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T here can be little doubt that we’re currently living 
in ‘interesting times’. Technological evolution has 
become more rapid, and continues to increase in 

speed all the time. Significant changes here have led to 
attendant alterations in business models, digital strategies 
and the customer experience itself.

One only needs to look at the vast changes being 
wrought on the IT landscape by the cloud to realise that 
things are changing quickly. With this in mind, ITWeb’s 
The Margin magazine and Axiz teamed up to gain a clearer 
understanding of the state of the local channel, with The 
Margin’s Channel Survey.

The idea here is to offer readers one of the most thorough 
examinations of this market sector, achieved by polling 

Changing the channel

Craig Brunsden, Managing Director, Axiz

Foreword

vendors, distributors, resellers, systems integrators, 
independent software vendors and managed service 
providers.

The comprehensive nature of this survey is such that it 
ensures that new insight is offered in respect of the various 
challenges affecting the South African channel, while also 
highlighting those organisations within this space that are 
genuinely excelling.

Thus, it serves as an important piece of benchmark 
research for the local channel, affording the industry a clear 
view in respect of the various trends and issues at play, and 
the status of different channel players on their journeys 
towards digital transformation.

One of the clear messages is that price is no longer 
enough of a differentiator, and that organisations seeking 
longevity in this market will need to focus more deeply on 
the services they provide. It’s clear from the survey that 
a growing number of businesses are now looking to move 
away from the traditional hardware and software focuses 
that have long been the mainstay of the channel, and adopt 
a service-driven business model instead.

At the same time, their technology focus is predominantly 
on the cloud and the delivery of solutions as a service. 
Moreover, these players are not neglecting the importance 
of security either, which is the second highest focus among 
respondents.

Naturally, not everyone has been able to undertake the 
digital transformation journey at the same pace, and we 
see that more than half the organisations in the channel are 
still trying to adopt suitable business models that are in line 
with a digitally transformed entity.

While many of the survey results were somewhat 
surprising, the one thing the vast majority of respondents 
agree on is the fact that South Africa’s currently slow 

economy is likely to remain the single biggest threat to the 
channel’s success.

More than three quarters of those polled identified 
market demand and economic growth as the biggest threat 
to their own business, while nearly half also considered 
it to be the most dangerous threat to the entire industry. 
Other threats given considerable attention included an 
increasingly competitive market, a shortage of relevant 
skills, national crises like load shedding, forthcoming 
legislation and, of course, disruption from new digital 
technologies and players.

That said, South African businesses are nothing if not 
resilient – despite the enormous challenges outlined above, 
just five percent of those asked had a negative outlook for 
the forthcoming year, while almost two thirds of channel 
companies continue to hold a positive outlook when it 
comes to the industry’s future.

Between this largely positive outlook and the clear 
desire to transform their businesses into service-oriented, 
customer-focused operations, the future for the South 
African channel remains bright. Of course, I’ve only touched 
on a few of the issues here, but read on to gain a unique 
perspective on how the local channel is dealing with the 
major global technology trends, and how the leading 
companies are positioning themselves for future success.

Transformation by definition is a journey not a 
destination. The sooner we start the better.

Call Craig Brunsden +27 11 237-7288 
or Craig.Brunsden@axiz.com



About the survey
The Margin’s 2018 Channel Survey  was conducted online during August 2018 by The Margin 
magazine and ITWeb, in association with Axiz, Dell EMC and Microsoft. 

The analytical research, based on surveying approximately 400 leading IT channel executives 
– representing vendors, distributors, resellers and other front-line players – provides a unique 
perspective on how the local IT channel is dealing with major global technology trends, and how the 
successful companies are positioning themselves for the future. 

Designed to provide an annual benchmark of the issues affecting the channel, the first set of survey 
results were revealed at a prestigious banquet held in Sandton. The highlights were presented 
by The Margin’s columnist Aki Anastasiou. The evening included a panel discussion with leading 
representatives from across the channel: Brad Pulford, channel and distribution lead, Dell EMC;  
Craig Brunsden, MD, Axiz; Shaheen Vawda, chief of Staff – CRO, BCX; and Malcolm Stewart, GM: 
enterprise solutions, First Distribution. 



T owards the end of 2018, The Margin undertook an 
extensive examination of the local channel, via the 
ITWeb Channel Survey. Undertaken in conjunction 

with Axiz, it delivered a thorough examination of the 
market’s various aspects, offering deeper insight into those 
issues most affecting the South African channel, a greater 
understanding of the trends within it, as well as helping to 
identify those players that are excelling in this space. 

The results of the survey point the way forward with 
regard to the issues that are most pertinent to vendors, 
distributors and resellers. Most notably, suggests Terence 
Barter, Executive for Dell EMC Division at Axiz, it gives 
readers a comprehensive understanding as to where the 

Axiz and Dell EMC keep 
ahead of changing channel 
requirements

Terence Barter, Executive for Dell EMC Division, Axiz
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channel feels distribution is adding value and where it needs 
to find ways to improve.

“It offers us a broader view of where the channel feels that 
the future of the industry lies and thus helps us understand 
how players like Axiz and Dell EMC can provide support to 
customers growing or transitioning to those areas, services or 
products identified in the survey,” suggests Barter.

“As far as we’re concerned, the Channel Survey serves 
as an important piece of benchmark research for the local 
channel. Without a doubt it’s most useful in helping to map 
out trends and issues, as well as highlighting the status of 
different channel players on their journeys towards digital 
transformation.”

Looking back at the survey, Barter explains that one 
of the clear messages was that in the channel, price is no 
longer enough of a differentiator. Instead, organisations 
seeking longevity in this market will need to focus more 
deeply on the services they provide. It is clear too that a 
growing number of businesses are now looking to move 
away from the traditional hardware and software focuses 
that have long been the mainstay of the channel, and adopt 
a service-driven business model instead.

Knowledge like this, he continues, ensures that Axiz 
is able to put in place the right strategy and commercial 
framework to help its resellers achieve their goals.

“Of course, our industry changes weekly and we need 
to continually adapt to these changes and find new ways, 
products and services to support the channel. We can no 
longer rely on one area of distributing hardware or software, 
but instead need to focus on things like the cloud and the 
delivery of solutions as a service.”

“Another area of critical focus going forward is that 
of security, something which the channel itself clearly 
recognises, as this area received the second highest focus 
among survey respondents. From our point of view, we 
are seeing good growth and amazing development in both 
security and cloud services. From our perspective, Axiz will 
continue to invest in cloud and digital platforms for both our 
channel and our vendors.”

Speaking about the company’s partnership with Dell EMC, 
Barter says the company is a valuable partner and Axiz 
is extremely grateful to have a partnership with a vendor 
like them. He adds that Axiz has great expectations for the 
partnership with Dell EMC moving forward.

“We aim to continually add new ways to bring value 
to our channel partners and Dell EMC, by transforming 
how we adopt, enable, develop and invest in our channel 
partners. At the same time, we will continue improving how 
we deliver services and product, thanks to our own digital 
transformation in this area,” concludes Barter.

For more information contact Dellemc@axiz.com



A xiz has joined forces with ITWeb’s The Margin 
magazine in undertaking the The Margin’s annual  
Channel Survey, a thorough examination of this 

market’s various aspects, providing insight into the trends 
and issues affecting the South African channel, not to 
mention identifying those players that are excelling. 

The results of the survey point the way forward with 
regard to the issues that are most pertinent to vendors, 
distributors and resellers. Most notably, suggests Traci 
Maynard, Microsoft Executive at Axiz, the results indicate 
just which issues pose the greatest threats to these 

Channel Survey points the 
way forward for Axiz

Traci Maynard, Microsoft Executive, Axiz
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entities, and what they’re doing to insulate themselves from 
the dangers posed by technology’s rapid evolution.

“The beauty of the Channel Survey is that it serves as 
an important piece of benchmark research for the local 
channel. In other words, it helps to map out trends and 
issues and the status of different channel players on their 
journeys towards digital transformation,” she says

“For example, an increasing number of businesses in 
the channel are shifting their focus away from traditional 
hardware and software solutions. Instead, it’s expected 
that more than 90% of businesses will be focused 
specifically on the provision of services by 2023. From an 
Axiz perspective, knowledge like this ensures we’re able to 
put in place the right strategy and commercial framework to 
help our resellers achieve this.”

One of the more interesting results was that while two 
thirds of channel organisations remain positive about 
2019, three quarters of them admit that the current slow 
economy poses the biggest threat to their businesses. 
Other challenges identified were an increasingly competitive 
market, a shortage of required skills and national crises like 
loadshedding.

“One thing that was made clear is that price remains 
a critical factor for resellers, particularly in a difficult 
economy. For us as a distributor, this leads to the question 
of how to offer the services they expect, to make the money 
they want, while still keeping our pricing attractive?” 

“The increasing focus on services also demonstrates that 
these entities view this as an ideal way of differentiating 
themselves in the market. To me, this makes it clear that 
resellers should find a service they’re good at and become 

experts at it, rather than keeping too many irons in the fire. 
Moreover, as experts, they can then easily ally themselves 
with other partners who offer complementary skills and 
specialisations,” adds Maynard.

The other key issue raised in the survey, she continues, 
was that of moving to annuity income, something that 
around a quarter of respondents have successfully 
achieved, while another 50% have done so ‘to some extent’. 
Understanding this, states Maynard, will definitely help 
Axiz to tailor its strategy and commercial framework to help 
resellers to achieve the move to annuity income more easily.

“Finally, when it comes to the technology focus of channel 
businesses, the vast majority are concentrating on the cloud 
and security. This is once again beneficial to Axiz, as we are 
well-positioned to offer the focus and expertise in these 
two areas that the channel is demanding.”

“There can be no doubt that The Margin Channel Survey 
has provided the entire market with food for thought, and 
Axiz looks forward to working with The Margin again in 
2019 on this subject. After all, the 2019 survey will help us 
to better calibrate the strides made by the channel in the 
intervening period,” she concludes.

Call Traci Maynard +27 11 237-7128 
or Traci.Maynard@axiz.com



Respondents

Vendor

Distributor

Front line – reseller

Front line – systems 
integrator

Front line – ISV

Front line – managed 
services provider

13%

11%

31%

17%

3%

26%

Shift to cloud
The Margin’s channel survey reveals 
the local channel is getting to grips 
with the new business and pricing 
models.

Matthew Burbidge and  
Adrian Hinchcliffe

South Africa’s channel players operate 
in a highly competitive environment, 
and have to deal with a depressed 
economic climate, shrinking IT budgets, 
narrowing margins, and a fast-evolving 
technology landscape. However, 
contrary to what some industry 
commentators would have you believe, 
the channel is starting to shift its focus 
to the cloud and all the new business 
opportunities and pricing models that 
go with it.

This is one of the key findings from 
The Margin’s 2018 Channel Survey, 
which was conducted online by 
The Margin magazine and ITWeb, in 
association with Axiz, Dell EMC and 
Microsoft. 
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Hardware

Software

Services

72%

53%

81%

74%

83%

91%

2018

2018

2018

2023

2023

2023

Some 71% of respondents said cloud was 
the hottest tech trend, with its attendant 
software, infrastructure and platform-
as-a-service models. This was followed 
by security (61%), the Internet of Things 
(38%), networking (35%), and software and 
application development (34%).

Vendors have long been promoting 
cloud as something the channel needs to 
adopt. However, the channel thinks this is 
something vendors need to fully take on 
board themselves. Although some vendors 
have adjusted their partner programmes 
to accommodate the dynamics of 
incentivising distributors and partners 
to sell cloud, the majority (61%) of the 
channel thinks most still have work to do.

The cloud also brings new pricing 
models: half the respondents said they 
had ‘to some extent’ made the shift from 
once-off purchase revenue models to a 
recurring income stream, while 26% have 
not made any move into this area.

Service focus growing
Asked about their focus today compared 
to that of five years hence, there was 
expected to be a significant shift away 
from hardware, with 72% saying it was 
still a business focus today, but only 525 
predicting it will be so in five years’ time. 

OverviewOverview

Focus today vs expected focus in five years



Positive Mixed Negative

63%

33%

5%

There was also an expected tail off in 
software focus, dropping from 81% today 
to 74%. The one area where respondents 
said they expected to increase their focus 
going forward was providing services, 
moving from 83% today to 91% in five 
years.

Pressure to go digital
While these are all positive signs, more 
than half of the respondents (54%) 
think that when it comes to digital 
transformation, the channel is struggling 
to find ‘suitable business models’.

However, Craig Brunsden, MD of Axiz, 
said the local channel players were under 
pressure from vendors to digitise and 
evolve the way they did business.

The survey also found that work needed 
to be done in digitalising the front-end 
(sales, marketing, customer experience), 
according to 49% of respondents, while 
37% said they needed to concentrate on 
back-end processes, such as logistics and 
accounting.

What’s your outlook for 2019?

OverviewOverview



76%

Biggest threat to me
*One answer only

South African market demand / 
economic growth

Competitive market

Skills shortage

National crisis such as loadshedding, 
drought, etc

Forthcoming regulations / legislation

New disruptive technologies

Disruption from new ‘digital’ players

Widescale security incidents such as 
Wannacry, NotPetya

Meltdown / Spectre chipset 
vulnerabilities

41%

39%

37%

36%

29%

24%

13%

3%

Overview



Biggest threat to us all
South African market demand / 

economic growth

Slow and lengthy government / 
regulatory bureaucracy

International macroeconomic factors 
e.g. US / China trade war

Skills shortage

New disruptive technologies

Forthcoming regulations / legislation

National crisis such as  
loadshedding, drought, etc

Disruption from new ‘digital’ players

Widescale security incidents such as 
Wannacry, NotPetya

Meltdown / Spectre chipset 
vulnerabilities

46%

12%

12%

8%

6%

6%

5%

3%

2%

0%
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Are vendors’ programmes fully adjusted to the 
dynamics of incentivising partners to sell cloud?

A few are fully adjusted, 
most have work to do

Most are fully adjusted, a 
few still have work to do

No, they’re not adjusted  
for cloud

Yes, all are fully adjusted

61%

30%

5%

5%

Harnessing the new
Asked about the impact of artificial 
intelligence and blockchain on the 
channel over the next three to five years, 
respondents identified them both as 
leading to new models and opportunities. 
When contrasted with the channel’s 
ongoing struggle to find suitable business 
models for digital transformation, it 
remains to be seen if they are going to 
harness the newer, nascent technologies.

Brad Pulford, channel and distribution 
lead at Dell EMC SA, noted that 90% 
of Dell EMC’s business came through 
channel. He stressed the need for every 
player in the ecosystem to innovate and 
‘out-innovate’ the competition.

He said Dell EMC’s R&D budget was 
$12.7 billion over the past three years and 
would be $4.5 billion a year going forward.

Biggest threats 
When asked about the biggest threats to 
the channel, almost half (46%) said they 
were concerned about dwindling demand 
for technology in the local market, coupled 
with the country’s dire economic growth. 
This is borne out by longer refresh cycles, 
as more companies stretch the lifespan of 
their technology assets.

OverviewOverview



Have you moved to annuity income?
Yes
23%

No
27%

To some 
extent
50%

Of those that have made the shift, 
what percentage of income is annuity?

< 10%

10-25%

26-50%

51-75%

> 75%

23%

26%

28%

17%

6%

% AnnuiTy OF 
All rEvEnuE

Overview



Digital transformation: where’s the channel lagging?

Front-end, i.e. sales, 
marketing, customer 

experience

Back-end, i.e. 
logistics, accounting

Suitable business 
models

49%

37%

54%

Channel players also said they were 
concerned by intractable government 
bureaucracy (12%), and a similar number 
said they were concerned by international 
macro-economic factors, such as the US 
beginning to harden its trade policy, much 
of which has yet to trickle down into the 
local market. Eight percent said they were 
concerned about skills.

Ideal partner
Asked what they found most attractive 
when looking for a new upstream or 
downstream partner in the channel, the 
answer varied depending on whom you 
asked. 

Vendors and front-line resellers agreed 
pricing was the top trait, while distributors 
were most concerned with vision and tech 
roadmap when considering working with a 
new vendor, and market focus and client 
base (66%) and the focus on the business 
model and innovation (61%) came top 
when considering new reseller partners. 

Pricing (59%) was seen as less important 
for distributors.

OverviewOverview



71%

61%

Tech focus
Cloud (SaaS, IaaS, PaaS)

Security

IoT

Networking

Software / application development

Big data

Virtualisation / software-defined X

Devices (mobile / productivity / gaming)

AI

Hyperconverged infrastructure

Blockchain

BPO / automation

AR / VR

BC / DR

38%

35%

34%

32%

31%

31%

27%

20%

19%

13%

8%

7%

Overview



What do you find attractive?
The traits vendors find most attractive when looking 
at a new partner are:

Pricing strategy

Reputation

Focus of business model

Market focus and client base

Technical certifications / 
competencies

Innovation displayed

Digital readiness

64%

59%

55%

50%

47%

45%

41%

Untransformed
With regards to black empowerment and 
transformation, it’s a mixed picture, with 
roughly a third of respondents saying they’re 
doing their bit, while another third said it was 
a broader issue than the channel could deal 
with on its own.

Some 24%, on the other hand, think the 
channel is contributing to transformation. 
Overall, only 6% admitted they weren’t doing 
enough, with a further 6% saying the wider 
channel wasn’t doing enough.

However, the panel participants commented 
that the respondents expressed ‘wishful 
thinking’ rather than the real state of BEE 
transformation in the channel, stating that 
while there has been progress, a lot remains 
to be done.

Overview



What do you find attractive?
The traits distributors find most attractive when looking 
at a new vendor are:

Vision and technology roadmap

Innovation displayed

Pricing

Service and support levels

Client demands

Availability of training

Technical features

Digital readiness

Availability of products / solutions

Relationship with account manager

Point solutions

72%

61%

59%

59%

54%

51%

51%

49%

46%

28%

15%
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What do you find attractive?
The traits distributors find most attractive when looking at 
a new partner are:

Market focus and client base

Focus of business model

Innovation displayed

Reputation

Digital readiness

Technical certifications / 
competencies

Pricing strategy

66%

61%

61%

55%

50%

47%

34%

Overview



Diversity and transformation in the channel

Cumulative

Vendors

Distributors

Front-line 

24%

33%
31%

6% 6%

The wider 
channel is doing 

its bit

We, as a 
company, are 
doing our bit

It’s a broader 
issue than the 

channel can deal 
with

We, as a 
company, are not 

doing enough

The wider 
channel is not 
doing enough

24%

31%

29%

7%
9%

26%

34%

32%

5%
3%

20%

35% 33%

5%
7%

Overview



That 2018 was a challenging year for the channel 
wouldn’t be disputed by any company that had to 
deal with increasingly turbulent economic conditions, 
a volatile rand/dollar exchange rate and a general 
tightening of belts among customers. Some industry 
observers have predicted the same for 2019, but local 
distributors and resellers have proved themselves 
extremely resilient, says Mariana Kruger, GM of 
Products and Solutions at MTN Business.

“The local channel has found a number of ways to 
survive – and even thrive – in light of an extremely 
challenging environment. Growth is always the 
imperative, but achieving that growth requires 
planning, and the nature of the channel business 
over the past few years has made planning more 
difficult. Distributors and resellers have found 
different ways around this, but flexibility is proving 
key to their resilience,” she says.

Flexibility key to resilience
around cloud adoption provide the second largest 
cloud market opportunity, accounting for 31% of 
cloud-related spending through 2021. 

“Organisations want MSPs to help them rapidly 
ramp up and scale their cloud environments while 
deploying security measures specifically designed 
to reduce the attack surface and secure critical 
applications and workloads. In light of this, it’s 
not surprising that, from ISVs to cloud ecosystem 
consultants, unconventional partner types will 
continue to gain ground in 2019,” she says.

“For companies looking for growth, product sales 
are increasingly less attractive. Margins are too slim 
on many products to make money reselling. More 
interesting are the add-on (value-add) and after-
market opportunities to engage with customers 
and make money. Our industry, once dominated 
by hardware products, is dominated by software 
offerings today. Offering more services translates to 
greater profitability for channel partners, and there’s 
a higher demand for services than ever.”

These business and technology trends point to a 
complicated year ahead, Kruger says. However, one 
thing the local channel has demonstrated is that 
‘when the going gets tough, the tough get going’.

“The Margin’s Channel Survey proves that growth is 
a matter of making choices. Channel leaders have to 
decide where to focus and make investments to ride 
out the volatility of the market, and the local players 
seem to have found the answers that have allowed 
them to achieve growth. Focusing on value-added and 
managed services remains the key to success in 2019.”

Advertorial

Mariana Kruger, GM: Products and Solutions at MTN Business

“The results from The Margin’s Channel Survey 
prove that resilience and flexibility are the 
cornerstones of the local market currently, and this 
is likely to become standard operating procedure. 
Strategic planning is never easy, especially when it 
comes to translating that planning to customers, but 
one thing that has become clear is that the old way 
of doing things – dropping boxes and throwing more 
product at customers – no longer cuts it.”

In fact, this year will see emerging technologies 
shake up the industry even further, Kruger adds. “The 
channel has become used to a shifting competitive 
landscape, and 2019 will see more channel 
partners focusing on the services component of 
their business. Cloud consulting, migration and 
management will continue to generate opportunities, 
and emerging fields such as IoT, AI and blockchain 
will become more mainstream.”

The analysts at Deloitte consider the 
democratisation of AI as one of the key technology 
trends for 2019. AI services offered through public 
cloud platforms will simplify AI development and 
broaden market acceptance, according to the 
consulting firm, which also points to 5G as an 
important development this year.

In fact, the cloud remains one of the biggest 
opportunities for the channel, Kruger says. 
“Distributors and resellers around the world are 
augmenting their business with managed services, 
and there’s a rapid expansion into managed cloud 
and security services, over and above the move to 
emerging technologies.”

According to Gartner, by 2021, at least half of small 
and midsize enterprises will use managed services to 
secure their infrastructure, up from less than 20% in 
2018. IDC says that managed professional services 



Pressure to grow market share
Over 75% of vendors participating in this survey have changed how they engage with partners 
in the past 24 months. In most cases (57%), the change is driven by the local market and, to a 
lesser degree (20%), by overseas directive.

The top challenge for vendors in the next 12 to 24 months – unsurprisingly – is the urge to 
grow market share, with 40% of vendors indicating it as a priority.  A further 11% indicated an 
imperative to expand into Africa, while others (9%) saw the local economy as a challenge. Skills 
are a concern for just over 5% of vendors, indicating that it might not be as pressing a problem 
as it’s made out to be.

Local vendors, on the whole, seem happy with the number of distributors they’re working with, 
proving the adage that you can’t be everything to everyone. Almost half (48%) said they wanted 
to keep the number of distributors the same; a third were looking to grow this number, while a 
fifth were looking to reduce it

Reputation is the most important consideration when looking for new partners, followed by 
pricing strategy (54%) and technology competence (52%). Digital readiness, meanwhile, was 
way down the list at 35%.

vendor



Are you looking to grow the number 
of vendors you work with?

Yes

vendor

Are you looking to grow the number 
of distributors you work with?

11%

42%
47%

No - Want 
to keep it 
the same

No - Looking 
to reduce 
the number

No - Want 
to keep it 
the same

10%

40%
50%

Yes

No - Want to 
keep it the 
same



What traits are most appealing when looking for new distributors?

vendor

Pricing

Service and support levels

Availability of products/solutions

Relationship with account manager

Vision and technology roadmap

Training available

Market focus and client base

Innovation displayed

Technical features

Digital readiness

Exclusivity of specific vendor

Point solutions

75%

68%

60%

48%

43%

33%

33%

33%

32%

27%

25%

16%



vendor

 What’s your top challenge for the next 12-24 months?

African expansion

Other

Regulatory and compliance

Improving black economic empowerment 
and transformation of the channel

Educating and empowering partners

Finding appropriate skills from within the market

Sustaining and encouraging innovation

New tech/product offering

Rand v dollar exchange rate

Transforming your business to 
be optimally positioned for digitalisation

Growing appropriate skills

Upgrading existing customers to latest versions

South African economy

Growing market share

30%

12%

10%

9%

9%

8%

7%

4%

3%

3%

3%

2%

1%

1%



South Africa’s Channel community is one that’s 
particularly mature and consists of a number of great 
individuals and some very competent companies. One 

notable aspect of the local Channel is that the community 
has always focused on its individual specialities and unique 
offerings and most crucially, has always ensured that 
customer satisfaction remains top of mind.

This customer focus is obvious when one looks at the 
recent shift within the community from being ‘product-
focused’ to adopting a strong ‘solutions drive’, suggests 
David McMurdo, Regional Director for South Africa at 

Veritas. He says that last year’s The Margin Channel Survey 
indicated that the commoditisation of the more traditional 
‘tin environments’ has impacted the Channel’s market 
strategy. Today, more and more organisations have begun 
to sell the additional value that they bring to the customers 
as a differentiator, by offering their own ‘complete solutions 
offerings’.

“Something else the survey highlighted is how important 
it remains for a vendor to have a clear and well-articulated 
vision for both the distributors and the rest of the community, 
after all, it is the Channel partners that will be required 
to execute against this vision, in order to drive their own 
success. This is why we believe in aligning our roadmap to 
tackle real business challenges rather than simply the ‘nice-
to-haves’,” he says.

“We are equally aware that we are ultimately asking 
customers to invest in our technologies. We need to be sure 
that our vision and roadmap are both well communicated and 
understood by the customer, after all, we want them to be able 
to use it to identify new ideas on how to make their own 
operations more agile and profitable, as well as to differentiate 
themselves in the competitive landscape in which they 
operate.”    

 

McMurdo adds that in a digitally transforming world, 
one of the key roles of IT is to help organisations increase 

agility, reduce costs and drive profitability. Customers are 
demanding that the Channel community and vendors deliver 
‘value added solutions that address their business needs, 
rather than just trying to push individual product sales.

“The survey also suggested that as many as two thirds of 
respondents are positive about the future, despite the state 
of the economy. You will likely find that those who are positive 
are those entities in the Channel community that have already 
made the change to true solution selling and the delivery of 
true value add to their customers.”

Looking at the key trends that are highlighted within the 
survey, continues McMurdo, it’s key that vendors need to 
be constantly monitoring their own Channel programme to 
ensure it remains relevant and addresses the key market 
trends. In this way, the Channel can build a valuable business 
on the back of the vendor’s strategy.

“Looking ahead, it’s our view that the Channel community 
will continue to drive ‘solution value-added selling’ into their 
customer base for the foreseeable future. Channel partners 
will continue to support the vendors with clear and consistent 
strategic messages for the market and customers. Finally, we 
expect that Channel partners will become far more focused 
or streamlined and reduce the number of vendors that they 
engage with, to try to reduce the cost that comes with having 
to manage relationships with multiple vendors,” he concludes.

The Channel continues to evolve

David McMurdo, Regional Director for South Africa

Advertorial
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Adapting to changing trends, 
market conditions

Challenges abound for distributors over the next two years, and most (35%) reported their 
major focus would be on growing their market share. This year will also see an election, leading 
some (10%) to signal their concern about the South African economy, as well as the effect of 
the rand/dollar exchange rate.

The survey reveals a distribution sector in flux – over 80% report they have changed how 
you engage with vendors in the past 24 months, with 40% indicating the shift was a response 
to changing technology market dynamic and 18% to local market conditions.

In line with the focus on market share growth, 60% are looking to grow the number of 
vendors you work with, and over 80% are looking to expand their reseller partners.

What are distributors looking for in new vendors? Most (70%) said they were looking for 
a clear vision and technology roadmap, followed by superior service and support levels, 
innovation, and pricing (all 60%). On the reseller side of the business, most distributors (66%) 
said they were looking for a clear market focus and existing client base, followed by the focus 
of a business model (61%).

Distributor



Are you looking to grow the number 
of vendors you work with?

Yes

Distributor

Are you looking to grow the number 
of reseller partners you work with?

4%

35%

61%

No - Want 
to keep it 
the same

No - Looking 
to reduce 
the number

No - Want 
to keep it 
the same

2%
15%

83%

Yes

No - Looking to 
reduce the number



Yes, driven 
by changing 
technology 

market dynamic

Yes, driven by 
local market 
conditions

Unsure at this 
stage

Yes, driven 
by reseller 

partnersstage

No Yes, driven by 
vendors

39%

21%

5%

Are you expecting to change your reseller engagement 
model in the next 24 months?

Distributor

18%

10%
8%



 What’s your top challenge for the next 12-24 months? 

Distributor

3%

3%

3%

3%

5%

8%

8%

8%

8%

10%

10%

35%

Sustaining and encouraging innovation

Growing appropriate skills

African expansion

Other

Improving engagement with resellers

Growing number of resellers

Transforming your business to be optimally 
positioned for digitalisation

Improving black economic empowerment and 
transformation of the channel

Regulatory and compliance

South African economy

Rand v dollar exchange rate

Growing market share



The cloud has become part of the new business 
landscape.And it shouldn’t surprise youto learn 
that it’s only going to get more popular as time
goes on. If you want to stay current and keep 
your business growing, you’ll have to adapt.

Have you started looking at your options?

Contact Axiz to find out how we can help your company transform to the Cloud, 
compliantly and cost effectively with Microsoft Azure. For all cloud queries, 
contact MicrosoftCSP@axiz.com or Traci.Maynard@axiz.com or call 011 237 7128.



It’s all about price
For front line businesses, it’s all about price, with 77% saying this was important when looking for 
new vendors. This was followed by service and support levels

(71%), the availability of products and solutions (57%) and their vision and technology roadmap 
(51%). It was a similar situation with the distributors they dealt with: pricing was the most appealing 
trait (75%), again followed by service and support (67%).

Looking to the future and the biggest challenges for the next 12 to 24 months, most front line 
businesses (30%) said they were looking to grow market share, and 11% said they were concerned 
about the South African economy.

The most common approach among South African resellers is to build strong relationships with `a 
small handful’ of vendors and distributors – this is true for 60% of resellers in this survey.

Front line 



Are you looking to grow the number 
of vendors you work with?

Front line 

Are you looking to grow the number 
of distributors you work with?

11%

42%

47%

No - Looking 
to reduce 
the number

10%

40%

50%

YesNo - Want 
to keep it 
the same

No - Looking 
to reduce 
the number

Yes

No - Want 
to keep it 
the same

Front line 



What traits are most appealing when looking for new vendors?

Front line 

77%

71%

57%

51%

48%

43%

42%

39%

34%

26%

18%

Pricing

Service and support levels

Availability of products/
solutions

Vision and technology 
roadmap

Relationship with account 
manager

Client demands

Technical features

Availability of training

Innovation displayed

Digital readiness

Point solutions



What traits are most appealing when looking for new distributors?

Front line 

75%

68%

60%

48%

43%

33%

33%

33%

32%

27%

25%

16%

Pricing

Service and support levels

Availability of products/solutions

Relationship with account manager

Vision and technology roadmap

Training available

Market focus and client base

Innovation displayed

Technical features

Digital readiness

Exclusivity of specific vendor products/

Point solutions



Front line 

What traits are most appealing when looking for new partners?

30%

12%

10%

9%

9%

8%

7%

4%

3%

3%

3%

2%

1%

1%

Growing market share

South African economy

Upgrading existing customers to latest versions

Growing appropriate skills

Transforming your business to be  
optimally positioned for digitalisation

Rand v dollar exchange rate

New tech/product offering

Sustaining and encouraging innovation

Finding appropriate skills from within the market

Educating and empowering partners

Improving black economic empowerment 
and transformation of the channel

Regulatory and compliance

Other

African expansion





About The Margin

The Margin magazine is aimed specifically at the IT reseller channel in South Africa and across  
the continent. Published by ITWeb and produced by the team behind ITWeb Brainstorm,  
The Margin focuses on the issues and trends that really affect the companies in the  
business of selling technology.

With a broad variety of relevant topics and editorial coverage, The Margin offers something of interest to 
senior-level, decision-making executives right through the value chain, from vendors to distributors, ICT 
service providers to systems integrators and VARs, and dealers to electronics retailers.

ABC-certified, The Margin reaches over 4 000 targeted readers in print, online 
and digital formats. In addition to being made available 

in print, The Margin is also offered 
online and downloadable in PDF.

With a controlled free distribution, 
subscriptions are free. To apply for your 
subscription visit www.themargin.co.za and 
navigate to the registration page or visit  
bit.ly/15v1EMvVisit themargin.co.za to find out more.


