

SA channel: state  of the nation ...
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“As a result, we’re now in a position to 
provide an increased range of globally-
recognised professional certifications to 
both channel and end user organisations.

“Simon Cambell-Young, CEO of Phoenix 
Distribution, says that the first half of the 
year has been tough – and that it is only 
going to get tougher.

“The next six months will see significant 
changes within the vendor and distribution 
landscapes,” Campbell-Young says. “We 
see big movement afoot. Vendors are 
under pressure in all territories and are 
now looking to make changes to ensure 
consolidation of run rate, let alone growth.

“We have had a very strong first six months 
because our business model is delivering 
in bucket-loads, but many distributors have 
battled to make the necessary changes to 
meet this shifting environment.”

Campbell-Young says that telcos are part 
of the transformation the market is seeing, 
providing significant change in their own 
right, and that they could become the 
leading VARs within the enterprise arena 
within a few short years. 

“Their reach within the software provisioning 
environment will ensure them approximately 
40% of the market over the next few years,” 
he says. “Their growth within consumer 
segments is already well entrenched and 
growing annually, and mobile itself is 
growing fantastically. 

“Mobile technology is now finally delivering 
on all of its initial promises, and is creating 
opportunities for the channel as well as 
threatening many traditional models. 
Those companies that can work within this 
mobile future are the only ones that will be 
successful going forward.”

According to Campbell-Young, all the hype 
about the potential of Africa is spot on and 
the local channel should be targeting these 
new areas of growth.

“Territories north of our borders are growing 
exponentially and Phoenix Distribution has 
seen an escalation in demand across Africa 
for its product portfolio, mainly as the result 

of the growth of the consumer sectors in 
these countries,” he says. “Creating more 
and larger consumer markets, Africa’s 
economic progress is opening doors for 
vendors.

“Opportunities are opening in the retail and 
business markets,” Campbell-Young says. 
“Sub-Saharan Africa can expect to see 
economic growth of 6,6% on average this 
year, according to the African Development 
Bank, and this growth is not down to the 
export of raw materials, but rather due to 
domestic demand – as a result of growing 
populations and increasing urbanisation. 
The South African channel needs to be 
at the forefront of this trend, or lose the 
opportunity.”

Lindi Shortt, MD of one of the country’s 
leading distributors, Rectron, agrees that 
while there have been some significant 
“good news” stories during the course of the 
year so far, it has by no means been plain 
sailing for the channel. She says there are a 
number of trends that are taking hold in the 
market and that these are starting to make 
impact all through the value chain.

“The traditional whitebox PC and 
components business is under attack, both 
by multinationals in the PC arena competing 
with extremely aggressive pricing, as well 
as the softness of the market,” Shortt says.

“Compounding this is the fact that 
consumers are opting for finished goods, 
such as tablets, over PCs. In addition, the 
lacklustre adoption of Windows 8 devices 
has also had an impact on our business, 
though this is currently being addressed 
with the release of Windows 8.1. 

“Other trends affecting the distribution 
business are credit amongst resellers, and 
transition by resellers from their traditional 
sales model to a more service-orientated 
business model,” she says. 

“We have also witnessed a particularly 
unstable rand over the course of the first 
quarter. The effect of this can be seen in 
pricing increases as goods become more 
expensive to import. This kind of volatility 

in our currency equates to unpredictability 
in pricing, which is especially dangerous on 
low margin products.”

Shortt says that resellers have to recognise 
that there are new business models 
emerging within the channel and that they 
should be prepared to embrace these rather 
than depend on their traditional models. 
Cloud computing, she says, is a case in 
point.

“Cloud computing is something that’s really 
starting to hit the mainstream user now,” 
Shortt says. “Our resellers need to re-think 
their business models in order to adapt to 
the cloud. This is not a traditional off-the-
shelf product, and will necessitate resellers 
offering services around the cloud solution.

“The reality is that end users are now 
able to purchase products such as Office 
365 directly from Microsoft, which has the 
potential to cut out the channel. The winner 
at the end of the day will be the reseller that 
has successfully realigned with this trend.”

Shortt says that many resellers are taking 
note of the changes occurring in the 
channel and are not simply resting on their 
laurels.

“Resellers are becoming increasingly aware 
that they need to adapt and create solutions 
around cloud computing in order to run a 
sustainable business,” she says. “The shift 
to cloud computing represents a shift in 
the hardware purchasing model, especially 
around the entry level segment where 
hardware is often easily replaced by cloud 
solutions.

“Resellers should continue to explore new 
business opportunities and educate their 
sales staff on cloud computing,” she says.

And, Shortt adds, Rectron itself is heeding 
its own advice regarding its own future 
strategy.

“First and foremost, we are committed to 
creating value for our resellers, making sure 
that we contribute towards a sustainable 
business for the future,” she says.

“Internally, we are continuing to focus on 

>>>
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our strengths while maintaining tight fiscal 
controls. 

“We will manage the transition of our 
business, resourcing correctly and putting 
more energy into driving the business in the 
SME space.”

While hesitant to reveal any specific product 
sets that Rectron will be focussing on in 
the future, Shortt says there are some key 
areas – portability products, smartphones 
and their accompanying OSs, and 3D 
printing, for example.

“The channel should also be keenly aware 
of e-commerce,” Shortt adds. “It is set to 
explode and if you are not diversifying your 
business to be able to talk to consumers 
online, you are missing out.”

The role of vendors such as Microsoft and 
their respective cloud offerings in the future 
channel is one that continually leads to 
heated debate among resellers. Many feel 
that they are being marginalised by this new 
emerging model and that there is no place 
for them in it.

But nothing could be further from the truth 
says Munir Kundakci, head of Microsoft 
SMS&P, who points out that end user 
customers are having just as difficult a time 
at present as the channel, and are often 
reliant on their business partners to help 
them.

“There’s no doubt that it’s a tough market 
out there right now,” Kundakci says. 
“Companies are looking for ways of saving 
on IT infrastructure costs.  The savings 
either help the bottom line or are redirected 
to IT projects that increase productivity.  
Most companies ask their IT partner for 
help.  The IT companies cannot sacrifice 
margins, while they want to help their 
customers.  Here cloud services like Office 
365 enter the picture in satisfying the needs 
of both parties:  Helping important savings 
in operational cost, reducing needs for high 
capital expenditures, while always providing 
the latest and best version of Office, 
Exchange, Sharepoint and Lync - all in the 
form of a subscription.

“I’m often asked where the channel fits 

in when Microsoft can sell cloud services 
like Office 365 directly – and the answer is 
simple: First, the channel have the choice of 
being the advisor of Office 365, or reselling 
Office 365,” Kundakci explains. “In both 
models there is a nice margin to make.  

“Second, the partners can create 
new services to wrap around these 
subscriptions. We’re already seeing a 
growing number of channel partners who 
are helping customers design their cloud 
environments, migrating data, and then 
taking advantage of the cloud’s elasticity to 
deliver services. 

“At the recent TechEd conference in 
Durban, we talked a lot about how the 
Microsoft cloud OS provides a consistent 
platform between Windows Azure and 
Windows Server 2012 deployed in customer 
data centres and by partners providing 
hosted and cloud services,” he says. 
“A major selling proposition for partners 
to customers is that they can run their 
infrastructure services and apps on-site, via 
Windows Azure, through the partner’s cloud 
or any combination.

“The good news for the channel is that 
Microsoft and Microsoft distributors are 
helping in building the skills needed to build 
cloud solutions, including private clouds, 
for South African businesses,” Kundakci 
says. “Thousands of customers are served 
by more than a hundred partners in South 
Africa, and both numbers are growing 
month by month.” 

But it is not just cloud computing that 
is having a dramatic effect on the IT 
channel as we know it, according to Nick 
Christodoulou, regional partner manager at 
EMC Southern Africa.

“Concepts such as cloud computing, 
bring your own device, server and storage 
consolidation, software-defined data centre, 
third generation platform, converged 
infrastructure and security are most than 
just buzzwords - they will define whether a 
partner will stay in business over the next 
five years and whether an individual is still 
marketable in the IT industry in the next five 

years,” Christodoulou says. 

“They will change the entire structure of the 
channel model as we know it. 

“Never before have we seen such a wave of 
change in IT,” he adds. “There is no doubt 
the next five years will be separate the men 
from the boys, so to speak. 

“Distribution sits at the heart of all of these 
changes and I firmly believe that distributors 
will be the first to feel the changes as they 
are regarded as the gate-keepers to the 
channel,” Christodoulou continues. 

“As PCs and laptops have become more 
and more commoditised, distributors have 
had to grapple with the threat of competing 
against banks and telcos for sales of these 
items. Unfortunately, it’s only getting worse 
with the advent of ‘bring your own device’. 

“Cloud computing is also affecting 
distributors,” he says. “In the future, small 
and medium business customers will not 
buy IT physically, they will buy it as a 
service.

“This will undoubtedly impact distribution 
and the channel as a whole, especially as 
the distributor’s traditional business model 
has been to sell physical servers, storage 
and networks. 

“The bottom line is that IT is reinventing 
itself and so must distributors,” 
Christodoulou advises. “The shockwaves 
being felt now are a prelude to much more 
dramatic changes in the future. 

“The only way a distributor can preserve 
itself is to look at these key trends and 
figure out how they can structure their 
business to play a role in the future.”

Kelvin Reynolds, country manager of Epson 
SA, is another who is worried about the 
future of the channel with the current shifts 
that are happening. 

“Epson is an old-fashioned company,” says 
Reynolds. “We believe in the channel and 
we stand by the channel – but I am very 
concerned about the state of the channel.”

With so many distributors now touting their 
own house-brand PCs and the large PC 
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manufacturers moving towards a near-direct 
sales model, Reynolds thinks the channel is 
facing huge challenges – in his words “the 
channel is taking a beating”.

As the PC market continues to founder, and 
alternative sales channels come to the fore, 
the traditional reseller is in for a hard time, 
he says.

And Reynolds’ advice to resellers? “Follow 
the money.”

While the traditional school looks to volume 
as a measure of success, he urges resellers 
to consider profitability rather.

“If you can’t add value to something, don’t 
do it,” he says. “If you look at the number 
of companies in the channel that rely on 
vendor rebates to make a living, this is a 
formula for disaster in the long run.

“If you can’t differentiate yourself, you are 
extremely vulnerable to competition – and 
not just your traditional competitors, but 
your own supply chain.

“There is no point in selling product if there 
is no profit in it,” Reynolds says.

At the end of the day, it is in the best 
interests of all vendors that the channel 
survive. It may not do so in its current form, 
but it is a vital component of the go-to-
market strategy of every major vendor, 
many of which would be overwhelmed 
by the sheer logistics of distribution. Not 
to mention the all-important “feet on the 
ground” that the channel provides for them.

It is for these reasons that the vendors 
continue to support and advise the channel 
as much as they can, particularly in the dire 
economic conditions that we find ourselves 
in.

“There is no doubt that the first six months 
of 2013 have been incredibly tough for the 
channel,” says Kalvin Subbadu, component 
sales manager at Western Digital SA. 
“Vendors are struggling for market share 
and profitability, quarter-on-quarter growth 
has been slow and declining, consumer 
spend is low, and this has a knock-on effect 
throughout the channel. 

“These challenges are driven in part by 

continuing economic trouble across the 
world, coupled with a weaker rand, which 
has reduced the budgets of consumers, 
causing sales to slow. 

“The volatility of the rand has had a huge 
effect on sales, as consumers have a 
limited budget. This means that the margins 
of vendors and distributors are being 
continuously squeezed, as retailers need to 
move products, but require lower prices in 
order to do so,” Subbadu says. 

“Profitability is further challenged by 
the need for vendors and distributors to 
maintain stock levels, which costs money, 
particularly if this stock is not moving.”

Subbadu’s colleague at Western Digital – 
branded sales manager Anamika Budree 
– has the following advice: “A combined 
effort between manufacturers and retailers 
is what’s needed for all parties to maintain 
a healthy level of profitability.  With the right 
products, at the right time and correctly 
priced, it could be a win-win situation for 
everyone involved. Due to the current 
financial climate we cannot expect the 
significant margins that we’ve been used 
to in the past, but at WD we continue 
to use our technological innovations to 
create storage products and solutions that 
consumers need. Furthermore, this is at a 
price point that benefits both our channel 
partners and end users.”

Coping with a declining market requires 
innovative strategies across the channel. 
One way is to maintain lower stock levels, 
and buy forward cover to try and ensure 
products are purchased when the exchange 
rate is more favourable. 

Businesses also need to become leaner, to 
maximise efficiency and reduce overheads 
in order to increase profits. But ultimately, 
says Budree, it is a matter of “waiting out 
the storm”.

“It is a difficult situation, but vendors and 
distributors need to be patient and allow 
the economy to strengthen and the market 
to normalise,” Budree says. “The entire 
channel also has to work together to 
change customer expectations; we should 

all be selling a solution and not just a 
product on price. 

“We need to sell the value of products 
rather than the price, and keep this in the 
minds of consumers, as we still believe the 
consumer will pay a very small premium for 
a complete solution that will add value to 
their daily lives.”

Although the current market paints a picture 
of doom and gloom for the next six months, 
there is light at the end of the tunnel. New 
products and innovation always drive 
additional consumer spend, and the lead-up 
to the holidays should see an increase in 
consumer spend. 

“The market is tough, and profitable 
sales remain a challenge, but this is 
not something that will last forever,” 
says Subbadu. “The channel needs to 
partner with the right vendors, vendors 
which deliver products that add value for 
consumers.

“It would also be wise to explore new 
markets in the interim, targeting niche 
customers, becoming more innovative in 
their approach to sales, looking for new 
avenues to create business, and possibly 
exploring business outside of South Africa 
where margins may be higher.

“Ultimately, improving efficiency and 
running a lean business are the best 
options not only to relieve pressure in the 
short-term, but to improve profitability in the 
long-term as well,” Subbadu says.

The general consensus seems to be that 
the remaining months of 2013 look set to 
be as tough as any the channel has ever 
encountered but, even as we go to press, 
the rand is beginning to show signs of 
recovery against the dollar. A good portent 
for things to come? 

And while resellers cling to survival, there 
are a couple of tantalising omens for the 
next year to keep them steadfast: the 
potential promise of Windows 8.1; and the 
anticipated refresh for killed-off Windows 
XP machines.

It only remains to survive …  

>>>
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Meet the team at DCC ...

Fred Mitchell 
Products represented: 
Symantec business unit 
manager 
What sets your products 
apart from their competitors: 
Research and development 
Why should customers 
choose your distribution above 
others: Service, service, 
service. DCC has the biggest 
and most efficient team of all 
of the Symantec distributors. 

Frank Lumley 
Products represented: Dell 
What sets your products apart 
from their competitors: The 
quality of Dell’s products and 
the industry leading after-sales 
service 
Why should customers 
choose your distribution 
above others: DCC has highly 
knowledgeable sales and 
technical teams, along with 
expertise in logistics 
Why are product managers 
necessary: Product managers 
ensure the correct stock in 
the right quantity is in the 
warehouse - at the best price 
for the reseller and their end-
user customer. They are also 
instrumental in assisting both 
the internal sales teams and 
the reseller base, to identify 
the best solution for the end-
user customer 
How would you change the 
current distribution model: It 
would be great if everybody 
adopted a 100% channel 
strategy 
What’s the best aspect of 
your role: Putting a solution 
together with a reseller and 
winning the deal 
 

What’s the best aspect of your role: I enjoy 
interacting with customers and my team 
members 
What’s the worst aspect of your role: When 
there is no stock at vendor level 
How do you see distribution evolving in the 
future: Logistics and value-add services play an 
important role in the supply chain. This model 
will probably have to evolve in order to remain 
competitive in the future 
Favourite food and drink: Seafood and whiskey 
Likes and dislikes: I like it when hard work pays 
off. I dislike dishonesty 
Your favourite way to relax: With my family 

Plus, we can add installation and maintenance services to assist 
our customers 
How would you change the current distribution model: I would 
insist distributors claiming to be value-added distributors have 
certain minimum requirements, such as front-line support, 
certified technical staff and - as Symantec does - a master 
specialisation 
What’s the best aspect of your role: Interacting with people 
What’s the worst aspect of your role: Interacting with people 

Caron De Fortier 
Products represented: HP Printers and 
Supplies business unit manager 
What sets your products apart from their 
competitors: Our leading edge technology and 
high service levels 
Why should customers choose your distribution 
above others: Our logistical excellence 
Why are product managers necessary: The 
product manager is the critical link between the 
sales team and the vendor 
How would you change the current distribution 
model: I believe that the current distribution 
model works well for current local market 
conditions 

Tyrone Malan 
Products represented: 
Lexmark 
What sets your products 
apart from their competitors: 
The fact that Drive Control 
Corporation distributes 
Lexmark hardware and 
supplies. We can offer our 
resellers and their clients a 
complete solution
Why should customers 
choose your distribution above 
others: DCC has a great 
understanding of its clients’ 
needs and will always go the 
extra mile to assist them 
Why are product managers 
necessary: To provide the 
sales representatives with as 
much information as possible, 
in order for them to sell the 
products with confidence 
How would you change 
the current distribution 
model: I would look towards 
implementing more online 
help, to assist resellers with 
their choice of products 
What’s the best aspect of your 
role: Dealing with a diverse 
range of clients and vendors, 
also the sales staff that push 
the products and solutions 
What’s the worst aspect of 
your role: Dealing with people 
who are unreasonable 
How do you see distribution 
evolving in the future: More 
collaboration and value 
through services delivered to 
the reseller and end user s
Favourite food and drink: Any 
pasta and Coke 
Likes and dislikes: I enjoy 
sport, including rugby, golf 
and cricket. I dislike unethical 
people and politics 
Your favourite way to relax: 
With my wife and son 
 
 
 
 
 

Farhad Alli 
Products represented: 
Western Digital and Crucial 
Solid State Drives 
What sets your products 
apart from their competitors: 
Western Digital has a larger 
product portfolio compared 
to our competitors, providing 
a solution for every type of 
application and user. Plus, 
WD is the number one hard 
drive brand globally.
Why should customers 
choose your distribution above 
others: We are reseller-
focussed, have in-depth 
product knowledge, a wider 
range of products, sufficient 
stock holdings, good pricing 
and have been in the hard 
drive market for over 20 years 
Why are product managers 
necessary: They have in 

depth knowledge of the 
product and brand they are 
responsible for 
How would you change the 
current distribution model: 
Nothing, it currently works well 
What’s the best aspect of your 
role: Working with a great 
brand and people 
What’s the worst aspect of 
your role: Having to deal with 
competitors that price cut 
How do you see distribution 
evolving in the future: I see 
leaner operations emerging in 
order to make more revenue 
Favourite food and drink: Any 
seafood 
Likes and dislikes: I enjoy 
motorsport and dislike 
incompetent people 
Your favourite way to relax: 
Spending time with family
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Francois van 
Wijk 
Products represented: HP 
PSG 
What sets your products 
apart from their competitors: 
HP sets the pace for IT and 
IT services. HP is a market 
leader with a range of 
products that place greater 
power, reliability and ease-
of-use within reach of more 
organisations 
Why should customers 
choose your distribution above 
others: We have a large 
variety of products, high stock 
availability and a multinational 
team of qualified professionals 
Why are product managers 
necessary: Product managers 
deal with the planning, 
forecasting and marketing 
of a product. They also drive 
new product development and 
bridge gaps between teams of 
different expertise 
How would you change 
the current distribution 
model: I would drive more 
transparency with cost/selling 
between the distributors and 
resellers to align margins 
What’s the best aspect of 
your role: Managing an 
international household brand 
and dealing with the vendor 
What’s the worst aspect of 
your role: Administration 
How do you see distribution 
evolving in the future: To 
work even more closely with 
loyal resellers to achieve the 
common goal of increased 
productivity and profitability 
Favourite food and drink: 
Pizza, and brandy and Coke 
Likes and dislikes: I’m a very 
direct person and hate it when 
someone lies 
Your favourite way to relax: 
Cycling and spending time 
with my family

Cindy Du Toit 
Products represented: Canon, 
Samsung, Brother, Epson 
Consumables and Microsoft 
Software 
What sets your products 
apart from their competitors: 
Microsoft is a market leader 
in software development. 
As far as consumables are 
concerned, I work with strong 
brands that are well-known 
throughout the industry 
Why should customers 
choose your distribution above 
others: DCC has friendly, 
efficient sales representatives 
and product managers. I 
always go the extra mile to 
ensure customer satisfaction, 
and take pride in my work 
Why are product managers 
necessary: To make sure 
the sales representatives 
have stock and all the tools 
available to make the sale. 
Also to promote and grow the 
brand within the company 
How would you change 
the current distribution 
model: I would promote 
more transparency between 
distributors and vendors 
What’s the best aspect of your 
role: Building relationships 
with customers, vendors and 
co-workers 
What’s the worst aspect 
of your role: The price war 
between distributors and 
dealing with difficult customers 
How do you see distribution 
evolving in the future: I 
see it becoming a more 
integrated extension of the 
reseller’s business, working 
transparently to ensure all 
their end-user customer needs 
and requirements are met 
Favourite food and drink: 
Buffalo wings and Dom Pedro 
Likes and dislikes: I like to 
spend quality time with my 
friends and family. I do not like 
dishonest people 
Your favourite way to relax: A 
day out with my husband and 
daughter 

Elrica Quick 
Products represented: APC 
What sets your products apart from their competitors: APC sets 
the standard in its industry for quality, innovation and support. 
Its comprehensive solutions, which are designed for both 
home and corporate environments, improve the manageability, 
availability and performance of sensitive electronic, network, 
communications and industrial equipment of all sizes 
Why should customers choose your distribution above others: 
Drive Control Corporation has a module where sales and 
account managers work closely together with product managers 
to ensure our customers receive the highest service levels. DCC 
is a distributor of various prominent IT brands in the market, 
making us a “one-stop-shop” for our customers 
Why are product managers necessary: Product managers are 
needed for the smooth management, control and operation of 
distributors’ products 
How would you change the current distribution model: I believe 
that distribution will follow suit of most other industries and 
become more automated in various ways – from warehousing to 
online ordering. There are some distributors that have already 
geared themselves toward this 
What’s the best aspect of your role: Running the APC product 
as if it is my own business, seeing the positive results and happy 
customers 
What’s the worst aspect of your role: When a customer requires 
items urgently and I cannot assist them immediately 
How do you see distribution evolving in the future: Distribution 
will evolve into an online-based business model 
Favourite food and drink: Red meat and wine 
Likes and dislikes: I enjoy the satisfying feeling I get when I am 
able to solve a problem. I dislike people who think they know 
better than others 
Your favourite way to relax: Going on a motorbike breakfast run

Heinrich Pretorius 
Products represented: Canon Hardware and Photography, OKI 
Printers and Supplies, and Targus 
What sets your products apart from their competitors: Canon is 
the world leader in imaging products and solutions. Targus is the 
leading supplier of mobile computing cases and accessories, 
with limited lifetime warranties on cases and two-year warranties 
on accessories. OKI is a global business-to-business (B2B) 
brand with cost-effective, professional in-house printing solutions 
Why should customers choose your distribution above others: 
They should choose my service as I take pride in my work ethic 
and honesty. DCC has a wide variety of products available that 
suit any clients’ needs 
Why are product managers necessary: We play a critical role, 
providing specialised product knowledge, ensuring stock is 
available at the right cost, focussing on the sales force and 
customers, and solving stock problems. We also ensure new 
products are available and manage stock purchases 
How would you change the current distribution model: I wouldn’t 
recommend any change. I believe it is working well already 
What’s the best aspect of your role: Working with brilliant brands 
What’s the worst aspect of your role: Undercutting prices in the 
market means everyone makes lower margins 
How do you see distribution evolving in the future: Like all other 
businesses, distribution will need to be “leaner” in order to 
increase revenues 
Favourite food and drink: A 600g rump steak with chips, and a 
Castle Lite 
Likes and dislikes: I like music, rugby and being up-to-date 
on the latest developments in the ICT industry. I dislike empty 
promises, bad service and dishonesty 
Your favourite way to relax: At the coast with my family
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Ideal for small to medium-sized business, the HP OfficeJet 
Pro 276dw multi-functional printer (MFP), distributed by 
Drive Control Corporation, provides professional quality 
with wireless and mobile connectivity and industry-leading 
management tools. 

The OfficeJet Pro 276dw offers wireless printing and shared 
access with PCs, notebooks, tablets and mobile devices 
without a network or router. The printer is able to print, copy, 
scan, fax and access the Web.

Enjoy the flexibility of being able to print from smartphones 
or tablets from virtually anywhere with HP ePrint. Users can 
walk up and print files directly from a flash drive, using the 
easy-access USB port. 

Print settings can be customised to save users up to 50% on 
energy when compared to laser printers, and up to 50% on 
paper usage with automatic double-sided printing. HP original 
inks not only deliver superior prints, but they also offer a high 
yield of up to 2 300 pages in black or 1 500 pages in colour - 
all from a single cartridge. 

The HP Imaging and Printing Security Centre ensures print 
security can be easily managed. The HP OfficeJet Pro 276dw 
MFP is a reliable workgroup printer designed for volumes of 1 
500 pages per month.

Headphones with attitude 
Monster, in collaboration with musician Nick Cannon, presents the 
bold new NTune headphones. These are designed for users with 
something to say about their look, their persona, and most of all, 
their music. 

NTune has a comfortable on-ear design, putting out pounding bass 
whether worn on the ears or around the neck. 

Monster is known for making some of the world’s best headphones, 
and NTune proves that rule. 

Details pop and the bass booms like a full stereo system. Monster’s 
advanced technology keeps music distortion-free, no matter how 
loud it is played. It’s the experience users want: an incredible sound 
and look at an incredible value. 

The NTune targets the youth market. The lightweight design will 
always look good. The fairly small cans, designed for an on-ear fit, 
make it easy to wear the headphones all day long. The low profile 
right angle connector adds to the comfort and flexibility of the 
headphone. 

The headphones also feature Monster’s advanced ControlTalk 
Universal, which provides easy music playback control for most 
Android, BlackBerry and smartphone devices. 

The NTune is available in a bold blue, black, red and white, and is 
now available at Musica for R1999.99.

The HP OfficeJet Pro 276dw
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Epson announces full HD 3D projectors 
Epson has launched two new top-of-the range, full HD 3D projectors for film enthusiasts: 
the EH-TW9100 and EH-TW8100. 

A key feature of the two models is that users can convert 2D HD content to 3D at the touch 
of a button. This includes video games. 

They also feature automatic colour optimisation; frame interpolation, a form of video 
processing that adds in additional frames to reduce motion blur and ensure that video 
reproduction is crisp and clear; and super-resolution technology to further enhance the 
viewing experience. 

Additionally, Epson’s 3LCD technology and the high contrast ratio of 320 000:1 deliver 
lifelike colours, deep blacks and accurately reproduced detail. 

“This high-end range of home cinema projectors from Epson is perfect for anyone with a 
dedicated movie room, or anyone who appreciates superb quality film reproduction in their 
home,” says Dean Jules, product manager at Epson South Africa. 

“Not only do they deliver high-quality cinematic images, but they’re also really easy to 
install because of their wide lens shift, and centred lens with a powerful zoom. This gives 
users the flexibility to set the projector up wherever they want, without worrying about 
blurring or distortion.” 

The projectors boast the ability to use anamorphic formatting. This is the projection format 
in which a distorted image is “stretched” by an anamorphic projection lens to recreate the 
original aspect ratio on the viewing screen, so that viewing is perfect in both 3D and 2D 

Epson L355 ideal 
for small offices 
The Epson L355 is a wireless all-in-one 
(AIO) device with integrated ink system, 
ideal for home offices and small offices.

This printer, scanner and copier features 
WiFi connectivity and two extra bottles of 
black ink. 

Featuring Micro Piezo printhead technology 
and Epson genuine ink, with the L355 users 
can easily print Epson-quality documents at 
an ultra-low cost. 

The purpose-built ink tank is fully integrated 
into the printer, so users can enjoy reliable 
colour printing without the mess or hassle 
often associated with non-genuine refills 
and third-party ink tank systems. 

The L355 is easy to set up and use: simply 
fill with the ink supplied; turn the printer 
on; and prime the ink system. The L355 
is now ready to print. 

The Epson’s ink bottles, with their clear 
labelling and drip-free nozzle, make it easy 
to refill the ink tank. 

The L355 offers a low cost per page for 
both black and colour printing, with each 
set of high-volume ink bottles capable of 
printing up to 4 000 pages in black and 6 
500 pages in colour. 

Fast print speeds of nine pages per minute 
(ppm) can boost office productivity, while 
the new multi-copy function allows users to 
copy one page up to 20 times in a single 
go, making it ideal for quickly creating 
documents for meetings. 

In addition, Epson iPrint allows users to 
print wirelessly from smartphones and tablet 
PCs within the office. 

The L355 has a 12% smaller footprint than 
previous models, and easily complements 
any work environment. In addition, the 
L355’s 12-month (or 30 000 page) warranty 
and service support provides peace of mind 
and help if users need it.

modes. 

They also feature a 
Fujinon centred lens, 
manual vertical keystone 
correction, four colour 
modes in 2D mode and 
two colour modes in 3D, 
and a three-year lamp 
warranty. 
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Meet Office
Small Business Premium.

The ideal productivity solution 
for a small business that needs 
Office and business services.

■  Office Pro Plus

■  One user, Five Devices

■  PC or MAC Compatible

■  Hosted Email and Shared Calenders

■  Share and Collaborate 

■  Hosted Lync
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WD, a Western Digital Company, has included a number of exciting 
new features and enhancements to its WD Sentinel DX4000, a 
complete network storage solution designed specifically to meet the 
demands of any small to medium business (SMB). 

The solution now supports Apple file protocol (AFP), providing 
support for Mac OS client machines. The latest iteration also 
supports iSCSI Target, delivering the capability to easily manage 
setup, administration and deployment of iSCSI storage capabilities. 

An administration dashboard and built-in security allows IT 
administrators to partition their WD Sentinel for both NAS file-based 
storage as well as IP-SAN. 

This allows users to include multiple iSCSI targets. 

Users can now also automatically connect devices, such as 
computers and printers, to their network or seamlessly back up 
their Mac machine using Apple’s Time Machine backup utility with 
AFP and Bonjour, Apple’s zero configuration networking standard. 

This delivers faster data transfer over Ethernet, and allows users 
to manage their WD Sentinel server using the administration 
dashboard capability for Mac. 

This is a breakthrough in SMB storage, as companies and users 
can now make use of WD’s Sentinel in an environment that 
includes both PC and Mac technologies and devices. These new 
functions help companies save money and decrease the complexity 
of backups, providing them with the ability to use one device in a 
“mixed” environment. 

The WD Sentinel DX4000 is available in 4Tb, 6Tb, 8Tb, 12Tb 
and 16Tb capacities, delivering centralised shared storage and 
automatic server-based backup and restore for up to 25 devices 
(both PC and Mac) on the network. 

Featuring a rock solid mechanical architecture, the WD Black 4Tb 
3,5-inch hard drive is perfect for demanding environments where 
only the best will do. 

WD Black offers high performance, high reliability and cutting 
edge technology - ideal for high performance workstations, CAD, 
database mining, photo and video editing, and gaming. 

Performance enhancing features include a dual processor for 
twice the processing power, and Dynamic Cache, which improves 
performance in realtime by optimising cache allocation between 
reads and writes. 

To help protect the drive and the data stored on it, WD Black offers 

enhanced reliability features: 

* NoTouch Ramp Load technology means that the recording head 
never touches the disk media, ensuring significantly less wear to 
the recording head and media, as well as better drive protection in 
transit; and 

* StableTrac secures the motor shaft at both ends, to reduce 
system-induced vibration and to stabilise platters for accurate 
tracking during read and write operations. This enables consistently 
higher performance. 

For added peace of mind, WD Black carries a five-year limited 
warranty, the highest available warranty protection on the market.

WD debuts Black 4Tb drive

WD enhances Sentinel DX4000 server 
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The ASUS Taichi takes the innovative features of Windows 8 and uses 
them to create a truly unique device. Two screens, facing away from 

ASUS Taichi doubles up ...

each other on both sides of the lid, lend themselves to original and different 
uses that will wow customers and their clients. 

While many manufacturers have been experimenting with new form factors that can 
utilise the new interface for Windows 8, ASUS is leading the pack when it comes to 
innovation. There are few novel devices on the market at the moment that are as 
different from the norm as ASUS’ Taichi. 

The Taichi is essentially a dual screen notebook, which has two high resolution IPS 
panels in the lid. One faces forward, in the traditional position, and the other points 
away from the user when the clamshell is opened up. 
This means that the Taichi can be 
used as a tablet when the lid is closed. 
Windows 8 lends itself well to this, 
although the added weight of scratch 
resistant glass over the full 11-inches 
of the screen does make it a little cumbersome for one-handed use. 

Where it really shines, however, is as a tool for sales people who can share 
presentations and documents in meetings without needing a projector or external 
screen. It’s an opportunity to really stand out and hold demonstrations to remember. 

In the right hands, then, the Taichi is a powerful device for doing business. All it 
requires is a little bit of creativity on behalf of the owner to make use of its innovations.

Durathon from Elitegroup Computer Systems (ECS) delivers a 
hassle free computing experience by solving common PC hardware 
problems before they occur. 

A specially devised testing regime – far stricter than common 
industry standards and combined with the highest quality 
components - ensures that ECS Durathon motherboards can be 
relied on for stability and reliability. 

Durathon derives from “durable” and “marathon”, which means 
each board runs through a strenuous testing cycle and is 
guaranteed to work flawlessly, even under the most extreme 
environmental conditions. 

For PC owners suffering crashes, instability and poor performance, 
ECS Durathon motherboards go above and beyond industry 
standards to ensure that the motherboard delivers stability, 
reliability and performance. 

ECS Durathon comprises four interlocking tests and enhancements 
to protect PCs and mitigate many of the most common causes of 
hardware problems and system instability. 

ECS Durathon motherboards must have the highest level bi-

directional splitting glass fabric, which is three times more effective 
for humidity protection than general glass fabric. The fabric narrows 
the vacant space between the glass fabric of the PCB, which can 
lower air permeability for dampness proofing and reduces short 
circuit or burn-out malfunctions. 

It improves the thermal stress of the PCB and makes the 
motherboard more reliable against heat. The bi-directional splitting 
glass fabric is the highest level splitting glass fabric with quality 
copper foil and resin. 

ECS Durathon motherboards use only ECS Superior Solid 
Capacitors to ensure that performance will last longer than other 
motherboards, and are designed to perform in the most extreme 
environmental conditions. 

Typical electrolytic capacitors last only 32 000 hours (3,6 years), but 
ECS Superior Solid Capacitors are designed to last up to 200 000 
hours (22 years), with a six-times longer lifespan at above-normal 
operating temperatures of 65˚C. 

ECS Superior Solid Capacitors are designed to operate consistently 
at temperatures of up to 100˚C, meaning users get stable 
performance over time, even at high temperatures.

ECS Durathon boards fix problems before they occur
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Trying to come to grips with the “State of the Nation” (this month’s 
cover story) is becoming increasingly difficult. 

It should be a straightforward exercise that reflects on how well the 
IT distribution channel – from vendors and distributors through to 
resellers – is doing mid-way through the year against expectations 
that were set on 1 January. 

Generally speaking, the half-year review takes into account 
the state of the global economy and how the local economy is 
performing – key elements that set the tone for business confidence 
and how well the channel may (or may not) be doing against 
measures that almost inevitably come down to revenue and unit 
volume targets set by the multinational vendors. 

While it’s still entirely possible to approach the subject from this 
perspective and go through the process of assessing where the 
industry is in terms of its achievements over the past six months 
and what lies ahead for the rest of the year, it all becomes rather 
academic against the backdrop of what is happening on the political 
front in this country. 

With acknowledgements and apologies to whoever the original 
author may have been, a recent viral e-mail that did its rounds is 
probably a good starting point to explain why a traditional “State 
of the Nation” review of the IT sector would be something of an 
academic exercise and a waste of time. 

The e-mail referred to appears to have been conceived as a 
satirical retrospective to mark 19 years of democracy and of ANC 
rule. 

With some judicious editing to eliminate a few of the more puerile 
comments contained in the viral message, the e-mail went on to 

highlight the following world-leading “achievements” of the ANC 
government over the past 19 years: 

* Unemployment has rocketed by 60%; 

* The incidence of rape is the highest in the world; 

* South Africa ranks 140th out of 144 counties when it comes to 
measuring the standards of education; 

* The county leads the world in the number of hijackings that take 
place in a year; 

* South Africa ranks among the top 10 when it comes to the number 
of murders reported every year; and 

* South Africa ranks as one of the most corrupt governments in the 
world. 

The list of “achievements” was more extensive than those outlined 
above, and did not take into account the current state of the labour 
market and, specifically, the crisis facing the mining industry. 

The fact that the country is falling dramatically in the international 
credit ratings, and that the currency has reached its lowest levels in 
more than five years, adds up to a rather depressing scenario. 

And lest people forget, the fortunes of the South African IT 
industry are almost totally reliant on a strong exchange rate for its 
affordability and competitiveness. 

When business and consumer confidence are under pressure, 
for reasons highlighted in the viral e-mail, and when the bottom is 
falling out of the currency, the forecast for the rest of the year does 
not look too promising for the entire country - let alone the IT sector.

* Contact the Chunderer on chunder@futurewave.co.za

It’s a very sad state that the 
nation is faced with ...
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