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CHAPTER 1 - INTRODUCTION 
 

 
 

had encountered the business philosophies of Mahomed Cassim and 
Asgar Mahomed many years before I actually met them, or even 
knew that I was indirectly dealing with them. 

 

It was somewhere in the 1990s that I went to Micro Matrix in Sunnyside, 
Pretoria, in reaction to an advertisement for computer components which I 
must admit I was a little sceptical about, due to the much lower price than 
that offered by competitors in an environment that was relatively new in an 
exponentially growing market. 

 

The attention from the staff, and especially a young lady called Rabia 
Gaffoor, who turned out to be the daughter of my neighbour when we lived 
in Laudium in the early 1970s, exemplified what I would many years later 
learn was the philosophy of the two brothers that their customers were 
family, irrespective of race, colour, or creed. And that there would be no 
compromise on the quality of the goods sold, as they should never have a 
comeback. I was destined to experience both those elements for many more 
years, still without knowing where it stemmed from as I interacted with staff 
at their companies, Casey and Micro Matrix. 

 

I met the dynamic brothers personally for the first time only when they 
opened their flagship Esquire Technologies headquarters in Centurion in 
2001, by invitation as part of the media contingent, which is where I took 
this photograph of them and their spouses for the various local media I 
worked with at the time. 

 

The very first impression that they left was one of camaraderie not only 
between themselves, but also between themselves and their staff, some of 
whom, as I would later learn, had followed them from their early days as 
they moved through the various phases of their business successes. 
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The friendship steadily grew from there as I not only began acquiring my 
computers and lifestyle technology equipment from them, but as they too 
provided support when I began writing books in a wide range of areas, 
despite them often being unrelated to their business. 

 

When I started producing and presenting a computer programme titled 
ôRekenaar Rubriekõ on the Afrikaans Service of the SABC, Radio Sonder 
Grense, the ôEsquire brothersõ, as I started calling them, became involved in 
it too. 

 

I started becoming a regular visitor to their offices, sometimes even being 
chided by them when they learnt that I had failed to pop in for a hello as I 
sneaked into the Xpress shop to get a few items and slunk away quickly. As 
there would never be such a thing as a quick hello, because we would 
invariably end up discussing issues as diverse as community events and the 
history of the Toyota outside, to my most recent overseas exploits and their 
new partnerships that just seemed to grow all the time. 
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Asgar was the first one to ask me to write a book on their lives, something 

I must admit I initially did not believe he was serious about. But as he kept 

repeating the call over the last few years and the friendship grew, I 

realised how serious Mahomed and Asgar were about their story being 

told, not as a ôbrag bookõ, as so many biographies can become, but as a 

determined effort to show how determination and perseverance can 

overcome any obstacle and lead to unprecedented success in realising 

dreams. 

òTo motivate others,ó as the brothers said right at the outset before many 

interview sessions at which they often surprised themselves in my catalytic 

role of jogging their memories as they reminisced about their sometimes- 

unwitting trials, tribulations and achievements. 

It is a tale of breaking away from time-honoured family business traditions; 

of slogging away for nights and weekends; of hitch-hiking daily between 

Johannesburg and Pretoria; of walking through the night in unfamiliar 

territory; of never having had an argument but always agreeing to 

disagree when required; of a hands-on hobby becoming a huge business; 

and of boardroom boredom inciting new initiatives. 

It is therefore my privilege to have been tasked to present to you the story 

of their lives, from humble beginnings assembling computers on their 

motherõs dining room table to becoming a listed corporate on the 

Johannesburg Securities Exchange, and beyond that now heading up one 

of the best-known technology and lifestyle product distribution companies 

in southern Africa. 

This is the Esquire story, as told to me by two highly inspirational brothers. 

May it motivate many more Esquire-type dreamers like Mahomed and 

Asgar! 

FAKIR HASSEN 

March 2018 
 
 
 

 
INTRODUCTION |  3 



 

 

 
 
 
 
 
 
 
 
 
 

 

 
 

Mahomed and Asgar with the winner of a tablet that they sponsored at the Indian Cinema 

Centenary Awards hosted by me in 2012 at Killarney CineCentre 
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CHAPTER 2 ð BE THE CHANGE 
 

 
 

Be the Change.ó 

That has always been and remains the driving vision for brothers 

Mahomed Cassim (50) and Asgar Mahomed (49), inspired by and 

adapted from a statement made nearly a century ago by the global 

icon Mahatma Gandhi: ôBe the change that you wish to see in the world.õ 

The world was indeed rapidly changing when the brothers ventured into 

the world of information technology. Increasingly, the personal computer 

was gaining acceptance not only in business and industry, but also in the 

home. 

As 1 January 2000 dawned, party revelers the world over nursed 

hangovers from the previous night, most of them oblivious to the fact that 

scientists, bankers, hospitals and military leaders had all waited with 

bated breath at the stroke of midnight to see the predicted devastating 

effects of the so-called Y2K Bug. 

Derived from the Year 2000, Y2K was expected to bring down millions 

of computers systems on which mankind had become so reliant because 

programmes had almost all been written to cater only for 19 as the first 

two digits of the century input, which would change to 20. But except for 

a few isolated incidents, which were quickly sorted out in a few countries, 

nothing serious happened. 

But in the same year, Mahomed and Asgar took great pride in the 

fact that they had already pre-empted the issue five years earlier 

and had already engaged with manufacturers and vendors to ensure 

that all the thousands of PCõs that they had assembled and 
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provided to their clients were fully compliant. 

òOn 1 January 2000, Y2K was a non-issue for us as not a single client had 

an issue with a PC bought from our previous company Casey Technologies 

and from Esquire, the new company we had established just a year 

earlier,ó says Asgar. 

òEven though we were no longer part of the Casey group, which had been 

sold and was at that stage being run by a new Board of Directors, we still 

felt a moral obligation to assist the clients who had been so supportive of 

us in the past,ó says Mahomed. 

But while taking a sabbatical after the sale of Casey, the initial plans for 

a lazy life, such as Mahomed and Asgar jetting off to the UK for soccer 

matches and a few Broadway shows, or sports-loving Asgar jetting off to 

the Olympics, the itch to get back into the entrepreneurial 
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spirit was too great. So, it was back to the drawing board to effect some 

more change. This time, the change was aimed at not only bettering the 

lives of consumers of IT, but also to share their knowledge and experience 

to help others become retailers through innovative techniques and business 

principles, leading to the birth of Esquire Technologies. 

Now a giant in the information technology and lifestyle sector of South 

African business, Esquire Technologies has become a household name for 

its wide range of innovative products at highly competitive prices, 

available at branches across the country. 

Even with the change they envisaged at the outset having been achieved 

several times over, the brothers continue to bring about even more change 

to impact on thousands more lives today, not just through their passion for 

business innovation but also for their deep commitment to community 

projects, especially in the fields of education and welfare. 
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CHAPTER 3 - EARLY ENTREPRENEURS 
 

 
 

sgar and Mahomed had been entrepreneurs from as long as they 

could remember. 
 
 
 

Asgar (holding the cup) was a winner in primary 

school already 

 

 

òAs schoolboys, we sold items as diverse as bracelets and toys to our 

classmates and others in the school. We also found odd jobs to earn 

pocket money, such as working in the video shop owned by the Chhayya 

family in Laudium. While at college, we sold audio cassettes and floppy 

disks to fellow students,ó Mahomed reminisces. 
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òWe also loved tinkering with electrical and electronics items, repairing 

irons, toasters and radios on the dining room table. With our sales and 

part-time work, we managed to save R4 000, which became our starting 

capital as we began assembling computers on the same table,ó Asgar 

adds. 

 
With the advent of the IBM computers for affordable home use, the 

innovative spirit of the brothers gained a new impetus as they realised 

that the market for this was sure to grow exponentially when prices started 

decreasing with mass production. 

They mention with great pride how their first customer was Ashref Ismail, 

then a teacher at Fordsburg Primary School and later a senior official at 

the Road Traffic Management Corporation before his retirement a few 

years ago, who was so thrilled to get his first PC delivered and installed 

personally that he has remained a customer ever since, supporting the 

brothers through their various evolutional stages. 

òI am still amazed whenever I visit the Esquire premises about how 

Mahomed and Asgar take great pride in maintaining the Toyota from the 

boot of which they delivered my PC. Their tagline should be ôthe car that 

started the whole Esquire empire,õó Ashref jested. 

òWhat was also special was how they were literally at your beck and call 

any time of the day to come and show you how the computer and the 

software worked whenever you got stuck. I see that they have impressed 

on the large teams they have today the same attitude towards customer 

service excellence.ó 

Ashref vividly recalls that first PC experience. 

òI was excited at what was then a state of the art computer, because 

suddenly I could do things quickly which would normally take hours to do 

manually, such as marksheets of the pupils and working out means and 

highest to lowest scores, at the press of a button. 
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òMy principal, the late Mr Moosa Choonara, who was meticulous in his 

attention to detail and perfection, was so thrilled at my work in my very 

first year of teaching that he eventually also acquired computers for the 

school, and some of my co-teachers were also impressed enough to get 

their own too. 

òOf course, I graduated from there as the technology developed as well, 

and I currently use an Apple, which is a far cry from the four large pieces 

of that time, including a pitch-black monitor screen which would light up in 

orange letters and a noisy dot matrix printer that I used to load in my car 

and lug to school regularly.ó 
 

In May 2018, first customer Ashref Ismail brought back his ancient but carefully-maintained computer 

assembled on Mahomed and Asgarõs dining room table before they lugged it up to their boardroom to 

show that it is still in perfect working order, though not very practical to use in todayõs environment. 

 

 

Ashref also recalls with a chuckle how one of his uncles had, almost 

predictably of the future of computer technology, asked him if he could 

check whether his visa was ready for collection. 
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òThe internet was still in its infancy and I did not even have a modem yet, 

but imagine how the question my uncle asked, that seemed almost an 

impossible one at that time, has become commonplace in todayõs world 

where you can even get a visa online to go to India. He was maybe 30 

years ahead of his time!ó 

The friendship between Ashref and Asgar endured for decades more, as 

Ashref expands his unique collection of miniature police cars and Asgar 

brought one back for him from a US visit. 

Through word-of-mouth the next client in line was Shabir Lorgat. Despite 

no advertising in any media at that stage, this word-of-mouth promotion 

by clients pleased with the quality of both the products and the service 

rendered by the duo saw their dining room table soon groaning under the 

weight of the components put together as the orders started flooding in. 

òThat table still takes pride of place in my dining room today, a piece I 
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will never part with because it serves as a reminder to always remain as 

humble as the beginnings of our IT life,ó says Mahomed. 

The brothers had no formal IT training when they started out as self-taught 

technicians, but as the industry was developing so rapidly, they felt a need 

to acquire some qualifications. 

òI had already started a course at the Computer Academy of South Africa 

in Johannesburg, and a year later, in 1987, Asgar joined me as well. We 

became familiar figures as we hitchhiked daily between home in Laudium 

and the college, even picking up some customers from among those who 

gave us lifts,ó Asgar says. 

We will return to the hitchhiking experiences a little later. 

The brothers ploughed everything they earned back into building up 

stocks of components as they toiled away at building computers, living 

a life which hardly allowed any time for the leisure activities they loved. 

But this was because of a sheer determination that they would one day 

have their own shop. Little could they have known then that they would 

have not just a shop, but a huge warehouse, their own private offices, and 

a boardroom, as shown in these pictures, all of course acquired through 

hard work, commitment and dedication. 

Seeking growth for their still unofficial business at that stage, the brothers 

decided to take advertising in the classified columns of a few newspapers 

and were surprised at the immediate reaction from across the country. 

òSuddenly, we were spending all night assembling computers, catching just 

a few hoursõ sleep before heading out for deliveries. People were driving 

up from Durban to fetch their PCõs,ó says Mahomed. 
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But it was not always an easy path in those early days, as their parents 

explain. 

òThey were very enterprising and we encouraged them. I would drive 

them to the address they provided and then later go and pick them up. I 

also taught both Mahomed and Asgar to drive,ó says their proud mother 

Kulsum. 

But their father Joosub was stricter, refusing to let them have the car on 

their own, using his own experience. 

òI knew how I was when I was their age and I didnõt want them to get up 

to the same mischief,ó he says. 

When the brothers eventually gathered enough money for a deposit for 

their own car, Kulsum approached a well-known motor dealer in Pretoria, 

only for her boys to find her coming out in tears because the dealer, 

a member of the extended family, had insulted her with his dismissive 

approach of how the balance would be paid. 

òThat incident strengthened our resolve even further to become leaders in 

the field of business so that our mother would never have to go through an 

ordeal like that again,ó Mohamed says. 

òIt was a major turning point in our lives as we appreciated even more the 

sacrifices that our mother made to get us started up in our business, and 

the patience with which she did that.ó 

Asked whether they have ever met that member of the family again, 

Asgar says they have long since forgiven him for his attitude, but the 

memory remains. 

Over the years since then Mahomed and Asgar have both owned many 

cars, but the most special one is still the trusty white 1989 Toyota Corolla 

1.6 GL which stands proudly outside the office block of the massive Esquire 

headquarters in Samrand, maintained in gleaming condition and regularly 

serviced to ensure that it is fully in running order. Because the 
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car was the one in which they delivered their early orders, it holds very 

special sentimental value to them as well. 

òItõs a constant reminder when we enter and leave the office every day 

that we should never forget our humble beginnings,ó the brothers say, 

using it as a motivational tool for their staff as well. 

But back now to the day when the hitchhiking between Johannesburg and 

Pretoria went terribly wrong. 

Horror stories about hitchhiking going wrong are plentiful in the history of 

cinema and fiction, but there was nothing fictional about the harrowing 

hitchhiking experience of the young brothers on one particular day. 

While they were both studying in Johannesburg, they would find their way 

to the Braamfontein onramp of the M1 and invariably get someone 

reacting to their thumbs pointing in the direction of Pretoria. In those days, 

motorists were always willing to help out students or servicemen doing 

their national military service who had to find their way back to base 
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after a weekend pass. These two types of hitchhikers were found all over 

arterial roads across the country. 

On one such occasion, Mahomed and Asgar and some friends hopped 

onto the back of a bakkie being driven by a Good Samaritan who might 

have either had a hearing problem or completely misunderstood what the 

brothers had told him. 

òWill you be able to drop us off at the four-way stop street?ó they had 

asked him, about a spot from where they could get another lift into 

Laudium, while their benefactors usually proceeded to Pretoria. 

But this time round, the driver had interpreted the òfour-wayó as the suburb 

of Fourways in Northern Johannesburg when he said to them: òSure, hop 

onto the back.ó 
 

 
Fourways as it looked at that time, far from the bustling commercial area it is today 

 

As the brothers and their friends merrily chatted away on the 

back of the bakkie about their assignments and what they were going 

to assemble on their dining room table that night, they could little 

have realised what lay ahead of them for the next 16 hours. 
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Their casual complacency soon began changing considerably as they 

realised that the driver had taken a different turn from the route they 

knew. But he might just be taking a shortcut, because he was still heading 

north, they reasoned, so letõs wait a bit and see. They might even end up 

a little nearer to Laudium, was a consoling thought as well. 

But as the vehicle veered on, with increasingly unfamiliar territory flying 

past them, the brothers became increasingly anxious. Attempts to 

communicate with the driver from the back proved fruitless, but when he 

eventually stopped, he indicated that they were now in Fourways! 

òWe had never heard of Fourways before, although it is today one of the 

busiest residential and business hubs of Johannesburg,ó Asgar says. There 

were scores of houses and very few businesses around. 

òWith darkness rapidly approaching, we went from door-to-door seeking 

assistance, without success. Eventually, we decided to follow road signs 

showing Pretoria, so we started walking. I donõt think we have ever walked 

as much as we did that night,ó continues Mahomed. 

òWe had no clue if we were even headed in the right direction to be 

nearer to Laudium, which is west of Pretoria.ó 

But the solace of being in each otherõs company brought no fear into their 

minds about their own safety, their only concern being for what their 

families must have been going through as the hours passed without their 

return. 

òOur parents set out with other family members to go and look for us, right 

up to the college in Johannesburg and back, obviously without any success. 

Throughout the night family gathered to think of ways to search for us. 

òOf course, this was long before cell phones became the norm,ó says 

Mahomed. 

òThey had already tried every possible number they had of friends and 

family from the landline at home, with no clue or even a hint of where we 

might have gone.ó 

 
EARLY ENTREPRENEURS |  19 



 

 

 

Eventually the brothers reached what they would only later recognise as 

Kyalami, still some 30-odd kilometres away from home, with no traffic 

passing them in either direction as their eager thumbs waited to wave 

anyone down in desperation. Dog-tired, they decided it would be best to 

sit down for a while until a vehicle passed, if any, or then continue walking 

after dawn. 

òI had my topi (Muslim skull-cap) in my pocket and I put it on, without 

realising that it would prove to be a kind of sign to our saviour not long 

after that,ó Asgar recalls. 

òWe saw in the distance the lights of an approaching vehicle going up 

and down on the bouncy road and we almost jumped into the single lane 

it was travelling in to stop it,ó Asgar said. 

òOur frantic waving was not in vain. The man, in a Muslim kurta, stopped, 

perhaps because he saw my topi, and was startled to find young boys 

from Laudium, where he was headed, on the road in the wee hours of the 

morning. 
 

 
Happily back with the family! 

 

òIn retrospect, and if I was in the same situation that he was then, I would 
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probably have found it hard to swallow a story about being dropped off 

in Fourways and walking from there to Kyalami through the night, but he 

was kind enough to take us right to our house into the arms of our panicking 

parents,ó said Mahomed. 

òIt turned out that he had been making a delivery to someone in 

Johannesburg and was on his way back to Laudium. Iõm not a deeply 

spiritual person, but Iõm convinced that there was a divine hand in him 

seeing my topi and stopping for us that morning, just shortly before the 

early morning Fajr prayers,ó Asgar said. 

So, after the 16-hour ordeal, besides the fact that they technically had not 

been home for almost 24 hours after having left for college the previous 

morning, did the brothers continue their hitch-hiking adventures? 

òOf course! For another year or so. It was the quickest (òand cheapest!ó 

chips in Asgar) way to get home after the afternoon classes. But you can 

bet we gave very much clearer instructions to any driver about exactly 

which four-way stop we wanted to go to, even if it meant asking about 

their final destination and understanding it clearly too!ó said Mahomed. 

 
 
 
 
 
 
 
 

 
Many years later, Asgar with his family in completely different transport - a gondola in Italy 

 

In May 2018, Mahomed and Asgar took a break from their hectic 

schedules to return in moments of nostalgia to some of the spots they had 

hitchhiked from regularly during their student days. 

ôòOf course, it was more than 25 years later, so very few of them look like 

they used to then, except for the Braamfontein onramp where we often 
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started off on our return trips. There has been hardly any change there, 

even with the small yellow square marked off to allow access to and from 

the neighbouring cemetery, where we never ever saw any vehicles 

entering or leaving while we waited for our lifts,ó says Mahomed. 

òAnd the city centre area of Braamfontein now has the famous Nelson 

Mandela Bridge.ó 

Then they headed closer to home to the M1 to Pretoria and the R55 

between Midrand and Laudium, where they found that what were 

previously farms where mealies and eggs were sold at the then unfenced 

roadside have been coverted to massive townhouse complexes. 

òThis exercise gave us the opportunity to reflect on just how things have 

changed over the years. It happened so gradually that despite us driving 

past these developments every day on our way to the office, you donõt 

realise just how massive this change has been. And one canõt also help but 

wonder where all those once-thriving farmers have gone?ó Mahomed 

queried. 

Asgar adds in how the attitude of motorists has also changed since then. 

òMost of those passing us with our thumbs stuck out looked very amused, 

and some even bewildered, about these two well-dressed businessmen- 

looking types seeking a ride! We even had some taxis hooting at us in 

case we wanted to board them. 

òBut only one motorist actually stopped to enquire if we needed assistance, 

believing that our car might be around there somewhere with a breakdown. 

So, unlike the past, when there would be many Good Samaritans assisting 

young students like us, today, and understandably so, people are scared 

to offer anyone a lift because of the security risks involved.ó 

But as they chuckled away at their latest exploit together, the brothers 

agreed that those student days were full of fun and adventure, conceding 

that they do miss them when they are today often confined to dealing with 

business processes in their boardrooms. 
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Further highlighting the emotional sentiments attached to the trustyToyota, 

family, staff and friends gathered around it to share in the cake cutting on this 

special occassion 
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CHAPTER 4 - HEADING NORTH 
 

 

 
s the eldest son, Mahomed was expected to follow the tradition of 
taking over the family business from his father after he finished 
school. 

But he was part of a new generation which was breaking away from this 

traditional view and did not see his way clear to spending the rest of his 

life behind a shop counter, waiting for customers to come in and select 

from a wide range of goods which he would have to keep stock of to 

order replenishments. This experience though would stand him in good 

stead in developing the idea of an Xpress store many years later. 

òThe allure of the emerging IT sector was far greater, and I shared this 

with my father, especially after the growing demand resulting from the 

classified advertisements.ó 

Mahomed had also been inspired to start his own business by a client who 

had bought a PC off their dining table. 

òI was happy for him and advised Mahomed to formalise his business,ó 

Joosub said, prompting Mahomed to find some time to drop his screwdrivers 

and other tools to start looking at business models in between assembly 

processes. 

The result was the opening of the first IT shop in 1989, just a few blocks 

away from his fatherõs shop in Pretoria North. It was a tiny shop, with 

a narrow front section partitioned off to serve as a counter, while the 

assembly was done at the back. But the brothers recall with great pride 

the sign of the shop name going up ð Micro Matrix, the name derived from 
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the words microchip and dot matrix, the state-of-the-art printers of the 

time, which are now almost obsolete. 

òThe advertising had resulted in orders of more than 50 PCõs a day, so 

again there was no time for relaxation as we laboured on, churning out 

machines which would never have to be brought back by customers. 

òThe emphasis was always on securing the best components from Taiwan, 

amid the increasing imports from such places as China of lower quality, 

giving us a competitive edge, which kept customers extremely happy,ó 

says Mahomed. 

ôWithin just a few months, the shop had not only outgrown demand but 

access had also become an issue in the days when there was no GPS 

or navigation systems but only physical maps, so it was time to move to 

centrally-located premises which were more easily accessible, especially 

for the many clients from other towns and cities,ó says Asgar. 

An existing PC outlet in Sunnyside, on the edge of the Pretoria CBD, was 

up for sale after the owner had passed on. Negotiating with the surviving 

family, the brothers managed to secure a lease and started employing 

more staff, a few of whom remained with them for many more years. The 

move was also motivated by the proximity of a college and university not 

far from the store, to allow students easier access to the computers which 

were increasingly becoming essential to them. 

As the business grew, it was time to think of making it easier for both the 

customers who were coming in and their own delivery mechanisms, so the 

idea of opening branches came up. Within just three years, there were 10 

branches in Pretoria North, Sunnyside, Groenkloof, Rustenburg, Randburg, 

Cape Town, Durban, Middleburg, Elisras and Witbank. 

òIt was also during this time that we decided that we needed to brand our 

computers, and Casey was born, soon becoming a respected PC brand,ó 

says Mahomed. 
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To distinguish the Casey brand on the shelves of major retailers such as 

Game and Dion, special techniques were developed to give their PC cases 

marble, granite and woodgrain finishes, since many PCõs in those days 

took pride of place in peopleõs homes almost as a piece of furniture. 

As the more gregarious of the brothers, Asgar became the face for their 

business in his dapper suits, with Mahomed, working behind the scenes, 

constantly reminding him of one key imperative adapted from the cliché 

of ôthe customer is always right.õ 

òThe customer is not just king, but also deserves to get exactly what he 

wants when he wants it, at the best possible price. That is when you will 

get them always coming back,ó is what Mahomedõs philosophy was and 

remains. 

Asgar began consulting with customers to determine their exact requirements 

and meeting them by sourcing the right equipment and software. He had 

also become a trainer and installer by then, so customers found delight in 

the personal hands-on experience. 

òThis approach soon caught the eye of corporate and government 

institutions, the latter determined to support BEE companies, so this 

opportunity proved to be a big boost for Micro Matrix. To distinguish 

between the retail outlets and its IT support services, we established Casey 

Electronics in 1994,ó Asgar says. 

In 1998 the Casey Group, as well as the retail stores, Micro Matrix 

Computers, was listed on the JSE under the name Casey Investment 

Holdings Limited, effectively making Mahomed, then 31, and Asgar, 30, 

the youngest persons to be a part of the prestigious stock exchange. 

Based on this initial approach, Asgar still keeps close to other fledging 

businesses, keen to pass on lessons learnt, acting as a mentor, nurturing 

good ideas and encouraging entrepreneurship. 
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CHAPTER 5 ð CASEY TO ESQUIRE TO CASEY 
 

 
 

n its 13-year history, Casey grew organically and was voted the sixth 

largest IT distributor in South Africa by the Corporate Research 

Foundation. Casey was sold to the Black Information Technology 

Empowerment Company in 1999. 
 

While the brothers initially enjoyed the break from the hectic business 

world, the in-born drive and passion for the industry soon saw them wanting 

to return to the industry in some form. Retail was out of the question, not 

only because of a five-year restraint of trade agreement, but also their 

own moral and ethical values. 

òWas there not an opportunity to empower others as retailers in the 

rapidly growing SMME market, we asked ourselves,ó says Mahomed. 

Months of travel and leisure had become too much already as the 

entrepreneurial skills within them sought an outlet. 

Thus was born the idea of Esquire Technologies, becoming a wholesaler 

that would source a diverse range of products to be supplied to retailers 

only, not directly to consumers, a principle that remains in force today at 

Esquire branches across the country. 

The brothers acquired a house in Centurion where it got to a stage where 

there were six large shipping containers standing outside, each filled with 

the different computers required for the PCõs being assembled and stored 

inside. Up to 300 Esquire-branded PCõs were being assembled daily as 

demand just continued to soar. 

The brothers recall with a chuckle that they had no issues with this from 

neighbours or municipal authorities, because they ensured that there was 
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minimal noise or other hindrances. 

The dream though was to have their own headquarters for Esquire one 

day. 

òWhen driving past Midrand as youngsters with my father, we would 

always joke that one day we would have a business in the area we are 

in now,ó recalls Mahomed, little realising that that dream would become 

reality one day. 

So, where did the Esquire name come from? 

The three-syllable ôEsquireõ rolls easily on the tongue, is easily remembered, 

and crosses linguistic barriers across the globe. But those issues were 

somewhat peripheral in the minds of the brothers when they started 

looking for a name for their new company. 

òWhen we were very young, there was a very big company called Esquire 

that made films,ó Asgar says, recalling how when they assisted at a video 

shop in Laudium at weekends almost every Indian film in a VHS box on the 

shelves at the time had the label of Esquire on it. 

òThat became our password on our computers, but when we started the 

company, we needed a name that was different from our Casey brand, 

which had been taken from our family surname, as we were all known as 

the KC family. So, we went around searching for a name, and found that 

the domain esquire.co.za was available, so we took it.ó 

Mahomed adds in the forward-thinking approach of the rapid globalisation 

that was taking place at the time. 

òWhat many people do not realise is that today, you need a brand that 

can easily be recognised internationally. You canõt just use things like 

Gmail addresses, but need to have your own brand and identity. 

òSo, you must have a .com or .co.za address, but it must also not be too 

long because by the time you give somebody your email address they get 

tired of it or canõt remember it, so it has to be short and sweet.ó 

 

30 |  CASEY TO ESQUIRE TO CASEY 



 

 

 
 
 
 
 
 
 
 

 
 

Joosub ôKCõ and sons - Asgar, Nasser and Mahomed 

 

òOnce again, there was a bit of luck on our side, because when we went 

to the Registrar and checked if the domain was available, it was, so we 

registered it immediately.ó 

Although the official name of the company is Esquire Technologies, for all 

practical purposes, it is referred to as just Esquire for that very reason ð to 

make it easy to remember for everyone. 

Mahomed concedes that at some stage, they had given some thought to 

changing the name, but with it having acquired the brand status that it 

had already, they decided to retain it, although that might change in the 

long-term as the company diversifies its offerings. 
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òWe canõt be sure what the future holds, but we might establish a holding 

company with another name, in which Esquire might be one of the 

subsidiaries,ó he says. 

But unlike Casey, there are no plans to list Esquire on the Securities 

Exchange, so the potential of being acquired by another company because 

of Esquireõs success is hardly there, as it is a private company. 

òWeõve been there, tasted that ð the thrill of being listed from our humble 

beginnings, so it would never be the same again anyway,ó says Asgar. 

But the road to the current Esquire building which was officially opened in 

December 2007 would be a very winding one, filled with both growth 

and a bit of confused trust. 

The brothers first rented one of the warehouses next door to where they 

are, which soon grew to a second and a third warehouse in the complex. 

By the time the demand had become so great that a fourth warehouse 

was needed, they began thinking about acquiring their own land and 

putting up their own building rather than paying the rentals to a landlord. 

òThere were empty plots adjacent to this building and when the ôFor Saleõ 

sign went up, we immediately clinched a deal with the estate agent,ó 

Mahomed says. 
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òI remember the estate agent John Greyling of Property Portfolio asking 

if we did not want to see the land first, and we said no, because we were 

watching it from outside our offices every day. Only once the papers were 

signed and we wanted to start our plans did we realise that we had been 

admiring and then mistakenly bought the wrong property!ó 

But as had always been the case in their careers, lady luck smiled upon 

them as they managed to sell that land and the opportunity to secure what 

they really wanted came up. 

òSuddenly our dreams were all falling into place, but there was still a hitch 

ð the payment for the land had to be secured in just 24 hours. We 

desperately approached Eben Rootman and Piet Naude of Absa Bank, 

who was initially doubtful about achieving this, but he came back with the 

good news the next morning and Esquire really took off from there,ó 

Mahomed said. 
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The new building was designed according to their specifications by 

architect Walter Neumann and was ready within just eight months. 

Esquire, the company that was born in a container in Clubview with only 

Asgar, Mahomed and two other staff members, at that stage employed 

120 people at its headquarters. Within four years, there were branches 

in Durban, Cape Town, Port Elizabeth, Boksburg and Nelspruit, which grew 

the staff count to 160, all committed to the objective of being the leading 

IT distributor of computer and lifestyle products in Southern Africa. 

At the official opening in December 2007, tales emerged of the true rags- 

to-riches story of the two men who had extended their success to those 

who were with them in the days of humble beginnings in a unique way, 

such as former tea ladies and drivers holding management positions in the 

human resource and financial divisions. 

International partners and vendors from the Far East and the United States 

who attended the launch were all full of praise for Esquire and their aim 

to become a world-renowned technology brand. 
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òIf we donõt have it, we can get it for them through the wide range of 

contacts we have built up over the years across the world,ó says Asgar, 

who is mainly responsible for negotiations with overseas vendors, as well 

as all work on government tenders with partners. 

Constantly innovating, Mahomed recalls how customers in his fatherõs 

general dealer store would pick up an item to touch and feel it before 

making a call on buying it. That gave him the idea of an Xpress Store. 

òThe Esquire Xpress Store concept was sparked by rethinking the idea of 

putting up a showroom with glass shelves for customers to browse the wide 

range of products available from Esquire,ó Mahomed says. 

òAsgar and I thought that instead of spending all that money on shelving 

and lighting to make the place look beautiful, and keep rotating stocks 

every month by hiring a full-time person just to manage that process, we 

could easily copy the original concept of our fatherõs original general 
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dealer retail store. People could come in, touch and feel the item; look at 

it; and then they buy it. So, we used the normal retail concept to create 

the Esquire Xpress Store,ó Mahomed explains. 

In the same space that the showroom would have taken up, the entire 

product range of thousands of items are neatly displayed in aisles for 

customers to browse at their leisure. 

òThe Xpress Store is basically like a supermarket. You walk in, touch and 

feel the item and if you like it, you buy it. But what we eventually realised 

about the spinoff is that a customer walked in with an intention to buy a 

particular item; maybe a keyboard or a mouse that he needed; but he 

ended up walking out with other items because he didnõt realise that there 

were other things available in the store, like cables or other products. 

òCustomers even started complaining that they had come to buy items with a 

budget of R1 000 but ended up spending R2 000, so it had a positive impact. 

Not only were we upselling, but we were also showcasing our products.ó 

The Xpress Store concept soon caught the attention of the international 

industry and resulted in Esquire winning an international award for it. 

òThe organisers of DISTREE, an industry forum held every year in Monte 

Carlo, picked up our marketing of the Xpress Store. They contacted us and 

said they wanted to give us an award for one of the best innovations in 

the IT industry. 

òWe thought it was not really an innovation because it was just like a retail 

store concept, but it was never heard of in the distribution sector, where 

the old system was still in use of people phoning in, placing an order, and 

then getting it delivered or collected it personally. Here we turned that 

distribution model on its head by creating a store and the business grew 

from there.ó 

People also got to know the brands, resulting in the passion that the 

brothers have for marketing brands getting an extra fillip as the customers 

grew to love the idea of seeing the products in their hands rather than 

online or in a printed catalogue. 
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òProbably the biggest advantage for the customer was the fact that they 

no longer needed to speak to a sales person, get it invoiced, scanned and 

then collected. They basically picked up the item, paid the cashier and 

left, saving them time as well.ó 

The Xpress Store cut down the 10 steps in the traditional process in the 

distribution model to just five. 

òAsgar and I sat there with a stopwatch timing the process and said to 

ourselves that there must be a way to cut down on the time taken. Then we 

realised that the Xpress Store idea would cut down the waiting time to just 

a few minutes from the other process. 
 

 
òWe had targeted the Xpress Store to cut down the 30-minute process to 

about 15 minutes and were more than pleasantly surprised to find that 

customers ended up waiting as little as two minutes to pay for their goods 

and leave.ó 
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On the upside, the time that some customers found on their hands with this 

process, as they had probably planned to be at Esquire for longer, ended 

up with them browsing around and buying more in that time as well. 

Other distributors have only now started to emulate the Xpress Store 

model. 

òThe customers buying from us also buy at other companies. They obviously 

go to these companies and want to know why they are waiting there for 

an hour when they could wait at Esquire for five or ten minutes for the 

same process. So other guys have been copying our Xpress Store process 

now, when we have had it for almost 15 years already.ó 

The Xpress Store, as in any supermarket, requires regular merchandising 

to attract customersõ attention, so the latest trend of pop-up stores has 

been brought in as well. 

òWe used a similar concept to create pop-up stores in our Xpress Store. 

So, in one month we might have Lenovo coming in and dressing up the 

whole store to promote their products and in the next month the same 

space might become an LG pop-up store and so on.ó 

There has been excellent feedback from suppliers and there are eight 

now who are rotating. 

òFor our 18th birthday, we had all eight vendors, local and international, 

coming in with pop-up stores which proved to be very popular as they 

engaged with resellers and customers and also brought with them special 

pricing for that day.ó 

The result of the birthday promotion saw more than 3 000 invoices being 

made out between 9 am and 5 pm at the Midrand store alone from the 

almost 10 000 customers with their families, lured by the prospect of free 

hotdogs, hot and cold drinks, cake and entertainment for children, and the 

presence of celebrities. The exercise also takes place at Esquire Stores in 

Durban and Cape Town. 
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The underlying aim is in line with the philosophy that the brothers have 

always had of the return on their investment being turning staff and 

customers into family and friends. 

òFrom the start, we always tried to make sure we have personal interaction 

with our customers, but that has become difficult now because our customer 

base has grown hugely. But we still try not to deviate from our core 

objective of turning customers into friends.ó 

Mahomed fondly recalls one such special relationship from which a 

customer became a family friend of more than two decades. 

òSomewhere around 1990, we were still working out of Pretoria North at 

Micro Matrix as a two-men operation out of a 40sqm shop where the front 

half was my area as the Sales Consultant and the back half was where 

Technical Manager Asgar assembled the PCõs. 
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òEvery day there were queues of people driving from as far as Durban to 

collect their PCõs, very similar to what you would see at fast food outlets 

today. 

òOne Saturday morning, as usual, the customers would queue up waiting 

for the doors to open at eight and then place orders for their PCõs. The 

challenge for us was that clients expected to go home with their custom- 

built PCõs and would not even mind waiting for an hour or two, so the 

pressure was really on. 

òI would take the order from the clients and send it to the back for Asgar 

to assemble the units. By that time, Asgar was building between 25 and 

30 PCõs at a time and had built so many PCõs that he could probably 

assemble them in his sleep. But on that particular Saturday we had one 

impatient client that demanded his PC immediately and did not want to 

wait. 

òThe more we tried to explain to him that is was impossible as there were 

clients before him, the more agitated he got. Suddenly a client that was 

also waiting for his PC stepped in and offered to assist Asgar at the back 

to assemble the PC for this impatient client. 

òWithout even introducing himself he went straight to the back and helped 

Asgar assemble that PC; eventually even built his own PC; and then also 

assisted Asgar with assembling the PCõs for the other clients who were 

waiting as well, until we closed at around five that afternoon. 

òOnly then, when all the happy clients had left, did this Samaritan introduce 

himself as Sampie Pretorius. Asgar and I thanked him and offered to give 

him a discount for his assistance, which he refused, saying that it had been 

fun. 

òThe following Saturday, Sampie was back to buy something else and 

again helped us assemble PCõs for clients that were waiting in the queues. 

This became a regular thing with Sampie, where he would come in on 

Saturdays to buy something and end up working on the assembly line. 
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òAfter a few Saturdays went by, Sampie brought his wife Gerda and his 

two kids Werner and Reinette, who were about three and five years old, 

to show them where he was spending his Saturdays. Over the ensuing 

years, we formed a friendship with Sampie during which time he and 

Gerda had another child, Lisa. 

òFast track to 2016 and one evening at Esquire, Sampie took out his 

smartphone and showed us a video clip of a baby girl playing the piano 

and said: òLook at my baby girl. Isnõt she talented?ó The young child in the 

video clip was the daughter of Reinette, who was herself a little girl when 

he brought her to show to us in the 1990ôs. 

òAlthough there have been many clients with whom we developed similar 

relationships over the years, that one with Sampie remains very special. ò 

Sampie also treasures memories of the relationship with Mahomed and 

Asgar. 
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òAll three my children, Werner, the eldest, Reinette and Lisa, literally grew 

up knowing Mahomed and Asgar like family. I loved working with them so 

much that I would sometimes go back home very late, even forgetting to 

buy the keyboard, mouse, printer ribbon, or whatever it was, that I went 

to their shop for!ó 

The brothers lament the fact that their rise to the corporate boardroom 

has made them lose some touch with their long-standing clients, purely 

because of time pressures. But the clients keep coming back, most likely 

because of their past experience of getting personal attention. 

òOn our 18th birthday celebration at Esquire in 2017 with huge specials, 

Asgar and I were standing outside, meeting our clients and thanking them 

for their support and even helping clients put the products they were filling 

trollies with into their cars. We were very proud to see so many clients 

from the days of Micro Matrix and Casey still buying from us to this very 

day,ó Mahomed says. 

One such client was Tony Da Costa, seen here with Mahomed. 
 

 
That special relationship has endured even as Mahomed and Asgar 

developed their fledgling business to add Casey Electronics as part of the 
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Casey Group; which together with the retail stores, Micro Matrix Computers, 

was listed on the JSE under the name Casey Investment Holdings Limited, 

that was eventually sold, and then later when they started up Esquire 

Technologies. 

òFrom that initial encounter in Pretoria North, Sampie has continued to visit 

us regularly, even at our headquarters in Midrand now. 

òSampie is living proof that our philosophy of turning customers into friends 

has been one that has paid handsome dividends,ó Mahomed concluded. 
 

 
 
 
 

But the yearning for the Casey brand that was so beloved to Mahomed 
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and Asgar had always remained with them so in 2013, they launched 

Casey Lifestyle Distribution, which specialised in consumer lifestyle 

products sourced from such internationally- renowned brands as Philips, 

Kenwood and Russell Hobbs. 

 
For Mahomed, it was a moment of great satisfaction as he recalled how 

Casey had been born in their house before becoming that JSE-listed 

company. 
 
 
 

 

A young Mahomed in the days of Casey 
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CHAPTER 6 ð BUILDING BRANDS 
 

 
 

rand-building has always been one of the key drivers of the Esquire 

strategy. 

òBecause the industry is changing, and the markets are changing, we 

also adapt ourselves to those changes,ó says Mahomed. 
 

 
This is achieved largely by Asgar, who regularly attends trade shows and 

meets with suppliers abroad to bring new products to the local market, 

often after Mahomed has researched the latest technologies. 

òOne of the things that we do very well, at the risk of sounding immodest, 

is that we bring in the latest technology and we bring in products that are 

not heard of in South Africa and popularise them here, although they might 

be very popular in Europe, the US or the UK by that time already. 
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òA good example here would be BenQ. We brought it here when it was 

relatively unknown and we built the brand to become a very successful 

one in South Africa. 

òWe listen to our clients and keep our ear to the ground so that we can 

match the consumer demand to our supplier negotiations,ó says Mahomed. 

òSince then, we have evolved and even got a big brand like LG because 

they saw what we could do with a no-name brand and recognised our 

credentials,ó adds Asgar. 

òGeeko is another brand in question which very few had heard of and 

now you canõt get enough stock to keep up with the demand because of 

their reputation for quality. 

òAlthough we have a philosophy of working smarter and not harder, we 

also made sure that we worked harder at building brands.ó 
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Even while on holiday, Mahomed and Asgar habitually pop into computer 

and electronics stores to look at what brands are sold in different countries, 

and how they could possibly establish them in South Africa. 
 

 
During one such holiday in Australia, Asgar excitedly called Mahomed 

back home to share with him the proliferation of the Manhattan brand in 

stores all over Australia. Mahomed researched the brand and when Asgar 

got back a week later, he contacted Manhattan at their headquarters in 

Tampa, Florida in the US, from where an association of more than15 years 

started. 

Of course, there are also brands which Esquire rejects. 

òWe get offered brands almost on a daily basis from suppliers overseas 

who want us to take their brand to market. But because we are so focused 

on the brands that we have already, we try not to take on competing 

brands. This is because the minute you have many brands it becomes too 

much, and you have to start working harder to get them established. 

òWith our passion for brand-building through total effort, weõve mastered 

the art of taking brands to market and then building it up,ó says Mahomed. 
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Asgar and Richard Watters with Martin Huang, Anita Wang and Sonny Yang of Apacer 

 
Sometimes they even take on the challenge of a completely unknown 

brand. 

 
òApacer was such an example, as a typical Taiwanese brand that was not 

at all known in South Africa, but we took them on and today everyone 

knows the brand. 

òSharkoon is another brand that is popular in Russia, Germany and other 

places and we popularised it here to the stage where gamers ask for it 

by name as a preferred option.ó 

Social media and word-of-mouth are the preferred mediums by which 

Esquire builds its brands. Even the Durban beachfront did not escape 

Asgarõs ever-alert mind for branding opportunities while he was on 

holiday there in 2009. While watching skilled artist Zanele Skhumbuzo 

Nekopo building intricate animals and buildings in minute detail with the 

beach sand, Asgar approached him to see if he could do the Esquire logo, 

and was pleasantly surprised when Nekopo perfectly reproduced it with 

the grains of sand on the beach. 
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òSince then, many other brands have latched onto the idea and you will 

find lots of logos designed by Nekopo on the beach. But he remains very 

loyal to the Esquire brand, insisting on not getting a bigger payment from 

me as he awaits our arrival each December, because, as he says, I was 

the one who first brought the idea to him,ó says Asgar, who is also proud 

about having turned Nekopo into an entrepreneur. 

òThe first logo I did for any business was Esquire. At the moment I have six 

or seven businesses who now regularly get me to advertise their businesses 

on the beach. They ask me how long it stays there, what happens if it 

breaks and whether they have to pay again. I told them you only pay 

once. If it breaks, itõs my problem, not yours,ó Nekopo told Asgar when he 

met up with him again recently. 

òBefore, I used to depend only on donations from people who admired 

my creations, but now, I know that there will be a few bucks regularly at 

the end of the month from the couple of businesses I advertise,ó Nekopo 

added, requesting Asgar to please also use it on social media to get him 

more exposure. 

Commenting on that request, Asgar highlights Esquireõs efficacy in social 

media marketing. 

òWe have over 101 000 followers on Facebook and we use that effectively. 

Initially we didnõt understand the marketing potential of Facebook, but 

today it is one of our biggest marketing tools because we built it up to 

where you reach those 101 000 people every time you do something,ó 

says Asgar. 

òAnd itõs growing every day,ó adds Mahomed. 

Resellers also benefit from this because many consumers are also part of 

the Facebook campaigns and any queries from them are referred to the 

resellers. 

òMany of our SME customers donõt have budgets for advertising or 

marketing, so they consider this to be a big help to them. Sometimes they 

even come to us and request our templates without prices so that they can 
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add it in and save on costs of drawing up their own advertising by using 

our high-level marketing tools to do their advertising at a local level,ó says 

Asgar. 

One of the future plans Esquire is looking at as part of their longer-term 

vision is the funding of the SME sector through an adapted crowd-funding 

model known as Angel Funding to help them grow their businesses through 

replication of marketing tools that have already been established. 

òWe will probably take an equity in the business, give them funding as 

well, and guide them in growing their businesses by using our existing 

infrastructure and marketing, legal and accounting skills,ó Asgar explains. 

òWe understand how SMEõs work because that is where we came from to 

eventually start Esquire. We understand the pitfalls and obstacles that we 

faced with other dealers, and now that we have department heads in 

place who are doing the work which we just manage from the top, we 
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have the time to go out and support others to hopefully reach a stage one 

day where we are today.ó 

Given the track record of the brothers with their innovative successes, 

many small businesses are set to benefit from this new concept. 
 
 
 
 
 

 

 

 

Asgar and Fareed Vally, Head of Legal at Esquire, with Ashraf Aboo, an Insurance 

and Financial consultant 
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Actor Alfred òShortyó Ntombela is one of Esquireõs important Brand Ambassadors 
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CHAPTER 7 ð TAKING THE RISKS 
 

 
 

Being your own boss, making your own decisions, despite the 

challenges sometimes, is special to us, even though with Casey, being 

answerable to shareholders was not much of an issue, but with that 

your appetite for risk is limited. Because you work with 

shareholdersõ money you have to be cautious. Being a bigger private 

business and especially if you are an entrepreneur, you have to take risks 

ð whether good risks or bad risks,ó Mahomed says. 

Prompted about some of these good and bad risks, Mahomed cites the 

initial offerings by Esquire being only Information Technology related. 

òIt was about desktops, laptops, components and peripherals ð the whole 

PC environment. A few years ago, we said letõs take the risk and go 

into digital lifestyle products ð things like TVõs, gadgets and multimedia 

products. It was a risk and in the first few months we questioned ourselves 

on whether it was a right decision or not, because we were sitting with piles 

and piles of stock in our warehouse. We couldnõt go to the distributors and 

say we want just one or 20 TVõs. We had to go out and buy 500 or 1 000 

TVõs in the hope that we were going to sell them. 

òOur customer base was used to buying things like hard drives, 

motherboards, PC monitors, keyboards and stuff like that. Suddenly we 

were offering them large screen TVõs, and they were not reacting to that, 

so we questioned our decision. But we persevered and carried on and as 

we started marketing these brands, our customers realised that these 

brands were going to stay with us, and today we go through about three 

to four thousand TVõs a month.ó 

So that was a risk worth taking, but was there any risk decision that did 

not pay off? 
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òYes, in mobile accessories ð that was our worst risk,ó says Asgar. 

òBecause of the rapid technology of mobile phones changing all the time, 

we had the problem of having to bring in stock in volumes all the time, so 

by the time the stock lands, there is already a new model of the phone on 

the market for almost all the 30 or 40 brands or models that you have 

imported accessories for. 

òOf course, this was not a risk unique to us, I have met several other 

importers of cell phone accessories, especially covers, who have had the 

same problem.ó 

So, what can you do in such a situation? 

òNothing! You canõt send it back to the suppliers ð youõve paid for it and 

its your stock. Itõs basically burning money, but you count your losses and 

carry on,ó says Asgar. 

But for every bad decision like the mobile accessories one, there are many 

others that pay good returns, such as the plan that was initially seen by 

some as an audacious one to convince FIFA to allow Esquire to produce 

and sell 2010 World Cup related items that were initially seen as having 

nothing to do with the globally popular sport. 

Amid the euphoria of South Africa hosting the first FIFA World Cup ever 

on the African continent, Esquire successfully convinced FIFA to grant them 

rights to make and market FIFA-branded IT items from mousepads and 

mice to CD wallets and CD case holders across the globe. 

òAs South Africans and the world rejoiced alongside Madiba when it was 

announced that the 2010 World Cup would be held in South Africa, we 

immediately saw an opportunity, but even some FIFA officials initially 

scoffed at the idea of items we were proposing, wanting to know how 

these were linked to football,ó says Mahomed. 

òAsgar, who has always been a football fan, even winning awards in his 

school sides, came to me and said: ôLetõs get involved in the World Cup.õ So, 

we put our heads together and came up with some ideas, although even 
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we initially thought what the link between us as an IT company and FIFA 

as a football body could possibly be, because everybody was already 

offering sunglasses, mugs, T-shirts, caps and the like. Even FIFA was not 

sure how they could get involved with us until we showed them mock-ups 

and samples of what we were proposing. 

òWhen they bought into it, they appointed their local agent to liaise with 

us and they licensed us for Southern Africa. We became the first company 

in the world that introduced mousepads, screen cleaners, CD wallets and 

related items, all with the FIFA branding.ó 

Esquire found a whole range of new clients such as curio and gift shops as 

well as filling stations where these items were snapped up, not only by 

locals but also by the tens of thousands of foreign tourists who flocked into 

the country, seeking an appropriate souvenir. 
 

 

So Esquire-created FIFA products are probably now still sitting on the 

desks and studies of thousands of football fans in all corners of the globe. 

òIt worked well for us, because we already had our infrastructure in China, 

so we manufactured the items there with one of our existing suppliers, 

brought the items into South Africa, and also supplied to countries such as 

Korea and Japan, because although the licence was for Southern Africa, 

the deal was to supply worldwide,ó Asgar says. 
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òTaking up that challenge was something we are still very proud of. We 

were still a young company then and negotiating with a long-established 

body like FIFA was not something we were scared off, although both of us 

have this morbid fear of speaking in public,ó Mahomed admitted candidly, 

sharing one of their private concerns. 
 

 

òBut when it comes to one-on-one negotiations, we are never scared of 

taking on any challenge.ó 

òThere were lots of intricacies in the strict requirements imposed by FIFA 

which had to be negotiated. Making a mousepad is a simple thing, but we 

had to negotiate with FIFA officials on the exact design and layout. It 

took us nine months to get the final product right as it went back and forth 

between Switzerland, China and us here. But we never saw it as 

frustrating, because it gave us another sense of direction. We felt that if 

we could achieve this, we could achieve anything, so it helped us.ó 

òWe can be proud that a proudly South African two-men outfit from 

Midrand could achieve something internationally that even Germany, with 

its huge technical prowess, did not think about when it hosted the previous 

World Cup.ó 
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The success of the FIFA venture saw a number of local and international 

sporting organisations in various genres approaching Esquire, but 

the comparatively small size of those markets did not make any such 

partnerships a viable proposition. 

òWe even had an approach from companies in the next World Cup in 

Brazil, but the logistics and costs of setting it up there did not make it 

possible. In the end we saw no IT-related products at the Brazil World 

Cup.ó 

The FIFA tie-up brought with it some perks, but in keeping with their 

philosophy of sharing with staff and clients, Mahomed and Asgar decided 

to forego the VIP tickets that they had for the 2010 World Cup final 

because of their supplier status to rather arrange a special evening at 

their head office. 

A huge screen was set up on the wall as guests, including families with 

children, huddled together in specially-provided blankets alongside fires 

on the cold winter night to watch the thrilling final between Portugal and 

Spain, with the odd motorist passing by on the adjacent highway often 

slowing down and, in some instances, even stopping for a few moments to 

catch the action on screen or hear what the commotion on the lawns of 

Esquire was all about. 

òOur only regret was that we could not accommodate any more than the 

500 people who came and enjoyed the event,ó says Asgar. 

Not long after the FIFA deal, Esquire also acquired similar rights from the 

Disney Corporation. 

 
The Disney Consumer Products range included mouse pads, wireless mice, 

keyboards, laptop skins, laptop bags, webcams, speakers and earphones. 

They were all created for use at home, school or office, connecting users 

with some of their favourite Disney characters such as Mickey Mouse, 

Winnie the Pooh, Hannah Montana and Lightning McQueen. 
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òThis range was a major scoop for Esquire, as Disney is an international 

brand that has created many fond and fun memories for families all over 

the world. Disney has a reputation of having the best characters in the 

world, and we are pleased that Esquire can be associated with these 

iconic characters,ó Asgar said. 
 

 

 

Asgar and Richard Watters made their allegiances very clear with this bunch 

of divided young fans 
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Richard Watters and Roger Pahadia surrounded by the wide range of Disney 

items available at Esquire 
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CHAPTER 8 - THE RESELLER INNOVATION 
 

 

 
holesalers supplying retailers is nothing new ð it has been 
taking place for centuries. 

In some sense, those retailers who prefer to come and collect 
their goods personally have led to the success of the Esquire Xpress shops 
that are part of the network, offering customers the opportunity to browse 
through aisles full of over 7 000 different items sourced from around the 
world. 

But there was also innovation with Esquireõs Online Ordering System for 
those wanting to avoid driving to the Xpress shops to browse and buy or 
place their orders. 

Around the end of 2005, while other distributors were happy with the 
traditional method of doing business, the brothers again started working 
on new ideas to bring the advantages of the new-found success that was 
taking the world by storm called Online Shopping to its more than 12 000 
customers. 

òOur system was not going to be called Online Shopping, but rather 
an Online Ordering System. The reason for this was that it was merely an 
extension to our traditional ordering process, utilising the added 
advantage and immediacy that the internet brought about,ó says Asgar, 
who steered the process. 

òThe system was officially launched on 10th April 2006, on Asgarõs birthday, 
and within a few hours over 1 000 of our resellers had registered,ó adds 
Mahomed. 

By June 2014 the Esquire Online Ordering System had seen a bullish six- 
fold increase and over 600 percent growth in Online Sales. All the hard 
work and sleepless nights that it took to populate the website with content 
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and information relevant for each product had proved worthwhile with the 
growing amount of orders being placed online. 

òToday, in 2018, over 19 000 resellers make use of the Online Ordering 
System not only to place orders. They also browse the platformõs website 
to view products, do product comparisons and even use the product data 
to update their own websites,ó says Mahomed. 

But the innovation did not end there, despite the phenomenal success of 
the Online Ordering System started in 2006. 

The brothers again put on their thinking caps about how to exploit the 
burgeoning internet usage countrywide to even more advantage for their 
customers. 

Working together with a team of developers, they toiled away for five 
years before they were satisfied with the result. It took that long to perfect 
the coding and create the framework that is use today, which they decided 
to call the òVirtual Reseller Networkó (VRN). 

It was a proud moment for Mahomed and Asgar when the VRN was born 
around late 2011, but as had occurred with their thinking several times 
earlier, they were a little ahead of their time. 

 

òIt was designed to make a marked impact on the ecommerce marketplace 
in South Africa and was expected to turn the traditional reseller market 
on its head, but this concept was so new that it was not heard of in any 
industry anywhere in the world,ó says Asgar. 
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òWhen we launched, our resellers and even our vendors were sceptical 
because it was so new also there were no other case studies anywhere in 
the world to allow any comparison to it, so we decided to give away a 
few VRN websites absolutely free of charge just to get the project off the 
ground.ó 

Today, VRN has become an indispensable tool which Esquireõs customers 
have come to rely on in a scenario where technological improvements to 
products and even pricing changes so rapidly in the global environment. 

By launching the worldõs first VRN solution, Esquire essentially provided 
any participating reseller with immediate access to the companyõs entire 
stock holding without having to invest a cent in stock. Esquireõs stock holding 
is then updated directly to the resellerõs web-site at regular intervals ð 
often as regularly as every three minutes. 

The VRN solution is run by e-commerce specialist, ImproWeb, which is now 
100 percent owned by Mahomed and Asgar. 

Currently over 500 resellers are plugged into the Esquire backend, which 
allows them to trade with their own e-commerce web-sites, using Esquireõs 
Infrastructure. 

òWe also put together a plan of action by increasing the number of website 
designers as well as our developing team to help with the workload. They 
also work with the vendors, creating content and marketing aids for these 
Virtual Reseller Network (VRN) websites,ó says Mahomed as he explains 
how the process works. 

òWhen an end user places an order with a reseller the purchase request 
is seamlessly routed to the companyõs back-office system, which then 
automatically informs the courier company, who in turn then fetch the items 
from our warehouse and dispatch it directly to the end user. 

òOne of the main advantages of this software solution is that its in-built 
intelligence allows it to detect the location of the end user. If the end user 
is in Cape Town the courier company will, for instance, fetch the stock from 
Esquireõs Cape Town branch and deliver it directly to the end user in that 
region ð hence saving a substantial amount of money in courier costs. 
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òThe software, in other words, will automatically choose the shortest 
delivery route. This means the companyõs resellers donõt have to hold any 
of their own stock as they are given what they require when they need it.ó 

Esquire also established the digital film and video company, FilmChrome, 
with experts in producing corporate and marketing videos. 

òThis brought a new dimension to our overall marketing initiatives and our 
drive to make the lives of more than 19 000 resellers much easier. With 
FilmChrome, we design and create video clips on our product ranges and 
provide these clips to our resellers, including the Virtual Reseller Network 
(VRN) websites,ó Mahomed says. 

In the movie production relationships that the brothers have built up, which 
will feature in a later chapter in this book, FilmChrome has also assumed 
a significant role. 
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CHAPTER 9 ð INTERNATIONAL RELATIONS 
 

 

 
s with all travellers, the first experience in a foreign country can be 

a daunting one, especially if it is somewhere where few people 

speak a language you are familiar with, and the glittering signs 

filling the street outside an unknown hotel are all in a foreign language 

too. 

So it was with Mahomed and Asgar too. 

Business travellers will of course often have administrative backup from local 

agents or branch offices, but for the two young enterprising businessmen 

who were just starting out with their grand dreams of establishing long- 

term links with suppliers in the Far East, there was no such support. 

òOn my first visit, I stayed in Taiwan in a low-cost hotel called Paradise, 

which seemed to be fine as we had to keep our costs as low as possible, 

but it was far from the promise of its name,ó Mahomed says. 

òBut worse than the very basic facilities were when I ventured out to explore 

the busy streets around it. As I left the hotel, I looked up at the fluorescent 

lights above the hotel and noted that it was in bright blue, so made that 

my landmark for when I returned later. But as I walked around and looked 

up, there were literally hundreds of similar lights above every building, 

all of course in Chinese, so I became hopelessly lost. 

òI had failed to do what now of course is one of the first things that I should 

have, and in fact would advise every tourist or business traveller in a 

foreign country to do, which is to take a business card of the hotel with 

you to show to taxi drivers when you want to head back. 

òI tried to get directions from taxi drivers and people on the street, but 

nobody spoke English or could understand me, not even when I mentioned 
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the hotelõs name. After about six hours of wandering around, I eventually 

overheard a couple speaking Japanese, and thought they might know 

some English.ó 

And how could Mahomed distinguish between Chinese and Japanese? 

From watching the hit TV series Shogun a few years earlier, the keen movie 

and TV series buff had picked up a few Japanese words. 

òTo my relief, they not only comforted me in what they must have perceived 

as my clear panic, but also headed to the nearest store where they 

engaged the staff and found out the exact address which they wrote 

down for me in Chinese. The taxi driver I hailed after that took one look 

at the paper, nodded and signalled for me to get in, and headed straight 

to the hotel, which was actually not very far from where I had stopped 

recognising the fluorescent overhead landmarks. 

òThe first thing I did after I walked into the foyer was to take a batch of 

cards from reception and place one in each of my pieces of luggage!ó 

Asgarõs first experience alone in Taiwan was not entirely dissimilar, but on 

one trip together to Singapore the brothers had the most terrifying yet 

simultaneously a somewhat enlightening experience when Asgar left one 

of their bags at the airport and only realised it when they reached their 

hotel. 

Asgar takes up the story: 

òAs we were checking into the hotel, I realised that the bag with our 

passports, meeting schedules, and all the foreign currency we had brought 

was not with us. 

 
òI rushed outside and hopped into the first available taxi, only to realise 

as it made its way there that I did not even have money to pay for the trip 

back to the airport if the bag was not found. 

At the airport, I asked him to wait while I collected something, and the trust 

the driver showed in readily agreeing was something we would discover 

was rather endemic in Singapore ð honesty. 
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Danny Lo of Manhattan with Mahomed and Asgar 

 

òEnquiries at security led to a guard escorting me to what turned out to be 

the office of the Head of Security, where, after describing my bag, it was 

shown to me. I must admit that I was sceptical about whether whoever had 

found it and turned it in had returned all the money as well, so imagine my 

surprise to find that every single dollar was in the bag. 

òThere was an even bigger surprise when I offered a $200 tip to show my 

gratitude after I was told that the same security guard who had brought 

me to the office had handed it in. 

òHe absolutely declined to take it, insisting that he was only doing his job 

for which he was getting paid a salary. What a refreshing experience, 

compared to some other places we had been to where sometimes hardly 

anything gets done properly without a tip being seen as a right or 

sometimes even being at the receiving end of a subtle hint of a bribe.ó 

The personal adventures aside, Esquireõs international relationships with 

international suppliers started off with a computer monitor supplier in 
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Taiwan in the days when there was little choice about the size of the heavy 

monitors and the choice of colours was between green and orange letters 

on a black screen. Today you can get a wide range of sizes of thin HD 

colour monitors from internationally-known manufacturers at Esquire 

branches across the country. 
 

 
From that first partnership, a number of others were developed which 

would assist with securing the different components required for the PCõs 

being assembled on the dining room table back in Pretoria. 

In September 2003, Esquire was appointed as an Intel Premier Provider 

(IPP). For Esquire, this was a significant partnership. 

 
òEsquire could now access a wide variety of relationship, technical, financial 

and marketing benefits which would not only strengthen our technical 

expertise, business profitability and customer revenue but also that of our 

channel partners. As an IPP, Esquire was now able to offer a more in-

depth level of service, technical expertise and marketing support to its 

customer base in southern Africa, comprising mainly small and medium 

business resellers and system integrators,ó Asgar says. 
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òOver 450 selected channel partners immediately benefited from Esquireõs 

status as an IPP through Intel dealer packs, which enabled them to more 

effectively market and sell products.ó 

Esquire could also participate in the Intel Inside® Program by using this 

powerful brand to market a range of Esquire-branded PCs. 

òThe use of the Intel Inside logo and the co-op marketing funds would go 

a long way to assist in our marketing endeavours to effectively deliver a 

range of products to our channel partners,ó says Asgar. 

Esquire also got involved with major South African computer related expos 

such as Rage, the annual gaming and technology gadgets expo, where 

Esquire has since its inception in 2002 displayed and marketed its offerings. 

A partnership with software giant Microsoft, which started with Esquire 

becoming on OEM partner, evolved into a relationship where Microsoft 

accorded Esquire Platinum Partner status in 2004. 

 
On the subject of Microsoft, Esquire was the first company to release 
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the Windows 8 operating system to the reseller channel in South Africa in 

2012, as the keenly awaited operating system saw fan frenzy across the 

globe. 

Esquire opened the doors of its Xpress Store in Midrand at exactly a 

minute past midnight on 26 October for the buyers who had queued up 

for the limited number of copies available. Robyn Deary, from North 

Riding, became the first person in South Africa to get his hands on a copy 

of Windows 8 Pro. 

By that stage, Esquire had already come back from Germany in 2010 

with the IC Intracom Genesis Award after being acknowledged for its 

ongoing excellence, as well as a two-year term for Asgar on the Distributor 

Advisory Council (DAC). 

Asgar was also anointed as a charter member of the IC Intracom 

distribution management team, joining four other members from Croatia, 

Saudi Arabia, Tunisia and Canada. 

Commenting on the appointment, Asgar says: òTo be chosen as one of the 

DAC members from among 60 other competing countries was a prestigious 
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achievement for Esquire Technologies, as it gave us the opportunity to 

meet the needs of the Southern African market. 

òIt was rewarding to see that our effort to create meaningful relationships 

with our valued partner, IC Intracom, did not go unnoticed and that our 

relationship could only strengthen further.ó 

Michael Thiel, co-founder and CEO of the IC Intracom Group, stressed 

in his address at the time the importance of the long-term relationship 

between the Manhattan and Intellinet brands and Esquire Technologies: 

òWe can always count on Esquire when it comes to deploying our products 

in a way that optimises consumer experiences. We are honoured to count 

Esquire among our most loyal and successful partners worldwide.ó 

Perhaps one of the most strategic deals signed was with LG Electronics in 

2012. 
 
 

Asgar and Richard Watters with LG team members Brian Parks, Maxine 

Fisher and Zandre Rudolph 

 

At the time, Asgar regarded the partnership as òextremely strategic and 

exciting for the company.ó 

 
òWe are increasingly looking to add to our established range of products. 

In this regard, we expect the LG range to be one of our key focal points 

going forward, and we believe that the LG sales on products such as the 
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full range of LED monitors, projectors and optical storage, because of this 

distribution agreement, will do well. 

òThe LG brand is a highly respected consumer brand and recognised as an 

international giant that has proven over and over again to be attractive 

and reliable, offering the best features and great value for money to the 

consumer, which is the type of products that our resellers are looking for.ó 

Mahomed said that part of the companyõs new LG strategy would see 

Esquire direct LG sales through the Virtual Reseller Network. 

International partnerships also led to Esquire introducing its own range of 

products, such as the innovative Geeko tablets in 2012, quickly followed 

by a next-generation range of its Geeko tablets for children ð this time 

aimed at toddlers and children up to the ages of 12. 

As consumers began shopping for Christmas gifts in 2012, Asgar predicted 

that tablets would be what most people would be looking for in their 

Christmas stockings that year. 

The new kiddiesõ tablets from Esquire came in a funky range of colours, 

including pink, green, orange and blue with a fully enclosed rubberised 

casing, to prevent accidental damage to the units as òkids will always be 

kidsó, Asgar said. 

òWe think the casings will be tough enough to withstand even the most 

vigorous and rambunctious toddler,ó he quipped. 

òFrom e-books to educational apps, the new tablets give parents the ability 

to control which app they want their children to use ð with full parental 

control. This means that they can regulate how much time children can play 

with the tablets and once the time is up, the tablet is automatically shut 

down. When it comes time to play again, parents will have to enter their 

password to activate the device.ó 

Since the launch of its first-generation 5-inch, 7-inch and 9-inch Geeko 

tablets, Esquire has sold more than 100 000 units collectively in the market. 
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CHAPTER 10 - CARING FOR THE COMMUNITY 
 

 
 

squire frequently partners with schools, university student organisations, 

social welfare organisations such as the Gift of the Givers and the 

Caring Womenõs Forum Pretoria to assist the needy. 

Many educational institutions have benefited from Esquireõs CSI initiatives, 

especially through donating computers and tablets. 
 
 
 

 

The company also pioneered the annual Laudium Community Fun Walk, 

which has grown exponentially since it started in 2013 to assist people in 

the harsh Gauteng winter with blankets and food, as shown by Asgar and 

Roger Pahadia preparing packs. 
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The young ladies of the Islamic Medical Association provided advice to all those 

attending. Asgar cautiously wrapped the snake around his neck at the Laudium Fun Walk 

as Zee TV CEO Harish Goyal looked on. 
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As the first runners in various categories started coming in, the Kai Thai Spa were ready to 

massage the sore muscles 
 

The 4th edition of the Walk in May 2016 saw more than 3 000 supporters 

from all over Gauteng and even some from neighbouring provinces 

packing out the Rosina Sedibane Sport Stadium as many of them took on 

the streets of Laudium in the 7km walk. 
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Joosub Cassim, Liaquat Khan, Kabir Ismail, Ebrahim Mookadam and Mahomed Cassim 

 

Even the weather played along beautifully after severe storms forced the 

postponement of the event from its originally planned date of a fortnight 

earlier. 

Young and old as well as families, some even with toddlers and babies in 

prams, participated in the walk, thereby ensuring more funds for buying 

blankets and food parcels for underprivileged families and orphans living 

in shelters on the streets around the City of Tshwane. 

Supporters and family members who waited at the stadium for the walkersõ 

return had a host of entertainment and education facilities to keep them 

busy, from displays of exotic animals to food stalls offering items to suit 

all palates. 

The early morning activities were focused on educating and entertaining 

the whole family, but specifically targeted the younger generation to raise 

awareness of charity in addressing the plight of the homeless and hungry 

and the importance of reaching out to the underprivileged in their time of 

need. Experts were also on hand giving advice on how to maintain an 

active healthy lifestyle and educating children about wildlife and nature 

conservation. 
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òThis annual event is a key part of our social responsibility programme, 

which we view as an important part of our overall business focus and 

putting life into perspective. It is so easy to get caught up in the little 

problems of life that we lose focus on what is important - to support our 

communities and also encourage them to get involved as much as possible 

during the winter months,ó Asgar said. 
 

Member of the Mayoral Committee for Sports, Recreation, Arts and 

Culture Councillor Tyobeka Makeke, in her early morning address to the 

huge crowd, described the event as òa noble effort.ó 

Asgar acknowledged the cooperation of a host of people who made the 

event possible. òIt would not be possible without the enthusiasm and 

outpouring generosity of the countless number of people such as our 

partner the Caring Womenõs Forum Pretoria, the volunteers, youth 

movements, corporates, doctors, television and social media platforms such 

as ITV Networks and Zee TV, Laudium BBM Services, Laudium Info as well 

as Laudium Community Organisations such as Rescue 786, Laudium 

Disaster Management and Laudium Police Reservist, Tshwane Metro Police 

and Laudium Councillor Mr Farouk Essop. 
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òIt is humbling to see how the local community got involved ð both young 

and old, actively driving change in our community that made this event a 

huge success as they tirelessly worked behind the scenes,ó Asgar said. 

Besides community events, Esquireõs CSI projects have seen many schools 

benefit, because education has always had a soft spot in the hearts of 

both Mahomed and Asgar. 

In 2011 Esquire partnered in a pilot project when an international team 

of researchers from Australia and the United States launched a pilot study 

that would measure the impact of constructivist 3D virtual learning 

environments on learning outcomes, learner motivation, creativity and the 

self-esteem of Grade 4 learners in Gauteng and Limpopo provinces. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

. 

Impala Primary Principal Nazeem Adam and Mahomed Cassim discussing 

the use of tablets in the educational environment 

 

òThe potential that this pilot study holds for education in South Africa fits in 

well with Esquireõs own objective of supporting projects that will bring the 

benefits of technology to learners in South Africa,ó Mahomed said at the 

launch of the pilot project for six schools in Lenasia, south of Johannesburg. 
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At the launch of the project in Lenasia were Robert Abraham, Head of Policy and Planning: 

Department of Basic Education, South Johannesburg; Dr Denise Wood, researcher in media arts 

in the School of Communication, International Studies and Languages at the University of South 

Australia, Gauteng Head of SANZAF, Hoosen Essof; and Esquire Technologies Marketing Director 

Mahomed Cassim 

òTechnology can certainly never replace the educator, but the model 

being tested is exciting because it provides for minimal intervention from 

teachers in a kind of unique self-development exercise for children,ó 

Mahomed said at the launch. 

 
On 18 July 2012, Deputy Minister of Basic Education Enver Surtee lauded 

the initiative of Esquire Technologies, which donated computers, sporting 

equipment and books to the Lenasia Secondary School as its contribution 

to Mandela Day. 

 
Highlighting the achievements of government in addressing over the 

preceding 18 years the education backlog of decades of segregated 

education, Surtee emphasised that there remained a lot to be done, 

adding that this could only be achieved through partnerships between 

government and the private sector such as the one with Esquire. 

òWe are grateful for the opportunity to contribute towards the recognition 

of a great leader like Madiba in this way,ó Asgar said at a special function. 

òOur donation, which is part of an ongoing social responsibility programme 

beyond Mandela Day, following our commitment to the Department of 

Basic Education to fully support the 94+ Schools Project, will support this 

view of the Minister,ó Mahomed said. 
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The Esquire donation involved the upgrading of the existing computer lab 

infrastructure of 40 computers and a printer; outdoor benches and tables 

for school children; chairs for the schoolsõ reception area; and a range of 

sports equipment. 
 

Deputy Minister of Basic Education Enver Surtee stands between Lenasia Secondary 

School Grade 10 learners Madhavi Pandya and Mikhail Schuller, who share a birthday 

with Madiba as sponsors Asgar Mahomed of Esquire Technologies and Zain Vally of Trade 

Route Mall help prepare to cut one of several huge cakes with Mandelaõs image on it 

 

òIn addition, in line with the campaign to develop a culture of reading, we 

decided to donate R10 000 worth of library books for the school and a 

number of outdoor plants to boost the attractiveness and aesthetics at the 

school,ó Mahomed said. 

Lenasia Secondary Principal Hawa Munshi welcomed the support of 

Esquire Technologies. òEsquireõs support will assist greatly in enhancing the 

learning and teaching environment of our school,ó Munshi said. In turn 

Mahomed said it had always been the philosophy of Esquire since starting 

up 13 years earlier to give back to the community to ensure the vital 

education needed by the youth of South Africa to compete internationally. 

A year later, Esquire continued the tradition of celebrating Mandela 
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Day on July 18 together with veteran activist Ahmed Kathrada and then 

Gauteng MEC for Education Ismail Vadi at the Nõwa-mhinga Primary 

School in Atteridgeville, Pretoria. 

Supported by the Caring Womenõs Forum Pretoria, a soup kitchen was 

organised; vegetable garden planted, soccer and netball field set up and 

gifts given to each of the 650 children jointly by Esquire. 

 

 

 
The many cakes that Asgar loved sponsoring was not restricted to political 

personalities only, though. 

There was a special surprise for birthday boy Udit Narayan when the 

veteran singer performed at Carnival City in Johannesburg in December 

2013. Asgar arranged a special huge birthday cake for the crooner of 

countless love songs which was shared on stage with the appreciative 

audience who sang òHappy Birthdayó for him. 

òIn my 25 years of singing, this has to be my most special birthday,ó the 

popular singer told the audience. òThey even put my picture on the cake, 

and then they ate it!ó Udit jested. Asgar said that when he learnt that Udit 
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would perform in Johannesburg on his birthday, he decided to arrange 

the surprise for him. òWe couldnõt let him entertain us so far away from 

home without making him feel he was still among fans that could be like 

family to him.ó 
 

 

As Christmas approached in 2006, Esquire joined the annual Intel Community 

Chest Drive, an initiative that provided South Africaõs IT community with 

the ideal platform to spread unused promotional items such as clothing, 

caps, bags and stationery into the hands of the less fortunate among us. 

The charities also received donations such as computer components and 

printers, which community centres, schools and training colleges benefit 

directly from, as such basic necessities are often unaffordable. 

 
òWeõre pleased to have Esquire involved in a project of this calibre. Weõre 

all guilty of collecting old promotional gear that ends up wasted in the 

back of our cupboards and I couldnõt think of a better way to put it to 

good use,ó Asgar said. 
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Sandra Zaroufi received her prize from Busisiwe Nkosi 

of the Ahmed Kathrada Foundation 

 
In October 2013, although he could not be present at an event organised 

by the Ahmed Kathrada Foundation, Asgar said he was thrilled to learn 

that the winner of an Esquire tablet was matriculant Sandra Zafouris from 

Nirvana High School in Lenasia, who appealed in her speech to those who 

are now the first generation to be born in a free and democratic South 

Africa to remember the sacrifices of their forebears and not resort to 

being apathetic. Sandra, who lived in Soweto, had the opportunity to 

deliver her winning speech to an audience at the Annual Lecture of the 

Ahmed Kathrada Foundation at the Gandhi Hall in Lenasia. 
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Greening has always been important to both Esquire as a corporate and to Mahomed 

and Asgar personally. At the Rosina Sedibane School in Laudium, Mahomed rolled up 

his business sleeves to get down and dirty as Fareed Vally and Roger Pahadia looked 

on, while Asgar was already busy with his tree in his casual wear. After that, they both 

shared in the hot meal that was provided for everyone. 
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Mahomed and Asgar with Francesco Mariola and Alessandro Mariola 

from the Acorn Foundation, which together with Esquire assisted the 

Tersia King Learning Academy in Tembisa with the planting of trees and 

revamping the schoolõs computer lab. 

 
 

 
Esquire staff always enthusiastically participate in charity activities, such 

as when these hampers were distributed at Little Eden 
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At one of the walks, Casey was back again, this time in the guise of a modern flat 

screen TV which was one of the prizes for young and old. Brand Ambassador Alfred 

òShortyó Ntombela had as much fun as the kids participating in the event. 
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CHAPTER 11 - SPORTING SPIRIT 
 

s great fans of cricket, Mahomed and Asgar acquired a suite at 

SuperSport Park in Centurion, hosting guests there frequently. One 

of the most memorable days there was when traditional rivals 

India and Pakistan took each other on during an ICC Champions Trophy 

clash. 

Long before Pakistan beat India in the game, excited fans made sure that 

security staff had their hands full. The mostly friendly rivalry between 

Indian and Pakistani fans in the packed venue resulted in security staff 

having to intervene on several occasions as emotional fans began engaging 

in fisticuffs. But the stadium staff adopted a zero-tolerance approach to 

all potential trouble-makers, acting swiftly to remove anyone disturbing 

the enjoyment of other fans. 

Inside the suite, Asgarõs guests included Deputy High Commissioner for 

India Shambhu Kumaran and Tata Africa Managing Director Raman 

Dhawan. 
 

 
Earlier, hundreds of Indian and Pakistani flags flooded the stadium 
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intermittently as the game swayed from one side to the other. Occasionally 

there were even those who waved the flags of both countries for any good 

play by either side. In between, a number of flags of the Muslim Qaumi 

Movement (Pakistani opposition in exile) were also seen, while a brave 

lone supporter even kept waving the Bangladeshi flag. 

 
In great shows of unity though, all fans joined in as popular Bollywood 

songs accompanied milestones throughout the match on the public-address 

system. When the popular song from the Amitabh Bachchan starrer Hum 

came up, a loud chorus of the popular song from that film òChumma Deó 

went up in the stadium. 

All of this was observed from the Esquire suite which was in great demand. 

Many would-be guests had to be disappointed when the final in the series 

between India and hosts South Africa took place, as the ôhouse fullõ signs 

went up in Centurion a week before the last of the five one-day cricket 

matches between India and South Africa was played out there to a thrilling 

finish. Scores of fans were already leaving the stadium as rain threatened 

and a low-score defeat stared India in the face before 8th man Yusuf 

Pathan began smacking repeated sixes and fours to raise the spirits of his 

side and even causing concern that there was still hope for India before 

he was caught out. 

The Esquire suite had acquired a highly-respected reputation for being the 

only one in the entire stadium where no alcohol was served or permitted 

and only Halaal food was served. 

Asgar explained that they were very firm about the principle of no alcohol 

and only serving Halaal food in their suite. 

òWe also find many Muslim guests from other suites sometimes coming 

over to ours at lunchtime because very few will cater for them. We try to 

accommodate as many of them as we can with the home-made food that 

we bring in.ó 
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At the Esquire Technologies suite at SuperSport Park in Centurion with Asgar 

were Waheeda and Yunus Abdullah, Zaheera Mahomed, Ntsietso Mofokeng, 

and Petrus Du Plessis 

 

This zero-tolerance approach to Halaal food only and no alcohol has also 

extended to the birthday promotion at the Esquire headquarters, which 

attracts hundreds of customers who flock there to savour the delicious hot 

dogs, coffee and soft drinks on a special Saturday each year, some often 

learning for the first time about the concept of Halaal. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
THE SPORTING SPIRIT | 89 


