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IBM ploughs $1.2bn into building 
cloud datacentres worldwide
IBM plans to invest $1.2bn in its cloud computing infrastructure, building 15 
more datacentres across the globe as it looks to position itself as a major 
source of rented storage space.

Big Blue will cut the ribbon on new datacentres in London, the US, Canada, 
Mexico, India, Japan and China, with plans for more to come in Africa and the 
Middle East next year. 

The driving force for the expansion is to get more out of its storage rental 
business, SoftLayer, which IBM bought for $2bn last year, and to get the 
vendor in a position where it can easily provide support for the expected rise in 
enterprise cloud adoption.

Big Blue believes the cloud services market could be worth $200bn by  
2020 and plans to double SoftLayer's available storage capacity with the 
additional datacentres.

Cisco: Cloud could cause conflict 
between buyers and channel
Growing adoption of cloud services 
is leading to major changes in how 
customers procure, purchase and 
consume IT, and could store up 
trouble for the channel, according to 
a report from Cisco Consulting Ser-
vices and Intel. The survey of 4,000 
IT decision-makers revealed that, in 
most businesses, control of planning 
and purchasing is shifting away from 
the IT department towards lines of 
business such as human resources, 
sales or accounting.

Azzurri CEO to leave after  
getting business back on track
Azzurri Communications CEO Vim 
Vithaldas has chosen to step down 
from his post at the end of the firm’s 
financial year in July, declaring the 
company’s transformation process 
complete. Vithaldas joined Azzurri  
in December 2011 with a brief to 
keep a steady hand on the wheel  
and guide the firm – which was bur-
dened with high levels of debt and 
had run through a number of CEOs in 
a short space of time – back to profit-
able growth.

EMC shares first details of Busi-
ness Partner Programme
EMC has gone public with offi-
cial details of its Business Partner 
Programme, the long-anticipated 
replacement for its old Velocity 
scheme. The storage kingpin first 
revealed it was ditching the Velocity 
programme last May, when Gregg 
Ambulos, senior vice-president of 
global channel sales, told partners 
attending EMC World 2013 that the 
end was nigh.

Distribution dragons prepare  
to breathe fire into channel 
Business development solutions 
consultancy The [Tech] Crowd has 
launched Channel Dragons, a scheme 
designed to help emerging vendors 
get a foothold in the UK channel. The 
Channel Dragons are hand-picked 
representatives from across the spec-
trum of UK distribution, from broad-
line to value add and covering both 
B2B and B2C markets.

Dimension Data buys NextiraOne
Solutions and services provider 
Dimension Data has acquired the 
European business of rival Nexti-
raOne. DiData’s plan to buy Nexti-
raOne first became public knowledge 
in December 2013 via an announce-
ment made by the European Com-
mission, which was examining the 
deal. Despite keeping quiet on what it 
paid for NextiraOne, DiData claimed 
the transaction was one of its “largest 
acquisitions” in many years.

Channel to protect Windows XP 
users after Microsoft pulls support
With the deadline for the end of 
Microsoft Windows XP support 
looming, some channel players are 
starting to reveal how they will step 
in to help protect customers that 
choose to remain on the operating 
system. Although Microsoft has indi-
cated that it will continue to provide 
malware support on the XP operating 
system until 14 July 2015, despite 
the rest of support being turned off 
in April this year, there are warnings 
from the channel that more efforts 
will be needed to protect customers.

Microsoft settles copyright case 
with Discount-Licensing
Microsoft has accepted a settlement 
in a case with Discount-Licensing 
after accusing the reseller of infring-
ing its copyright by selling licences 
from the US into Europe. The 
reseller’s core business of sourc-
ing and selling licensing from the 
European Economic Area/European 
Union was not part of the dispute. 

Hybrid cloud demand bolsters 
VMware’s 2013 figures
VMware has upped its expectations 
for the year ahead after reporting 
strong numbers for 2013, with cus-
tomer demand for systems that sup-
port a transition to cloud driving its 
growth. The virtualisation specialist 
reported a year-on-year improvement 
in fourth quarter revenues, rising by 
15% to $1.48bn, and net income, 
climbing by 62% to $335m.

Dell extends managed print 
options for small businesses
Dell is increasing the managed print 
service options it provides directly to 
the SME market as it reacts to grow-
ing user demand for help in control-
ling costs. The vendor has tradition-
ally pitched managed print options 
at the enterprise market, but with 
the launch of a print page and toner 
monitoring service the SME arena is 
firmly in its sights. The service gives 
small firms the option of monthly 
plans that include running costs, 
toner and support.

General public still in the  
dark about cloud technology
Despite the publicity, vendor 
marketing and numerous 
discussions between resellers 
and customers, the level of 
understanding of cloud technology 
among the general public remains 
low. Having found that knowledge 
was not very high this time last year, 
domain registrar 123-reg went back 
to find out if things had improved, 
but its research led to some 
disappointing results. ■

Colt's Simon Walsh heads to EMC 
Simon Walsh, former Colt executive vice-president and member of the 
executive committee with responsibility for pan-European enterprise, is set to 
join EMC in the role of chief operating officer EMEA.

Walsh joined Colt in February 2011 following a 17-year stint at Computacen-
ter, where he rose to the post of UK managing director. 

In his new role he will take charge of developing EMC’s go-to-market 
strategy and its workforce across the wider region.
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IBM SoftLayer CEO Lance 
Crosby at the IBM SoftLayer 

datacentre in Texas
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Nadella joins with the task restoring 
faith in the firm, which has been eroded 
following slowness reacting to mobility

IBM begins to deal 
with its hardware

BILLY MACINNES OPINION

Back in October 2013, just 
after IBM published its 
third-quarter results, I 
looked at the effect its 

hardware business was having on the 
company’s overall performance.

IBM had made a profit of $4.4bn 
(up 6%) but revenue declined by 
4%to $23.7bn and the hardware 
operation reported sales down by 
almost 17% (despite a 6% increase 
in mainframe sales).

The hardware business was 
smaller than the other segments, with 
revenue of $3.2bn, equivalent to 
13.5% of IBM’s total sales, and its 
loss of $167m hurt IBM’s overall 
profit figure, but not too badly. The 
big problem was that the 16% sales 
decline had a much wider impact, 
equivalent to 63% of the overall 4% 
decline in revenue.

This was not an isolated incident, 
but part of a trend. Hardware sales 
declined 12% in the second quarter, 
accounting for 58% of the 3.3% 
decline in IBM’s overall sales, 
and fell 17% in the first quarter, 
accounting for more than 50% of the 
5.1% drop in overall company sales. 

Now IBM has reported fourth-
quarter figures showing that 
hardware revenues are down again, 
falling by more than $1.5bn (or 26%) 
to $4.3bn. That decline is out of all 
proportion when you consider the 
size of the unit compared with the 
overall reduction in company sales of 
just $1.6bn. And how? The sales 
decline in the hardware business 
accounts for just less than 94% of the 
overall fall in sales at IBM.

To make matters worse, there was 
no ray of light in the hardware 
business. Every unit – system z, 
power, system x, storage – was down. 

In October 2013 I said that, despite 
the declining influence of IBM’s 
hardware business in terms of size 
compared with the company overall, 
it was having a big effect on the 
overall sales performance and, even 
worse, that effect was becoming 
increasingly negative even as the size 
of the hardware business diminished. 
The fourth-quarter results, published 
on 22 January, provided yet more 
evidence of this trend.

No surprise then that IBM has 
started to address the problem by 
offloading the system x business to 
Lenovo for around $2.3bn. There 
may be strategic reasons why it 

cannot or will not dispose of the rest 
of its hardware business any time 
soon, but they are likely to wither 
over time. The hardware unit may be 
loss-making, but it likely generates 
significant spin-off revenues and 
profits for other parts of the business, 
such as software and services, but 
that is unlikely to continue forever. 

The vendor has realised the Power 
server business won’t grow further. In 
remarks accompanying the fourth-
quarter statement, Martin Schroeter, 
IBM’s senior vice-president and CFO, 
finance and enterprise transforma-
tion, said IBM was taking initiatives 
in the Power business this year, but 
admitted the company would also 
address the changing size of the 
Power platform.

Storage hardware revenues were 
also down after declines in legacy 
OEM mid-range and high-end 
offerings. System z mainframe sales 
fell, but IBM said they were part of an 
expected cycle in the market and the 
vendor gave an impression the 
mainframe business was still 
important. Besides, it managed to 
generate a higher gross margin on 
lower revenue in the fourth quarter. 

“About half of the fourth-quarter 
decline was driven by System z due 
to the product cycle,” Schroeter 
admitted, but he stressed that the 
platform was “cyclically strong”.  
He was a little bit more circumspect 
about the other parts of the hardware 
unit: “Our other hardware businesses 
are dealing with business model 
issues due to market shifts. We will 
make these products more relevant 
while right-sizing these businesses to 
meet the new value proposition.”

We now know that “right-sizing” 
meant disposal as far as system x 
was concerned. Apart from system z 
mainframes, could it mean the  
same for the others? Who knows? 
But if it did, it would be a supreme 
irony if the only hardware unit left 
at IBM in the 21st century was its 
mainframe business. ■

SIMON QUICKE EDITOR’S COMMENT

T
he decision by Microsoft to appoint someone 
within the company to CEO says several 
things about what it means to be a leader of a 
technology company in this day and age.

There are various approaches that can be taken 
(see The Loneliness of the CEO feature on page 9) 
but for Microsoft there were clearly some key 
aspects of Satya Nadella that made him stand out as 
a replacement for Steve Ballmer.

The first is his understanding of the cloud. 
Microsoft looked outside its own organisation and 
for a long time was linked with Alan Mulally, the CEO 
of Ford, as it tried to work out just who would be the 
right person to transform the business. But the 
biggest transformation the vendor faces has already 
started and in his recent position running the cloud 
efforts at Microsoft, Nadella was in the best position 
to take that insight and keep it going.

Another point to stress is company knowledge, 
with Nadella having gained 22 years’ worth in his 
roles at the software vendor. That means he knows 

how Microsoft works and most of the senior team at 
the firm. Working at Microsoft, like most other 
vendors, involves being part of a particular culture, 
and his familiarity with how the vendor works should 
be an asset.

It is also a sign that experience has been valued. 
Far too many times in the current market, the option 
of a young gun who ‘might think differently’ is a 
popular one. But it is rather encouraging for those of 
us who have worked in the market for longer than a 
decade that experience matters. Nadella comes to 
the job without the need for training in how Office 
365 works, or a lesson in the history and background 
of the transition that Microsoft has already made to 
expand beyond a desktop-based Windows 
operating system.

Nadella joins with the task of taking Microsoft 
forward and restoring faith in the firm, which has 
been eroded following slowness reacting to mobility. 
His knowledge of the cloud will be crucial as the 
transformation to a hosted environment is a key 
challenge for most of Nadella’s contemporaries. ■

If you would like details of forthcoming themes 
running in the MicroScope ezine, wish to share your 
reaction to this one, or make any other contribution, 
email squicke@techtarget.com.

Why Microsoft selected 
Satya Nadella to be CEO
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analysis

Two nations, one channel?
With seven months to go until the people of Scotland go to the polls in a referendum  
to decide the future of their country and that of the UK, Alex Scroxton considers  
what the prospect of Scottish independence could mean for the channel 

about and committed to its Scottish 
organisation, having recruited a dedi-
cated country manager for Scotland 
two years ago.

Ongoing business links
Another channel player pouring 
resources into the Scottish market 
is hosting and colocation specialist 
UKFast, where CEO Lawrence  
Jones recently cut the ribbon at a 
new central Glasgow office and is 
recruiting heavily to fill it.

Coming hot on the heels of the 
launch of Scotland’s dedicated internet 
exchange point, IX Scotland, Jones 
says he wants UKFast to be “at the fore-
front of Scotland’s digital revolution”.

Though he concedes that some 
have questioned the logic of the move 
with the referendum so close, Jones 
adds that Scotland will remain a huge 
part of global and British business 
whatever the outcome of the vote.

“This is why we have chosen to 
expand north before even consider-
ing going south to London – we’re 
moving up.

“As Scotland focuses more on its 
digital future and future-proofing its 
infrastructure, there is a clear gap in 
the market for us to help businesses 
in the country to grow. We want to 
join the market in Scotland to pro-
vide our enterprise-grade solutions 
for all levels of business,” says Jones.

UKFast also plans to build out 
more datacentre facilities and up its 
contribution to the infrastructure in 
Scotland to make it a more attractive 
location for financial and legal firms.

Business as usual
Ian Kilpatrick, chairman at Wick Hill, 
is taking the prospect in his stride. 
“We are an international group, so we 

sell and ship to partners internation-
ally already,” he says. “A ‘yes’ vote 
would not make any difference to us, 
regarding logistics or warehousing.

“Similarly, we have significant 
partners and sales in Scotland that 
are supported by our office and 
northern channel management. A 
‘yes’ vote would therefore not alter 
that situation,” he adds.

A question of money
Alistair Forbes, general manager of 
GFI Software’s GFI MAX managed 
services business, believes much of the 
channel impact will depend on how 
adeptly the question of an independ-
ent Scotland’s currency is resolved. In 
the weeks since the launch of the Yes 
Campaign’s whitepaper on Scottish 
independence, much has been made 
by both camps of the potential disrup-
tion caused by an independent Scot-
land’s position within the sterling cur-
rency ‘zone’ made up of the remaining 
UK constituents, and its relationship 
with the EU.

Many governments in Europe, par-
ticularly in Spain where Madrid is 
wrestling with the prospect of a simi-
lar independence vote in Catalonia, 
would oppose Scotland’s continuing 
membership of the EU and there 
would undoubtedly be many months 
or even years of legal wrangling over 
whether or not an independent, EU 
member Scotland would 
be made to join the euro.

The alternative pros-
pects of Scotland forging 
its own currency, or 
keeping the pound after 
negotiation with Lon-
don, have also been 
received poorly in some 
quarters, with Welsh first 
minister Carwyn Jones 
among the 

more outspoken voices on the issue, 
saying Wales would be “uncomforta-
ble being part of a currency union 
where there are competing govern-
ments trying to run it” and branding 
the idea a “recipe for instability”.

Jones may be ploughing a lonely 
furrow, however, for SNP-backed 
polling data from December 2013 
suggests that close to 50% of Eng-
land, Wales and Northern Ireland 
residents would back Scotland  
keeping the pound.

This finding lends additional 
weight to the Yes Campaign’s argu-
ment that a currency zone is neces-
sary to sustain cross-border trade – 
Scotland is the UK’s second largest 
trading partner, with exports to Scot-
land greater than to the BRIC nations 
put together – and avoid disruption 
to, among other things, workplace 
culture and supply chains, a point 
that should be of considerable inter-
est to the channel.

GFI’s Forbes sums up his position: 
“If both countries can agree to use the 
pound, the impact should not be that 
dramatic; it won’t be in anybody’s 
interest to introduce differential cross-
border taxation, for example, because 
we have such a large internal market.

“Our customers are regional and 
not many cross the border operation-
ally, but it is in neither country’s 
interest to disrupt cross-border trade, 
and certainly not in an independent 
Scotland’s self-interest to do so.”

With the true impact of Scottish 
independence on business still an 
‘unknown unknown’, as one might 
say, will it just be a case of adjusting 
the letterheads and referring to the 
UK, Ireland and Scotland country 
manager, or will the channel have 
to get used to a new currency  

and different taxation regimes? 
Time will tell. ■

What impact will a vote  
for independence have  

on the channel? 

By the end of 2014, a union 
forged over 300 years ago 
could be on the verge of 
being consigned to history, 

depending on whether or not the 
people of Scotland choose to vote 
‘yes’ to independence.

With the issue of Scottish inde-
pendence already high on the politi-
cal agenda on both sides of the border, 
it is clear that the future of the UK as a 
single country will be one of the 
defining issues of the year.

Although the true effects on the 
business world of a ‘yes’ vote in Sep-
tember 2014 will not be known until 
long after the event, some channel 
players are already beginning to 
assess what the impact may be.

Continued commitment
Ian Parslow, senior vice-president of 
European sales at MTI Technology, 
says he is already watching the mar-
ket with a “roaming brief”.

Parslow explains that from MTI’s 
perspective, Scotland is a market dom-
inated by three conurbations – Aber-
deen, Edinburgh and Glasgow – each 
of which acts differently. Aberdeen, for 
example, is dominated by oil, gas and 
energy markets, and in MTI’s eyes its 
economy is therefore insulated from 
the result of the referendum, as global 
energy, services and support compa-
nies will continue to pile in for as long 
as there is oil under the North Sea.

With regards to Edinburgh and 
Glasgow, Parslow says he has seen a 
number of exciting investments in 
higher education and government, 
and predicts that between 60% and 
70% of the firm’s business will con-
tinue to come from this area.

“Commercial business in Scotland, 
for example finance and legal, where 
we’ve enjoyed plenty of success, 
remains challenging for a company 
like MTI, as there’s a lot of competi-
tion in that space,” he says 

“Unless you have not only Scottish 
presence but also a unique proposi-
tion, you will struggle to deliver prof-
itable business in the commercial 
space. If Scotland were to choose 
independence in that area, that mar-
ket will remain challenging for some 
time, while organisations find their 
independence and unique selling 
points to be able to compete with 
English and European businesses.

“We also remain very excited 
about the public sector business, but 
should independence be attained we 
would consider carefully whether 
that market will be sustainable for the 
medium to long term as the govern-
ment of Scotland considers its budg-
ets and its procurement and tender 
habits going forwards.”

In spite of the possible challenges, 
Parslow says MTI remains optimistic 
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Will the channel 
have to get used 
to a new currency 
and different 
taxation regimes? 
Time will tell
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One aspect of managing 
IT costs that many firms 
overlook is printing 
expenses. Perhaps it’s 

too much of an everyday event to 
register on the radar. But according 
to CompTIA research, almost 75% of 
offices print every day. 

The same research found many 
businesses expect to maintain or 
increase their level of printing and 
scanning, but few of them know 
how much they spend on document 
management – some executives 
even believed printing was free or 
extremely low cost.

“In reality,” says Vaughan Shayler, 
director of channel strategies at 
CompTIA, “the cost of printing per 
employee is more than they know.”

Increasing take-up of MPS
It’s against this backdrop that 
managed print services (MPS) is 
becoming widely adopted by vendors 
and channel partners as a means for 
customers to manage print costs.

Graham Lowes, marketing director 
at Oki Systems UK, says vendors and 
distributors are starting to shout 
louder about MPS because the 
opportunities for the channel are 

an integral part of many resellers’ 
service offerings, which looks set to 
continue in 2014. Matthew Searle, 
director of Canon’s partner channel, 
describes MPS as a critical part of 
what its resellers can offer in 
conjunction with the provision of a 
wider range of managed services. 
“We work with our partners to help 
them transform their businesses 
and become service providers capable 
of optimising their customer’s 
business and document processes,” 
he says.

Many vendors are launching MPS 
accreditation schemes to shape their 
partners’ work in this area. “Canon 
launched an MPS scheme to help 
identify and develop our leading 
resellers and the high standards they 
are achieving in managed print 
service delivery, technology and 
customer care,” Searle says. The 
vendor is using imaging research and 
consulting firm Photizo to 
independently manage the audit 
process required for the scheme.

Selecting the right MPS
But not all resellers are the same, 
so not all MPS offerings should be 
either, warns Paul Gaiser, general 

Stop the press: Managed print 
services becoming sought after
Most businesses print every day, but are not fully aware of how much they are spending on document 
management. Billy MacInnes finds that, amid this setting, the popularity of MPS is increasing

manager for Xerox partner print 
services sales operations at Xerox 
Europe channels group. 

He says some partners may have a 
strong background in MPS already 
and might be looking for ways in 
which vendors and distributors can 
add to their strengths. “Others may 
be new to the game, and may prefer 
to focus on the customer relationship 
and commercial opportunities, 
leaving the print vendor to deliver 
everything from MPS sales cycle 
expertise to the full execution of MPS 
contracts,” Gaiser says.

There are differences between 
what partners expect from vendors 
and distributors when it comes to 
MPS. But there will also be big 
differences in the services their 
customers require, “ranging from 
basic print services to more advanced 
MPS, including print and document-
related solutions”. Gaiser says this 
means print vendors need to provide 
a configurable MPS platform with 
process capabilities, resources and 
flexibility across an entire continuum 
of MPS offerings.

To achieve this, print vendors need 
expertise they can share with partners 
through training and certification 

Managed print services
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huge. “Many firms are still wasting 
money through inefficient processes 
and diverse and ageing printers,”he 
says. “This is often because they do 
not realise what can be done to cut 
costs and update workflow using the 
new generation of small-footprint, 
more energy-efficient devices.”

A managed service helps 
businesses buy printers, supplies, 
maintenance and support in an 
all-inclusive ongoing contract classed 
as operational expenditure rather 
than having to make large capital 
investments. “It also provides 
resellers with regular income and 
the chance to build strong long-
term customer relationships with 
up-sell and cross-sell potential,” 
says Lowes.

MPS can also give resellers a 
chance to deepen their engagement 
with customers. “Offering an MPS 
is just the start, and can evolve into 
a managed document service where 
the reseller works with customers to 
streamline the document workflow 
for quicker and easier archiving, 
retrieval and sharing across the 
organisation within a highly secure 
infrastructure,” says Lowes.

But others believe MPS has become 
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programmes, and partners need to 
ensure their print vendors are capable 
of providing MPS.

“Last, but not least,” Gaiser says, 
“the print vendor or distributor 
should be able to show a growth path 
and strategic roadmap.”

A natural shift
Lee Mockett, head of MPS at Brother 
UK, views MPS as part of the 
natural shift towards services that 
are dominating the whole of the IT 
market. “Major changes in working 
practices are affecting the products 
we supply and who we supply them 
to,” says Mockett. 

He believes MPS solutions are be-
coming more widely available, filter-
ing down from the enterprise level to 
the mid-market and SME sector.

Mockett says a service-led 
approach can help develop a more 
value-led relationship with 
customers and establish a level of 
trust and understanding in 
supporting customers’ long-term 
aims for their business requirements. 
He says MPS provides future 
contracted income in a tough 
business environment.

Matt Hopkinson, managed print 
specialist at LDD Group, describes 
MPS as a great opportunity for 
resellers to broaden their service 
portfolio, which plugs a need for 
SMEs that lack the in-house IT 
expertise required and need to focus 
on their core business. 

He also echoes Gaiser’s point 
about the different requirements for 
partners depending on how far down 
the MPS path they are: “Vendor 
support is essential for resellers 
taking their first steps into MPS as 
they lack the capital to manage 
maintenance contracts themselves.”

But there are dangers in the market 
as MPS becomes more widely 
promoted. “Some vendors and 
distributors have gone from offering 
an opportunity to selected resellers 
with the necessary skills and 
background, to mass marketing MPS 
to everyone, putting both the 
customer and reseller at risk,” 
Hopkinson says. 

“Without the right expertise, the 
wrong solutions end up being put in 
place, which will damage the 
industry and see MPS reduced to a 
pricing battle that will be won by the 
larger companies,” he says.

“With MPS solutions widely available, it’s 
becoming difficult to offer anything new” 
Elaine Hewitt, Kyocera Document Solutions UK

Mindset for longer-term sales
Elaine Hewitt, IT channel team 
leader art Kyocera Document 
Solutions UK, is also concerned that, 
while MPS “remains a considerable 
source of revenue” to the vendor and 
its partners, wider availability could 
have negative consequences.

“With MPS solutions now easily 
available and widely adopted, it is 
becoming difficult to offer users 
anything new,” she argues. “That’s a 
concern because it’s essential that we 
can add value as IT budgets continue 
to be squeezed, hardware margins 
decline and competition intensifies.”

Hopkinson says vendors need to 
invest in the right support for 
resellers to make building MPS 
solutions fast and effective. “As for 
resellers, they need to think carefully 
about whether MPS is for them, as 
the modern MPS contract is about 
producing a solution, not just 
cheapest price per page,” he says.

Searle at Canon says resellers need 
to adapt to a longer-term sales 
mindset if they want to become 
successful in the MPS market. “It 
could represent a fundamental 
change in their traditional sales 
cycles,” he says. “The approach of 
addressing an isolated business issue 
by offering a single product or 
managing an isolated element is no 
longer a business model for growth.”

MPS requires resellers to 
understand customers’ businesses as 
a whole and identify how software 
and solutions can improve and 
streamline processes in the long 
term. “To achieve this service-
orientated approach and consultancy 
status, resellers must work closely 
with vendors to open the door to 
MPS sales opportunities,” he claims. 
“Additional support and training 
from vendors means resellers can 
develop skills within their teams and 
move to a sales model that considers 
longer-term customer needs.”

Lowes at Oki Systems agrees: 
“These services require far more than 
just a one-off technology sale and 
vendors have a big role to play in the 
ongoing training of channel partners 
to support them in providing the 
business consultation required.”

Differentiating
Shayler at CompTIA says resellers 
considering MPS should not jump 
in full throttle without a plan. 

“Experienced MPS providers 
recommend newcomers take some 
time to learn the market and continue 
to tweak their strategy to succeed,” 
he comments.

In response to Hewitt’s concern 
that it is becoming difficult to offer 
anything new, Shayler says there is a 
requirement for vendors and partners 
to differentiate their business from 
the competition. He suggests one way 
is to use CompTIA’s vendor-neutral 
Managed Print Trustmark business 
credential, which is designed to 
advance and differentiate 
organisations offering MPS.

Ricoh Managed Document 
Services has gained the accreditation, 
which marketing director Dominic 
Keogh believes reassures customers 
that its services have undergone a 
rigorous assessment. “It will assure a 
high level of customer service and 
delivery,” he says. “It affirms our 
promises to deliver efficiency, 
productivity and sustainability 
saving. The Trustmark also gels with 
Ricoh’s five-step process, but with 
the peace of mind for the customer of 
an independent validation.”

The vendor is seeking to extend 
the accreditation to its partners, 
Keogh reveals: “We are also working 
with our channel partners to help 
them attain the accreditation. We 
believe there is a big opportunity for 
our partners to move from products 
to services, expanding their markets 
and profit potential. Being able to 
show they adhere to industry best 
practice gives them a head start.

“A broader level reseller should 
assess the trends in their market, 
define its strategy and do a SWOT 
analysis to determine changes 
needed and support levels they 
should seek from a print vendor or 
distributor,” says Gaiser.

A good print vendor or MPS 
provider with broad capabilities will 
be able to guide resellers through 
such a process, he believes. “It’s 
important for resellers to look for 
print vendors that can deliver a 
spectrum of MPS capabilities so they 

are able to find the MPS solution and 
support that best fits their needs.”

At Kyocera, Hewitt emphasises the 
benefits of its Elite education 
programme for support channel 
partners to understand its ranges of 
products, including MPS. But he 
thinks another way to potentially 
provide some differentiation is its 
cloud print service (CPS). “It expands 
the scope of MPS to include the 
complete document environment, 
outsourcing the print server, software 
and security to an offsite datacentre,” 
she says. “We think CPS has the 
potential to be a natural successor to 
MPS. It builds on the same proven 
benefits, making for an easy sale and 
helps customers release even greater 
resources while making the print 
environment more flexible.”

Amid all the upheaval to sales 
models and revenue models 
threatened by the shift to MPS, 
Shayler at CompTIA says there is 
another unintended consequence of a 
successful MPS contract: that the 
reseller will not be visible to the 
customer. “A problem in MPS is that 
doing your job well – by running the 
printers at peak efficiency without 
any problems, for example – can 
make you appear invisible, leading 
the customer to question the 
contractor’s value,” says Shayler. 
“MPS executives recommend 
meeting regularly with customers to 
provide progress updates. The 
meetings keep your company top of 
mind with clients.”

With vendors becoming ever more 
active in the MPS space and the lure 
for resellers becoming stronger, 
Hopkinson at LDD wants to bring 
some perspective to where the 
market will go this year. “The last 
couple of years have been a bit of a 
trial period for vendors introducing 
resellers to opportunities into the 
MPS arena,” he says, “and as with 
everything, mistakes have been 
made. I think in 2014 things will 
begin to settle and vendor services 
and solutions will become slicker 
and more comprehensive.” ■

There is a requirement for vendors 
and partners to differentiate their 
business from the competition
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R ight now, with the CEOs 
of IBM and Acer forgoing 
their bonuses and 
Microsoft’s search for a 

head honcho only just concluding 
after dragging on for months, you 
might think that it is not the job 
of anyone’s dreams to get to the 
top of the corporate tree in the 
technology world.

Once in the big office, with your 
name on the door in gold lettering, all 
eyes are fixed on you, and as some of 
the incumbents in the hot seats in 
some of the leading technology 
companies can no doubt testify, the 
large salaries are well earnt wading 
through stress, analyst calls, dealing 
with the media, staff and the ever-
expectant investors.

Looking at some of those currently 
steering their ships through choppy 
waters to safer seas you will see 
plenty of charismatic leaders taking 
different approaches to running their 

and the vendor needs to be made 
simpler to work with and must 
ensure it doesn’t miss out on some of 
the major industry elements 
including the cloud.

But at least she is getting through 
without having to talk about giving 
up bonuses, unlike some of her rivals 
who are also finding life interesting 
as they move towards a world 
dominated by the cloud.

Microsoft
All change?
Market watchers reacted with 
excitement to rumours that Ford’s 
CEO Alan Mulally might take up the 
CEO position at Microsoft, following 
the exit of Steve Ballmer. The idea of 
someone outside the industry coming 
in seemed to be a positive, but the 
vendor opted to promote from within, 
choosing its cloud boss Satya Nadella.

The Microsoft search for a CEO has 
also given an insight into what makes 

The loneliness of the  
chief executive officer
With IT vendors struggling to transform their businesses, amid increasing popularity of the cloud, 
Amro Gebreel and Simon Quicke profile the state of affairs for some of the most prominent CEOs

a good candidate these days with the 
board giving a picture of just what it 
takes: Microsoft chairman Bill Gates 
said it is a complex role to fill, 
involving a complex business model 
and the ability to lead a highly 
technical organisation and work with 
top technical talent.

The firm noted it had only had two 
CEOs in 38 years and is “determined 
and confident that the company’s 
third CEO will lead Microsoft to 
renewed and continued success”.

All eyes will be on Nadella, but 
recent strong quarterly numbers, 
helped by decent Xbox One and 
Surface sales, have made life for the 
new CEO slightly easier.

IBM
The hair shirt
Despite selling its PC business to 
Lenovo in 2005, IBM’s situation is far 
from rosy, with the hardware side of 
the business still causing headaches. 

CEOs
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firms. Here are a few of the main 
runners and riders.

Hewlett-Packard 
The transformer
The vendor is a couple of years into 
a five-year turnaround plan spear-
headed by its CEO Meg Whitman. 
It is her vision that dominates 
discussions at quarterly earnings 
calls and at investor meetings. So far 
there have been job cuts, difficulties 
over the fallout from the Autonomy 
purchase and a fair amount of 
cleaning up to do after the last CEO 
who, among other things thought it 
was a good idea to indicate the firm 
might exit the PC market.

But now, back in the tablet space 
and fresh from putting out a strong 
hardware roster to support the 
launch of Windows 8, the firm 
appears to be heading in the right 
direction. Whitman herself admits 
there is still more work to be done 
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As well as announcing thousands 
more job cuts, following its latest 
annual results, CEO Ginni Rommetty 
and other senior executives opted to 
forgo their bonuses.

The decision to sell off the x86 
server business to Lenovo shows 
there is a determination to reshape 
the business and the sights are firmly 
set on the cloud and software arenas. 
Rommetty was also notable for being 
the first female boss at IBM. In her 15 
months at the helm she has already 
had to make several tough decisions 
about headcount and speaking about 
its most recent financial results said 
that the vendor would “continue to 
transform our business and invest 
aggressively in the areas that will 
drive growth and higher value”.

Acer
The last man standing
The recent musical chairs in Acer’s 
CEO role demonstrates how hard 
the top job can be when it involves 
dealing with a vendor in trouble. 
Ultimately, who wants to take a 
position that is going to be tough? 
Some CEOs pride themselves on 
being ‘turnaround experts’ and years 
ago Apple plumped for that option 
with Gil Amelio, before Steve Jobs 
returned. But at Acer the focus has 
been on trying to get some continuity 
in the top role.

The hardware player has been 
hitting the headlines since November 
2013, when its then CEO of two 
years, JT Wang, resigned on the back 
of bad financial results. And events 
took an odd turn a couple of weeks 
later when his replacement, Jim 
Wong, resigned before he had even 
officially taken up the post.

The approach from the latest CEO, 

Events took an odd turn for Acer when 
its replacement CEO resigned before 
he had even officially taken up the post

Stuart Fenton, former Insight president and technologist, knows about the 
importance of a boss when it comes to working with the channel and shares 
his thoughts about how that relationship can work.

I have found that a CEO can make an extraordinary difference to the 
channel in three ways. First, how they approach partnership – do they 
embrace the channel? Second, how they fund the channel and, third, how 
they manage the first two.

Over my career, I have seen the behaviour at the top define engagement.  
For example, Steve Ballmer is enormously proud of the channel and how 
partnerships are critical to the success of Microsoft. But the execution is 
delegated in a scatter-gun approach down several levels in the organisation. 
Internal politics, polemics and egos can wreck Steve’s vision and often have.  
Funding is cut, certifications balloon, deal-registration processes collapse 
under the weight of complexity, partner resources evaporate and 
communication can be dreadful. The channel funding and objectives often 
change on the whim of whomever is in the partner group chair and their 
immediate team. There are fabulous people in the worldwide partner group, 
but they are often not in control of the important factors. I hope that the new 
Microsoft CEO focuses on fewer business areas and understands channel 
health. That way the channel can be mutually dialled into a strategy for the 
long term and optimise ROI. Thus a strong CEO who manages the 
expectations of partners would be ideal. Microsoft needs the change.

Meg Whitman is a perfect example of the ideal channel CEO. She engages 
regularly with the channel and listens to issues regarding focus and funding. 
She defines the relationship and drives simplicity in the engagement. She has 
focused on channel health more than other firms and seeks advice at every 
opportunity. The channel also reports directly to her. It is not without risk. 
Meg will be involved in choosing the winning partner groups – if you are in 
because she believes in your value, you are embraced, rewarded and cared 
for. If you are out. Well, tough.

Michael Dell is smart. He had one strategy that did not require a channel.  
He changed that strategy and acts just like Meg – very dialled in.

An effective CEO can inspire and reward a mutually beneficial partnership. 
Cisco has got it right. HP is close, and Lenovo can be fabulous at times.

How CEOs work with the channel

Jason Chen, is to get the company 
back on track by writing off $44m 
worth of raw materials inventory. 
Senior executives have also 
voluntarily taken 30% pay cuts “to 
share responsibility”.

Just before the results, in his first 
press conference, Chen admitted the 
firm had got things wrong in the past 
with its decision to back product 
segments, like the ultrabook, that 
failed to deliver.

Dell
The name on the building
We all know the story of a teenage 
Michael Dell setting up the firm that 
became a billion dollar global vendor 
out of his bedroom. For a long time 
that was the main thing we knew 
about him, until last year when it 
emerged he had a vision, which 
meant taking the firm back into 
private hands.

After a prolonged fight with 
investor groups and billionaire 
investor Carl Ichan the results went 
Michael Dell’s way and he managed 
to get the green light to take the firm 
private. His argument was that it 
needed to be away from the public 
gaze of Wall Street to make changes 
needed to keep the firm going. The 
transition he wants to a services-led 
business is not one that could 
happen with quarterly revenue 
targets hanging over his head. Plenty 
of CEOs under attack from investors 
will be envious if the move means a 
more straightforward life for Michael.

Oracle
The character
These days Larry Ellison spends 
more time on boats, but the larger-
than-life character used to be one 

of a handful of CEOs who appeared 
at events and got people talking as 
much about them as their products. 
Another, in days gone by, was Scott 
McNeally, but the Sun boss dipped 
out of public view after Ellison 
picked up his firm back in 2009. 

What Ellison shows is that when 
you have confidence and oneness 
with the business you lead, you can 
get away with a fair amount. Analyst 
conference calls and keynotes 
usually involve a combination of 
boasts about how good the latest 
products are, along with a few swipes 
at main rival SAP. Not many could 
pull it off as well as Ellison and, 
when it was revealed that he could 
not attend a keynote session at the 
firm’s recent user conference, the 
audience was noticeably thinner.

SAP
The double act
In contrast to Oracle the German 
firm SAP has opted in the last few 
years for a joint CEO approach with 
one coming from Europe and the 
other from the US. It has been a solid 
double act, which has seen the firm 
steer in the direction of big areas of 
cloud and big data. 

Going forward it will just be Bill 
McDermott flying solo, which could 
be an interesting time for him and the 
firm’s staff and investors, as the other 
co-CEO Jim Hagemann Snabe moves 
to the executive board in May.

The double act seems to work for 
SAP and has delivered stability and 
helped the firm go through its own 
transformation, it’s entering the fifth 
year of that process, as it moves 
towards cloud and big data.

CEO transformations
CEOs all face the same challenge as 
they take their firms from one world 
into another. Some are ahead, some, 
like Salesforce.com, had the benefit 
of starting in the cloud, but all will 
have to get there.

HP, Microsoft, IBM, SAP and Dell 
are just a selection of the largest IT 
vendors going through this 
transformation. If Meg Whitman is 
right, then by 2017 it will be an easier 
place for those captains of the IT 
industry. But only if they make the 
transformations needed to ensure 
their survival. Until then, expect more 
bonus-payment cuts, more falling on 
swords and plenty of entertaining 
quarterly earnings calls. ■

CEOs’ large salaries are well earnt 
wading through stress, analyst 
calls, dealing with the media, staff 
and ever-expectant investors
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The MicroScope Awards for Channel Excellence (ACEs) celebrate the best of the channel 
recognising those that have delivered the best service, products and support. The awards, 
now in their 7th year, have been enhanced with a broader range of categories encouraging 
those with products and projects they are proud of to step forward and nominate themselves 
or their suppliers. 

This year’s categories include:

2014 MICROSCOPE ACES RESELLER CATEGORIES
 • SME reseller of the year
 • Vertical market reseller of the year
 • Managed service provider of the year
 • Innovative reseller of the year

2014 MICROSCOPE ACES TECHNOLOGY CATEGORIES
 • Security
 • Storage
 • Networking
 • Software
 • Cloud computing

2014 MICROSCOPE ACES DISTRIBUTOR CATEGORIES
 • Security distributor of the year
 • Storage distributor of the year
 • Software distributor of the year
 • Networking distributor of the year
 • Hardware distributor of the year

Online awards set to recognise and 
reward those resellers, distributors, 
and vendors that have delivered truly 
exceptional customer service and 
channel support throughout the year.

Highlight your achievements—submit your nomination by 7th March!
http://www.microscopeacesawards.co.uk/

Submissions open: 
3rd February

Submissions close: 
7th March

2014



The storage world has a mix-
ture of emerging technology 
and a few old favourites, 
with some users hanging on 

to their tape solutions for years while 
others rush towards the cloud. That 
makes it an interesting time for the 
channel, as vendors try to figure out 
what they should be asking partners 
to do on their behalf and what sup-
port they need to offer those partners 
to ensure things run smoothly.

As elsewhere in the market, there 
might be budget, but most channel 
partners are finding that customers 
are not spending unnecessarily and 
have to be given a very good reason 
to part with their money.

Disk is still the biggest spend for 
most customers, consuming between 
one-third and three-quarters of every 
pound spent on hardware. But that 
situation cannot last forever, and 
cost-conscious customers are already 
taking a closer look at the way they 
spend on storage. 

To try to find out how the storage 
industry plans to react to the changes 

businesses are still not virtualising 
their environments despite the attrac-
tion of using it to help control runa-
way capacity problems.

Gavin McLaughlin: “We are seeing 
a lot of hesitation because many see 
that functionality going into the server 
layer. They want to see which way the 
market goes before they jump in.”

Christo Conidaris: “A lot of cus-
tomers are still going through the pro-
cess of server virtualisation, and at 
the back of their minds the next big 

Storage matters
Storage vendors discussed channel approaches  

to tape, disk, flash and cloud at a  recent  
roundtable event hosted by MicroScope

storage roundtable
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in the market, MicroScope gathered 
together vendor representatives from 
across the market to discuss the cur-
rent and future landscape. The 
roundtable participants represented 
various technologies, providing 
viewpoints that covered the tape, 
disk and flash segments. 

Virtualisation
One area that is meant to have taken 
off is virtualisation, but recent Tech-
Target research indicates that many 
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thing they are going to do is storage 
virtualisation. The reality is they 
haven’t quite got there yet. They are 
waiting because people thought 
server virtualisation would give them 
higher levels of protection from a dis-
aster recovery perspective, but what 
actually happens is you become even 
more reliant on the servers you have 
virtualised than you were before 
because they are doing more than 
one thing. So you are actually at a 
higher risk. That message is only get-
ting down now.”

McLaughlin: “I am starting to hear 
from new partners that they are start-
ing to take virtualisation products on 
as the market is breaking down into 
more vendors and that’s where it has 
an opportunity.”

David Cumberworth: “We are see-
ing a new generation of partners 
focused on solutions that are aligned 
to customer requirements rather 
than being aligned to traditional 
storage vendor imperatives. Their 
projected value is bringing innova-
tion to this space and those are the 

“We have picked up a few resellers that 
have never done storage, partly because 
the margins in networking have dropped 
so much that they need something else 
to supplement that business” 
Gavin McLaughlin, X-IO
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partners Atlantis Computing is 
working with to drive the business.”

Jacco van Achterberg: “We want to 
educate the market, but for now we 
are still making money [the traditional 
way] so why would we not want to 
keep making money out of it.”

Changing landscape
McLaughlin: “Some of our new 
partners are the big guys who have 
previously sold just one vendor and 
we have seen some of those open up 
and say that they are prepared to look 
at the whole portfolio. Startups have 
always been open because they have 
to have an edge, but there are moves 
by established partners to accept 
change at long last.”

Van Achterberg: “We have just had 
a conversation with one of the largest 
resellers in Europe for a major vendor 
that is looking at how it can make 
money both now and in the future. 
So it has started an innovation centre 
to make sure it can get the best of 
both worlds. We get some investment 
and dedication from this partner and 
it can start to be more innovative.”

McLaughlin: “We have picked up 
a few resellers recently that have 
never done storage. Part of that is 
because the margins in networking 
have dropped to such a point that 
they need something else to supple-
ment that networking business. Stor-
age is the last bastion of margin.”

Conidaris: “If you look at it from a 
corporate perspective, CIOs are being 
forced to save as much money as they 
can, so the old ways are not necessar-
ily the right ways in the eyes of the 
CIO. They are looking for different 
ways. There is almost a bit of conver-
gence with some of the resellers that 
had been relying on some of the bigger 
vendors to sell for them because they 
invested in corporate sales people to 
assist them, but what has happened is 
that some of those resellers have been 
squeezed out of key accounts where 
they were making lots of money. The 
only way they can get back into those 
accounts is by going back to those 
CIOs to offer something different and 
become the trusted advisor again. The 
way into that discussion is by using 
different technology.”

Paul Martin: “The large resellers 
that made their margin by shifting tin 
have had to add value because they 

“If you need access to data regularly, 
use disk. If you want to put it away and 
know it’s there, tape is a great medium”   
Steve Mackey, Spectra Logic

can’t go on the shirt tails of vendors – 
they have to add real value. It is the 
smaller companies with long-term 
customer relationships that build the 
value and the positive view.”

With the channel changing to 
become more innovative and to carry 
a broader range of vendor solutions, 
it does raise a question over the abil-
ity of the channel to provide that sort 
of consultative solution sale.

Conidaris: “The issue I see is that 
the IT people say ‘we have an IT 
budget, but 60% of that is going to 
maintaining the existing infrastruc-
ture’, and that is the problem they are 
trying to sort out because with that 
much of the budget allocated how 
can they be innovative? And that’s 
why the resellers we are talking about 
are going to take the market by storm 
because they try to be effective.”

Ann Karolin Thueland: “Many of 
these organisations have a lack of 
skills and have been selling tin for a 
long time – this requires a completely 
different mind shift. Also, the selling 
cycle is different. Some are going 
through that shift, others say they 
want to change but don’t have the 
time or the energy to make that shift.”

The end of tape?
One of the themes of the market in 
the past couple of decades has been 
the idea that tape is dying out. With 
a lot of talk about innovation, is that 
customer shift starting to happen? 
TechTarget research indicates that 
spending on tape remains fairly 
static, which suggests the market is 
not really in a major transition to an 
alternative technology.

McLaughlin:  “We went through a 
period talking about tape and disk 
and talking about the components, 
then we went through a period talk-
ing about the fact that customers 
don’t buy storage they buy solutions, 
then all of a sudden the market seems 
obsessed with the low-level market 
talking about tape and disk and flash. 
Ultimately, it doesn’t really matter – 
it’s about the most appropriate tool. 
The smart resellers have realised that 
and have a kit bag with flash arrays, 
hybrid arrays and disk arrays. They 
look at the project and recommend 
the correct bit.”

Steve Mackey: “There have been 
headlines for many years now about 

tape being ‘dead’. It is true that in 
backup the use of tape has been 
declining. Conversely there is a grow-
ing market for storage of very large  
data sets that are not frequently 
accessed, but organisations want to 
keep data for ever longer periods, 
maybe forever. For long-term, cost-
effective data retention or large data 
sets, tape still has no real rival.

“We have even seen some custom-
ers who tried to go tapeless then 
come back to tape. They had put in 
deduplication and had an expecta-
tion of how it would work out in 
terms of cost. A retention period of 
around 30 days on dedupe was found 
to be economic. It was when they 
wanted to stretch it out to 60 to 90 
days that the model started to break 
down. There is no cost-effective sub-
stitute for tape in the long-term reten-
tion of big data.”

Conidaris: “Corporates are doing 
a lot of different things, and one I 
was talking to was doing a lot of 
training through video, which 
needed to be backed up. It was using 
special tools to make sure changes 
could be traced and they have gone 
back to tape because they can’t use 
that technology. We have to get 
resellers to look at the data custom-
ers have and then give them a suite 
of technology options.”

Mackey: “Tape is cost effective; the 
strong roadmap for drives and media 
is giving users ever-increasing storage 
densities and lower cost per terabyte. 
The average lifespan for a tape library 
is also at least three times that of disk 
as the base hardware can go through 
multiple technology refreshes. This 
means return on investment is even 
further enhanced.”

Conidaris: “The channel has 
adopted disk-based backup. For 
every call we have for tape, we get 
three for disk backup. But months 
down the line they come and say it’s 
not working for them and they turn 
to tape. It is not just a case of disk or 
tape – all data is different and 

requires a combination of solutions 
to solve the problem.”

Van Achterberg: “We see some of 
the channel developing a cloud as an 
alternative to tape because they know 
that the hardware they sold might not 
be ideal for them to store backups for 
their customers.”

The cloud option
Interest in the cloud is growing, but 
the figures from TechTarget indicate 
that customers are maintaining a cau-
tionary approach to putting data in the 
cloud. That raises the question about 
whether it is really possible to sell a 
cloud storage solution right now.

Jon Brooks: “Code42 with Crash-
Plan is an enterprise SaaS [software 
as a service] and cloud-centric busi-
ness and we’re seeing a lot of interest 
in the storage business from a backup 
perspective as its mandatory to pro-
tect data, but complex and hard. Peo-
ple just want it to go away. This is 
what we do.” 

Adam Dagnell: “Cloud means dif-
ferent things to different people. We 
offer online backup and private 
cloud, which is an instance of our 
cloud running on-site. The level of 
involvement you get from us 
depends on the deployment. Backup 
is a sticky application. There is an 
appetite to move away from tape, but 
the reality is that tape is still the most 
cost-effective medium out there. Off-
siting data offers great benefits that 
you just can’t do with tape. Cloud 
offers an alternative, and a lot of 
organisations are driving to do some-
thing with the cloud, whether that’s 
primary storage running in the cloud 
or their infrastructure running in the 
cloud or their secondary storage run-
ning in the cloud.”

Nigel Houghton: “What about pri-
vate storage and the cloud? We are 
constantly asked by customers how 
much storage they have in the cloud, 
so we are seeing a huge swing to 
people taking a hybrid approach, 
with data on-premise and in the 
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cloud. At the moment it’s mainly at 
the testing and development stage, 
but we are seeing people wanting to 
push more out there. What they are 
trying to do internally is streamline 
and find out how they compare to 
external providers with the delivery 
of the application.”

Thueland: “You have asked if peo-
ple are comfortable putting their data 
in the cloud, but there is production 
data and copies of production data, 
and the latter is what we would move 
to the cloud. So the customer has full 
control of the production data and 
we take care of the copies.”

Jason Wildt: “I don’t think custom-
ers have slowed their spend [while 
they try to work out how much stor-
age they need], but they have tried to 
hold their breath for a while and they 
have a certain amount of buffer on-
site and they haven’t done too much 
to stop disk building up on-site. At a 
certain point they have to buy more 
capacity and there is still the high 
value at the top end where they are 
spending more money per gigabyte 
because the benefits are down at the 
software layer. You will see a shift in 
investment where cheaper disk gets 
bigger and bigger, but they are going 
to move that high-end disk more 
towards flash. Things will happen 
around that second copy of produc-
tion data, and how we handle that is 
going to change as we go forward.”

Conidaris: “For the reseller, one of 
the challenges with cloud is working 
out where they add their own value.”

David Thompson: “Half the resell-
ers have their own cloud and the 
other half don’t want to sell it 
because they are scared of losing it.”

Brooks: “It is focused on file and 
human-created data and the accelera-
tion of this is massive. It’s an issue 
that is not going away, particularly in 
the enterprise. It is not just a backup 
challenge either, it’s more about pro-
ductivity, compliance, e-discovery 
and migrations before you move to 
new devices. This is where resellers 
can really help to spread the word.

Thueland: “We are finding that the 
service providers offering backup 
often struggle to be profitable because 
of the current hugely complex set-up 
of these tools. They lose profitability 

so they are not promoting it enough 
or growing it enough.”

Van Achterberg: “Imagine being a 
reseller wanting to build a cloud. It is 
massively complex with an old stack 
and building a new stack and you 
just don’t get the scales of economy.”

Martin: “Optimise your cloud 
backup strategy and you need to 
make sure you know what looks good 
before you make a decision.”

Thompson: “It is not just the ele-
ments of cloud but the prospects of it 
playing out in primary storage, gen-
eral storage or backup. It is going to 
be interesting.”

A helping hand
Are vendors aware of the impact 
that the changing landscape, both 
technology-wise and in terms of sales 
approaches, is having on their part-
ners and just what sort of support is 
being offered?

Conidaris: “The biggest value that 
any vendor can offer its reseller base 
is training. The vendors need to take 
that responsibility on board and react 
to changes and retrain and help 
resellers learn new ways. It is a con-
tinual training exercise that has to 
happen. The resellers that will be 
successful are the ones that invest in 
the training.”

Thueland: “I think it’s always been 
like that, but more so now than before.”

Conidaris: “All the people who 
were on the storage side are now on 
the virtualisation side, which is inter-
esting because they are virtualising 
their servers at the moment and not 
their storage.”

Van Achterberg: “At a time when 
this was meant to make things easier 
it has become more complicated. 
Especially in cloud. Who is going to 
look after the customer’s applications 
and who will back up each applica-
tion and who will keep it running 
and who will monitor it?”

Conidaris: “Who takes ownership 
of the risk is the real issue.”

Thueland: “There is a huge poten-
tial for resellers to educate the market 
on the current debate and innova-
tions as a replacement to legacy sys-
tems as companies downscale their 
footprints and architecture to save 
money and make their storage much 
less complex.”

Brooks: “We are working out what 
the channel means for us and what 
sort of partner we want to work with. 
We are focused on endpoint devices 
and there is a lot of corporate data and 
IP sat out there today which is ever 
increasing. The more mobile and 
remote we become, the bigger the 
problem of data access and risk of data 
loss. Putting the emphasis on the user 
to back up and protect corporate data 
really doesn’t work. Businesses need 

to take control and understand what 
data is stored where in the mobile 
world, this is the unknown and where 
CrashPlan works.”

Paul Chandler: “It highlights the 
instability in the IT market at the 
moment because no one really knows 
what is best, whether it be tape, disk, 
flash or wherever we are going next. 
The users are sitting on the fence 
waiting to be told where to go next, 
and if that’s the case then where do 
we train the channel partners and 
what do we train them in? Which bit 
is the best bit to go for? We need the 
best thing for the user.”

Joseph Lynn: “How does this par-
ticular media work with your objec-
tives, be it tape, disk or SSDs? In our 
opinion it is about more than the 
media. Take a look at the data and the 
application and then apply the media 
to what is required. That’s why we 
take a data-centric approach because 
the data should be defining the stor-
age infrastructure.”

Wildt: “Many of us come from 
smaller vendors in the market that 
are trying to be disruptive and change 
things, and customers do seem more 
willing to not go with the big guys 
any more. There has also been an 
evolution in channel partners going 
to a consultative sale that is enabling 
that. Flash having all of that hype and 
so many vendors in that space helped 
establish that there is a new thing out 
there. Larger vendors are slow to fol-
low and customers had no choice but 
to go to the smaller vendors and they 
found it worked. We will see some 
fragmentation over the next three to 
five years, then we will see consoli-
dation on the way.”

Van Achterberg: “The channel part-
ners who get it and are not just jump-
ing on the bandwagon are starting to 
see the value and are doing things 
smart as opposed to getting customers 
to throw more media at it.”

Cumberworth: “Our background 
has always been desktop, but we are 
getting a more software-defined stor-
age play and to work with some of 

the established resellers and educate 
them and tell them that selling on 
the basis of what the user has asked 
for is coming to an end and there is a 
real drive towards innovation. How 
do we collectively harness this 
energy and new wave? In our world 
it’s software-defined storage, so how 
do we take this message out there? 
From a user perspective there is 
more understanding about how this 
works, and we need to make sure 
that our channel partners are edu-
cated and have training.”

Mackey: “The vast amount of 
growth we see is around content. It is 
coming out of media and broadcast 
and research and the big internet 
companies. One thing the channel 
will be able to do in terms of trying to 
identify opportunities is to delve 
more into these vertical markets to 
try to understand where IT can be 
applied to solve problems. Quite 
often customers that have these rap-
idly growing, large datasets don’t 
know how to deal with it.”

McLaughlin: “There is confusion 
in the market about tools and solu-
tions, there are a lot of vendors in 
the market, and you have a lot of 
people trying to put square pegs  
into round holes. That is when  
you see things like tape versus  
disk versus solid state. The time is 
coming back for the channel to add 
value and they have a chance to be 
consultative. It really is a good time 
for the resellers that come back sell-
ing solutions. They have to be more 
consultative as it is a different way 
of selling. 

Conidaris: “The market is chang-
ing and there are more opportunities 
for resellers. Corporates are saying 
that they just can’t keep paying the 
same money for the same thing and 
they have to find efficiencies – and 
that is the change.”

Nigel Edwards: “We very much 
believe it is a complementary storage 
business – people are going to buy 
their SSD, tape and disk and it will 
all coexist together.” ■

“People will buy 
SSD, tape and 
disk, and it will all 
coexist together” 
Nigel Edwards, HGST
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Transforming customer interaction
Resellers can help organisations improve customer engagement and capitalise on previous communications 
investments through the introduction of automated two-way communication, writes Peter Tanner

way companies disperse informa-
tion to stakeholders is efficient and 
timely. But what happens when a 
response is required? 

For example, when customers 
receive SMS alerts for forthcoming 
appointments – an approach 
increasingly adopted across the  
public and private sectors to suc-
cessfully reduce missed appoint-
ments – what happens when the 
customer reply indicates the 
appointment will be missed? Is that 
customer then obliged to contact the 
organisation via telephone or web-
site to create a new appointment? 
The organisation which will often 
have sent more than one SMS 
reminder, may not know what the 
next step is. Someone may have to 
manually go through the diary and 
contact other customers to fill the 
now vacant slot.

Once again, the model for provid-
ing information to stakeholders is 
excellent, but the impact on the 
stakeholder experience is less com-
pelling and the true potential of busi-
ness benefits are not being realised.

Two-way dialogue
This continued overemphasis on 
blasting information rather than 
structured, interactive communica-
tion can be seen with the current 
surge of investment in social media, 
from Twitter feeds to Facebook pages. 
But organisations need to ask, just 
how much value is the stakeholder 
and the business gaining from this 
one-sided approach?

It appears that in the rush to 
achieve better customer understand-
ing and drive internal efficiencies, 
many organisations have forgotten 
one of the most basic tenets of effec-
tive business: dialogue, not just 
communication. Without the ability 
to integrate and automate multiple 
communication routes into core 
ERP, support desk, HR and CRM 
applications, organisations risk 

undermining much of their existing 
investment in these applications.

With stakeholder-facing systems, 
organisations should consider not 
only the quality and timeliness of 
information being delivered, but also 
how to achieve effective two-way 
communication and embed that com-
munication within the entire engage-
ment process. Critically, each stake-
holder’s actions should automatically 
trigger the next level of workflow rel-
ative to his or her response.

When the customer is replying to 
one of several appointment remind-
ers that he or she can no longer 
attend, for example, the key is to cor-
relate the response to the original 
request from the CRM system or 
appointment database. 

This means the response ties back 
to the specific customer, keeping 
continuity of process and creating 
the next job within the workflow – 
in this case, sending a set of 
alternative dates to that customer, 
vacating that appointment slot, and 
sending an SMS in turn to a number 
of other suitable candidates. The 
entire process is automatic for the 
organisation – reducing costs and 
releasing the pressure on call centres 
and helpdesks – but critically, is a 
seamless and positive experience for 
the customer.

Multi-threaded model
Key to achieving this process is the 
use of multi-threaded SMS, email and 
voice that matches inbound and out-
bound communications. Therefore, 
each outbound communication gener-
ated by the workflow within a system, 
such as CRM, will be automatically 
matched with the inbound response 
– irrespective of how many outbound 
communications have been generated 
to that individual.

As a result, rather than forcing the 
stakeholder to contact a call centre, 
go online or generate an email, the 
organisation can automate the next 
stage in the workflow, attain a 360° 
view of engagement and improve the 
process for the stakeholder.

Conclusion
There is no doubt that organisa-
tions have improved the way they 
understand and communicate with 
customers, enhanced the timeliness 

of supplier interaction and exploited 
mobile technologies to provide 
remote staff with fast access to criti-
cal information. 

But today, most companies are still 
struggling to reach out beyond the 
corporate environment: as soon as 
the supplier, customer or staff mem-
ber is required to respond, the only 
course of action is manual. If the end 
user is not empowered to respond, 
the entire experience becomes stac-
cato – and the business is still incur-
ring significant costs associated with 
manually handling these stakeholder 
interactions.

By addressing this communication 
challenge and bringing the stake-
holder response into the workflow, 
an organisation can completely 
change the engagement model. And 
by embedding matched inbound and 
outbound communication within 
core processes, organisations can 
truly exploit new levels of under-
standing and efficiency to not only 
reduce costs but critically achieve the 
quality of experience many, wrongly, 
perceive are already in place. ■

Peter Tanner is CEO at Boomerang

Tanner: “Organisations need to consider  
how to achieve effective two-way 
communication and embed that in  
the entire engagement process”

“Companies need a communications 
channel that provides a meaningful 
dialogue with stakeholders”

CUSTOMER SERVICE

Most companies believe 
they have transformed 
the way they interact 
with customers, sup-

pliers and mobile/remote staff in 
recent years. From Twitter feeds to 
SMS, email, instant messaging (IM) 
and voice, many organisations have 
embedded communication in core 
applications such as customer rela-
tionship management (CRM) and 
enterprise resource planning (ERP), 
to drive timely, relevant stakeholder 
engagement.

But look again. The vast majority 
of these developments may have ena-
bled organisations to get the message 
out, but have they really improved 
the stakeholder experience? And 
have they created a fully automated 
end-to-end process to reduce costs 
and improve efficiency?

In most cases, if any of these stake-
holders need or want to respond to the 
communication blast, the only option 
is to pick up the phone, go online or 
send an email. To move away from 
this outdated and ineffective model, 
companies need a communications 
channel that provides a meaningful 
dialogue with stakeholders. 

By solving this communications 
challenge firms can create an effec-
tive and efficient two-way dialogue 
using intelligent technology that 
exploits real-time communication to 
not only inform but also transform 
day-to-day stakeholder experience.

Information blast
There is no doubt that the ways in 
which organisations can interact 
with customers, suppliers, partners 
and remote staff has been completely 
overhauled over the past decade, 
from self-service web-based portals 
used to update HR records or make 
appointments, to mobile CRM sys-
tems that provide sales and market-
ing teams with the latest information 
irrespective of time or place and the 
mobile provision of work orders. The 
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HP EliteBook 820 
delivers sleek yet 
rugged portability

turing the MIL-STD 810G certification 
for business rugged reliability.

Other benefits include built-in  
4G connectivity and HP Sure Start, 
which protects against BIOS attack 
or corruption.

The ideal buyer for this portable is 
someone who travels a lot and wants 
to be sure that when they turn up for 
meetings and zip open the bag what 
they pull out attracts attention for the 
right reasons.

There are numerous options for 
storage, with SSD, a couple of USB 
slots and room for a hard disk, which 
means there is a degree of customisa-
tion open to the user.

On the model we were sent to have 
a look at there was also a backlit key-
board. This might sound like a gim-
mick, but for anyone who might need 
to use a laptop in a business confer-
ence situation it could be a real bonus.

The lasting impression you have 
of the laptop is that it is a well-
designed business product. HP 
clearly knew what its customers 
wanted and has delivered a light 
and sleek option that should make 
computing on the move a much 
more enjoyable experience. ■

BUSINESS LAPTOP VIRTUAL PC SOFTWARE

There was a time not too long 
ago when a laptop would 
have been mobile largely 
in name but not in prac-

tice, with weight an issue and user 
functionality not always top of the 
designer’s agenda.

But the situation has changed, and 
there are two things to thank for that: 
the growth in tablets, and improve-
ments in operating systems. It might 
seem odd to highlight the growth in 
the popularity of tablets as a positive 
for laptops – it is cannibalising the 
market, after all – but it has provoked 
some serious rethinking about weight 
and portability, making the latest hard-
ware much more comfortable to use.

On the operating system front, the 
arrival of Windows 8 established the 
idea that eventually all things will be 
touchscreen-based, so even those 
laptops not using touch technology 
have to make a nod to it and provide 
a better user experience.

Seeing those design improvements 
in action is not too difficult and sim-
ply involves taking a closer look at 
the latest products on the market.  
At this point, the gaze fixes on the 
Hewlett-Packard EliteBook 820.

In a nutshell, the light and sleek-
looking portable offers a 12.5in screen, 
up to 33 hours of battery life and is 
designed to be used on the move, fea-
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Get the best of both 
worlds with Parallels 
virtual PC software 

8.1, although the lack of touchscreen 
functionality means it will have a 
Windows 7 look.

System requirements mean a user 
has to have a Mac with OS X v.10.6.4 
or later; an Intel Core 2 Duo, Core i3, 
i5, i7 or Xeon processor; 4GB mem-
ory; and 15GB hard disk for each vir-
tual machine.

The vendor has also rolled out its 
Parallels Access iPad app that comes 
free for the first six months to sub-
scribers of its latest Desktop product 
to enable tablet users to try a mixed 
Mac and Windows environment.

In terms of user experience, any-
one who has ever used Parallels 
before will be instantly familiar with 
the way things work – the hopping 
between desktop environments and 
the setting up of virtual machines – 
but even for a first-timer the software 
is fairly straightforward.

Parallels has been doing this for 
years now and for Mac users look-
ing to have a dual platform it is 
hard to find a virtualisation soft-
ware that can match it for ease of 
use and performance. ■

There was once a world 
where you were either a 
Mac user or a PC person,  
and there was a divide 

between the two that meant it 
became very difficult to collaborate 
across two islands using different 
operating systems (OS).

But products emerged that could 
provide Mac users with the chance 
to install a virtual PC on their 
machines, giving them the ability to 
run Microsoft’s operating system 
and take advantage of all those 
applications that had previously 
been off-limits.

Parallels is now offering the ninth 
version of its desktop product and is 
still meeting the needs of users, par-
ticularly in a business setting, that 
wish to reach out from a single plat-
form and use a mix of applications.

As you would expect with a new 
version there are improvements. 
Performance is faster, with shut-
down 25% quicker than before and 
crucially 3D graphics and web 
browsing 15% speedier than the 
previous version.

Parallels has also made some 
changes to accommodate the latest 
OS moves by Apple, with support 
for Mavericks, as well as Windows 

Parallels Desktop 9: 
speedy 3D graphics  

and web browsing

Hewlett-Packard 
EliteBook 820: light 
and truly portable

› Click here for further details

› Click here for further details

http://www.microscope.co.uk
http://www8.hp.com/us/en/ads/elite-products/products.html#books
http://www.parallels.com/upgradepd9/
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“One way to get more performance is 
to complement spinning hard disks 
with solid state flash-based devices”  
Warren Reid, Dot Hill

READERS’ LETTERS

better IT systems performance. 
One way to get more performance 
out of storage infrastructure is to 
complement traditional spinning 
hard disks (HDD) with solid state 
flash-based devices (SSD), which 
can be introduced within server 
nodes to accelerate key applications. 
However, for most applications, 
the most cost-effective scenario is 
to add SSD drives to networked 
storage arrays within a storage area 
network (SAN).

The key to making data storage 
investments in SSD/flash-based 
technology go further is to advise 
customers on how they can tier their 
storage so they only invest in SSD 
where needed. A tiered approach 
can give an ideal solution with 
critical workloads residing on SSDs 
and less demanding applications on 
the HDD tiers. The challenge here 
is ensuring that all ‘hot’ data is on 
solid state storage at all times. With 

Santiago Alviar-Baquero, head of SMB and distribution for Northern Europe, Toshiba
2014 is shaping up to be a big year for resellers, who will need to prepare for 
the end of support for Windows XP on 8 April. Microsoft says the system is 
still used by 30% of the SME market, so there is huge potential to advise firms 
on upgrading their operating systems and hardware, provided they strike 
while the iron is hot. Expert consultation on app ecosystems, mobile device 
management and cloud solutions will be in high demand, as businesses seek 
guidance on moving to more lightweight, portable and powerful devices. 
Channel players need to ensure they can help firms through this process, and 
weigh up factors such as security, flexibility, cost and reliability, but those that 
put in the groundwork have a lot to gain from the opportunity presented.

End of XP provides opportunities
TH
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the dynamic workload, which is 
often presented by multiple virtual 
machines, this is no easy task. The 
allocation of data is far better left 
to real-time automated tiering, 
which can ensure the use of SSD is 
maximised for data sets that require 
the highest performance. 

While the temptation might be 
to recommend an all-flash storage 
system, prices are still prohibitive 
to most SMEs and it’s a far easier 
sell to adapt existing infrastructure 
than rip out and replace. Customers 
are looking for solutions providers 
with an integrated approach and the 
opportunities for repeat business are 
also much higher in this scenario 
as the reseller demonstrates true 
understanding of the customer’s 
IT environment. The days of box 
shifting are truly on their way out. ■
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There are still opportunities for 
the channel in upgrading storage
Chris James, EMEA marketing director,  
Virtual Instruments 
The channel plays an important 
part in helping businesses upgrade 
their storage infrastructure. Despite 
recent reports that storage hardware 
spending is falling, there are still 
plenty of opportunities for the 
channel. Many company managers 
out there are put off by the thought of 
disruption and costs to the business 
and, as a result, they have chosen not 
to update their IT infrastructure for 
many years.

There are several ways to 
encourage customers to abandon 
this staunch position and by far the 
most successful are the ones that 
offer reassurance and less perceived 
risk. This is why vendors offer “try 
and buy” schemes, so the customer 
can test the solution without it being 
a disruption to their business. The 
aim of course being that the customer 
is so impressed with the new 
solution that they don’t want to part 
with it at the end of the trial period. 
In fact, a high volume of sales are 
derived this way.

Another way of making inroads 
with customers is to offer solutions 
that are a better, more modern 
substitute than all-out replacement. 
A prime example is the Traffic 
Access Point (TAP), which is 
inserted into an IT system so the 
Fibre Channel protocol can be read 
offline without disruption to ongoing 
operations. The TAP is a substitute 
technology for the patch panel. Yet, 
although today it is industry best 
practice to use TAP Fibre Channel 
infrastructures, a mere 2% of new 
or migrating datacentres carry this 
simple, cheap technology that could 
avoid a slowdown or failure and 
the associated losses in revenue, 
time and brand value. Selling 
substitute technologies such as TAPs 
to enterprises can open doors to 
other new developments, leading to 
sales of higher ticket solutions and 
yielding higher margins.

The opportunities are there for the 
channel, and it might just be a one-
step-at-a-time approach that’s needed 
to deliver the results.

SMEs should consider upgrading 
tech, rather than replacing it
Warren Reid, marketing director EMEA, Dot Hill
The channel has a key role in 
helping SMEs find solutions that 
support business growth and at 
a price they can afford. The days 
of rip out and replace have been 
heavily hit by tightening budget 
strings and, more often than not, 
resellers are asked to look at how 
existing kit can be maximised 
and combined with a touch of 
new technology to deliver overall 
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me that and I have been fortunate to 
have had some good bosses.

What advice would you give to 
someone starting out today in IT?
Be clear on the market and the 
go-to-market strategy. What are 
the opportunities and what are the 
challenges? This is true of someone 
setting up in their own business or 
just starting out as an employee. Arm 
yourself with as much knowledge as 
possible regarding the market you’re 
getting into. Too many great ideas fail 
because the domain expertise isn’t 
there and there is no clear vision of what 
success looks like or how to get there. 

What do the next five years hold for 
the channel?
There is a huge opportunity for the 
channel. Platform as a service (PaaS) 
is enabling the development of niche 
and bespoke applications for business-
specific operations. 

These apps will be developed in a 
range of locations – cloud, on-premise 
or hybrid and the deployment will 
need to be just as varied. Increasingly, 
consumers of applications are looking 
to app stores,  SaaS vendors or for app 
platforms to solve day-to-day business 
problems.  This increased requirement 
for flexibility will provide the channel 
with a sizeable revenue stream 
opportunity.

Tell us something most people do 
not know about you
I am the chairman of Billingham Rugby 
Club. Okay, so those that do know me 
will know this – it’s all I talk about.

What goal do you have to achieve 
before you die, and why?
Apart from seeing my children achieve 
their goals, it would make me very 
happy to see a Billingham Rugby Club 
player in the England rugby team. 
We’re very close! 

What temptation can you not resist?
To speak when there is silence.

What was your first car and how 
does it compare with what you  
drive now?
My first car was an old van and today 
I drive a BMW. The van was good for 
carting around the rugby lads, but 
there’s really no comparison when it 
comes to comfort. 

If you could have taken part in one 
event in the Olympics, which would 
you choose and why?
From 2016, the Rio Olympics, rugby 
will be an Olympic sport. To me, rugby 
is the epitome of how a team should 
be, where working together is critical.  
There is nowhere to hide on a rugby 
field without getting found out (often 
in a painful manner) – business teams 
should be no different (without the 
getting hurt, of course). I often make 
rugby metaphors when speaking about 
business, and wouldn’t it be fantastic to 
play at the Rio Olympics. ■

FIVE-MINUTE INTERVIEW

Tell us what you do for a living
I’m responsible for Progress field 
operations and management and 
execution of the company’s goals and 
key objectives within EMEA.

What gets you up in the morning?
The fact that I’ve usually got a plane  
to catch.

Who helped you get to where you  
are today?
There’s no way I would have achieved 
what I have without the support of my 
wife and children – I know that’s corny, 
but it’s true nevertheless. The job can 
be demanding, requires a lot of travel 
and time away, but my family still puts 
up with me.

What is the best or worst business 
advice you have received and  
from whom?
The worst piece of advice was in 2000, 
when we were advised not to accept 
cash and shares for our company, but 
instead wait for an IPO. Anyone who 
was around in 2000 can imagine what 
happened next. 

The best advice is the simple and 
oft-told mantra to “follow your passion”. 
I think every good boss I’ve had has told 

Mark Armstrong
Progress
MicroScope puts its questions to Mark Armstrong, 
vice-president and managing director at Progress
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› Click here to read more  
five-minute interviews online

“There’s no way I 
would have 
achieved what I 
have without the 
support of my wife 
and children”

“It would make me very 
happy to see a Billingham 
Rugby Club player in the 
England rugby team. 
We’re very close!”
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