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the month in the channel
Flash storage specialist SolidFire has
released a new version of its operating system and called for partners to
rally to its banner. Its latest release
will, according to SolidFire sales and
marketing vice-president Jay Prassl,
help partners interested in flash
have more in-depth conversations
with their enterprise customers than
they might with its rivals, which he
claimed had failed to look beyond
the speed that flash arrays provide
and said this was not good enough
when it came to provisioning clouds.

Cisco launches cloud services
and intercloud at partner summit
On the opening day of its 2014
Partner Summit in Las Vegas, Cisco
launched cloud services and pledged
a $1bn investment over two years to
construct the world’s largest global
intercloud, or cloud network, with
partners at the heart of its plans. Architected with the internet of things
in mind, the intercloud will provide
a distributed network and security
architecture designed for high-value
app workloads, real-time analytics,
near infinite scalability and compliance with data sovereignty laws.

Kelway secures five-year,
£150m contract with Atos
Kelway has landed a five-year deal
worth £150m to provide desktop
infrastructure and datacentre hardware for Atos in the UK and Ireland,
putting the reseller in the position of
being the main source of infrastructure and services for the managed
services specialist.

Cisco kills off Silver Partner tier
in packed Las Vegas keynote
In the space of barely an hour, Cisco’s Bruce Klein and Edison Peres performed major surgery on the vendor’s partner programme during its Partner
Summit in Las Vegas. Designed to help partners respond to the growth of the
internet of everything, changes included the excision of the Silver Partner tier
for good, alterations to programme requirements and incentives, and the
launch of a whole new element to Cisco’s channel outreach in the shape of a
Solution Provider programme.
Setting out the coming changes, senior vice-president of worldwide
channels Edison Peres said: “We’ve been incentivising you to move along
the journey of adding managed services, cloud and hybrid IT. You’re making
those transitions, and managed services is one of the fastest growing, most
profitable areas for many. Many of you are cloud builders, many are becoming providers.
“The cycle continues into the internet of everything so we’re going to start
incentivising you to talk about business outcomes and software. We want to
give you applications to take to your customers, to truly help you catch the
market transition.”
The death of the Silver Partner level was perhaps the most eye-opening
change, and was made, according to Peres, in response to partner
requests. “Why retire silver? It’s based on your feedback,” he said. “You
say, ‘The value proposition and brand strength of Silver is not that strong…
we’re making investments but not getting a return, and the brand has no
value to end users’.”
Taking questions after the keynote, Peres told MicroScope he anticipated
60% of Silver Partners would make the transition to Gold over the next 24
months, and those that fell back were more likely to take up the Master
branding, as opposed to reverting to Premier status.
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SolidFire flash evangelists
missing the big picture

Capita buys Updata Infrastructure
Barely two weeks after it acquired
security and managed services player
Network Technology Solutions,
Capita bought network services
player Updata Infrastructure for
£80m on a cash-free, debt-free basis.
Surrey-based Updata specialises in
networking and connectivity services
in the public sector, and claims a vendor- and supplier-agnostic approach
enables it to offer higher value, bestof-breed services to its customers.
Daily channel news at MicroScope.co.uk

Gartner warned the significant number of users still relying on Windows
XP to move away from the operating
system as soon as possible to avoid
security risks now that Microsoft has
pulled support for the operating system. The analyst house was not alone
in sounding warnings.

Worries mount over vulnerability
of Windows XP-based ATMs
As Microsoft withdrew support for
Windows XP, Attachmate warned
the banking sector it could be particularly vulnerable as the operating
system (OS) is used in thousands
of ATMs. According to the firm’s
figures, 95% of bank ATMs will be
exposed to cyber attacks now Microsoft has turned off support. It quoted
research that indicated 200,000 cash
machines are running on the OS in
the US alone, and it would cost billions to update them.

Cisco pushes partners towards
enterprise mobility at summit
Cisco announced a number of enhancements to its mobility business
at its 2014 Partner Summit in Las
Vegas as it continues to push the
channel towards software, the internet of everything and the need to
address the line-of-business buyers
increasingly bypassing IT departments and CIOs. Cisco’s director of
marketing for the Enterprise Mobility Group, Prashanth Shenoy, said
mobility could increase deal sizes for
Cisco partners.

End of XP support boosts PC
sales, finds Context

Oracle prepares to give IBM and
SAP a run for their money
Oracle’s software and hardware operations have each shown growth,
giving CEO Larry Ellison the chance
to boast it is in a position to overtake
IBM in the high-end server market
and SAP in the cloud application
market. “SAP has not yet begun to
rewrite its ERP, HCM and CRM applications for the cloud. This gives us
the opportunity to become the leader
in cloud applications,” he said.

Gartner urges users to migrate
from Windows XP pronto

HP applies new style to partnering
Top brass at HP kicked off the vendor’s annual Global Partner Conference
(GPC) in Las Vegas with a keynote address to EMEA partners heralding a
number of enhancements to its PartnerOne channel programme, among them
support for software enthusiasts, hybrid cloud deployments and new sales
training options.
High on HP’s agenda this year is a concept it refers to as the “New Style of
IT” which, broadly speaking, is its way of referring to the transition towards
services and trends such as software-defined, mobile, big data and so on.
According to CEO Meg Whitman, this “requires a new style of partnering”.
Speaking to an audience of EMEA partners, HP EMEA managing director
and Enterprise Group senior vice-president Peter Ryan said: “In EMEA, the
new style is here, now. The reason we’re excited is because we’ve got the
most complete portfolio of any vendor in the marketplace if you want to make
money out of the new style of IT.”
IDC’s Matt Eastwood spoke about the importance of managing the
transition effectively, noting that too fast a switch to cloud services could kill a
channel business – starving it of sales as effectively as not switching would do
– but added: “You can have a nice run for the next five to six years as this
business model starts to mature.”

The demise of support for Windows
XP has had a positive impact on PC
sales as customers across Europe take
steps to ensure they are using an operating system that is supported. The
latest figures from Context, which
gets its data from European distributors, indicated that desktop PC sales
through the channel in January were
up by 13% year-on-year, with XP
replacement a major factor in the annual improvement.

Redcentric sales bulked up by
InTechnology acquisition
Redcentric, the managed services
provider formed in early 2013 after
an amicable split with Redstone,
has announced an end-of-financial
year trading update. The integration
of InTechnology, said Redcentric,
is going according to plan. It has already established a group operating
board across sales, operations and
finance, and accounting and billing
functions are set to be unified in the
next six months. ■
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Security opportunities Hardware-defined
yours for the taking security? Now that’s
what I call original

T

here is a rhythm to the channel that means
that when April arrives the mind tends to start
thinking about security. It is mainly because
of the Information Security show that takes
place in London at the end of the month, but this
year there are plenty of other issues that require the
attention of specialists from that side of the market.
With support for Windows XP winding down there
are opportunities for resellers with the skills to help
bridge the gap as businesses continue to rely on the
operating system (OS) as they work out their migration plans. This will open doors, presenting an opportunity to expand the conversation beyond the OS
to include other areas of the business.
And the government launched its Cyber Emergency Response Team (Cert) at the end of last month.
Cert is planning to work with industry to make sure
the defences are in place to protect the main utilities
and UK infrastructure from cyber attack. It forms one

With support for Windows XP winding
down there are opportunities for
resellers to help bridge the gap as
businesses plan their migration
of the main planks of the government’s £650m
spending on trying to put the country in a better position to fend off hackers.
Against that background it will be interesting to see
what themes come out of InfoSec this year.
The big trends in the industry – cloud, mobility and
big data – all touch on security, so you would expect
the emergence of products that appeal to users deploying technology in those areas.
With users accessing data on myriad devices and
wanting to do a great deal more with that information, there is a real challenge to protect identity and
access rights. Innovation should be seen on the mobility front, but questions are also being raised about
the management of big data. Security concerns are
still holding back some users from adopting the
cloud, so there is a clear need for solutions that can
reassure those who are worried about how their data
is being transferred and held.
April should be a busy month, and one that should
help crystallise the security industry themes for the
rest of 2014. Never has innovation and flexibility
been more needed than now. ■
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.
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D

o people in the IT industry
lack imagination? I’m only
asking. Why else would
everyone copy each other
so slavishly?
Whenever three technology companies share the same postcode, that
region has to rename itself Silicon
Something, even if, unlike Silicon
Valley, there are no hardware manufacturers in the region at all. There
are certainly none in London. So the
naming of Silicon Roundabout makes
no sense at all. Social Roundabout
would be more apt.
Another unwritten social commandment for IT executives seems to
be that you must have a goatee beard,
carry a coffee cup at all times and
start every sentence with an inappropriate adverb. And speak in a fake
American accent. “So, have you gotten any availability next Toosday?”
All creative work must be bundled contemptuously into one category – “content” – but there will be
hundreds of words used to lovingly
categorise all the various activities of
sales and marketing people. To me,
SEOs, digital platform managers and
customer relationship managers
should all be lumped into one category: barbarians.
Sofware-defined world
Similarly, every single aspect of technology now has to be described as
“software-defined”. Storage, computing, datacentres, telecoms, even security. This doesn’t make sense either.
Surely everything has always been
defined by software – what other way
is there of instructing a machine to
react to circumstances? What were
they defined by before? Astrology?
The difference between the
software-defined world and the old
world is meant to be one of software
versus firmware at a high level, says
Quocirca analyst Clive Longbottom.
But it’s pretty apparent that the end
result will generally be a hybrid, he
says: “There will be a good level of software abstraction where it makes sense,
but with a large dollop of hardwarebased intelligence, via the firmware in
the silicon, where it is needed.”
We are now in the age of softwaredefined everything, says Longbottom.
But we always were.

Even crime is software-defined
now. Throwing a brick through a jeweller’s window went out with the dinosaurs. It’s all e-crime now – and
the criminals are getting younger by
the day. Although curiously, as Guy
Bunker of Clearswift observed at a recent e-crime congress in London, the
e-security people seem to be getting
older. Cyber security is the only sector where the age gap seems to be getting bigger, he says.
As a result, the criminals are massively outmanoeuvring the police.
I’ve never knowingly met an e-criminal – it would be interesting to
know what accents are fashionable.
Hardware-defined security
Bridging the gap between old and
new criminal networks is where
Cloudview thinks it can make a difference. It claims to provide a link
between old world CCTV and new.
It achieves this by creating a bridge
that can take analogue pictures and
convert them into digital format that
can be viewed over the cloud. Since
the majority of the installed base of
CCTV is run on olde worlde analogue
systems, this would be a great trick, if
Cloudview can pull it off.
It means the existing recording
equipment can be left in place (installing cameras isn’t the forte of most

Every aspect
of technology
now has to be
described as
software-defined
IT resellers) but can be improved by
the addition of some digital boxes
(which is the IT reseller’s forte).
Cloudview encodes video and
needs no fixed internet protocols, virtual private networks or Cisco engineers. The improvement comes with
the addition of a box with some preinstalled firmware.
So, is this the world’s first hardwaredefined network? Now that would
be original! ■
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SAP finds the cloud a green challenge

T

here are a number of stories
circulating on the web concerning SAP’s energy and
emissions, principally the
fact that the company’s greenhouse
gas venting increased in 2013. But not
because SAP was being environmentally irresponsible. Far from it. The
vendor has reduced emissions by 9%
since 2008 despite increasing average
employee numbers by nearly 26%.
However, the company revealed in
its SAP Integrated Report 2013 that
emissions had increased last year to
545 kilotons CO2 from 485 kilotons,
when they were supposed to fall to
460 kilotons.
How had this happened? Had SAP
become less energy efficient overnight? According to the company, it
was less to do with what it did so
much as what its customers had
done. A change in SAP’s policy had
resulted in the company’s emissions
increasing while those of its customers decreased.
As SAP explained in the report:
“One root cause for this development
is our change in business model. As
our customers increasingly leverage
SAP software in the cloud, our lead-
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ership in this market means systems
that previously ran at our customers’
sites are increasingly running in SAP
datacentres. In other words, the emissions that used to be caused by our
customers running our software have
become SAP’s emissions. As a result,
our emissions, per employee and per
euro in revenue, increased in 2013.”
Given that SAP had not forecast an
increase in emissions, you have to
conclude that it did not foresee the
consequences for its environmental
policy of the shift to cloud. How
many other companies might find
themselves in a similar situation?
Reducing SAP’s footprint
SAP says it is taking steps to address
the situation, “powering all our datacentres and facilities with 100%
renewable electricity. This shift will

effectively eliminate the emissions
caused by our customers’ systems
that have moved to our green cloud”.
In addition, as more customers
move to the cloud, it should result in
a significant improvement in emissions caused by SAP products overall. As the company argues: “In 2013
alone, the emissions caused by SAP
products in use at more than 253,500
customers’ sites were at least 10
times larger than SAP’s own footprint, meaning they caused more
than 5,800 kilotons of CO2.
“By using 100% renewable energy, we will dramatically broaden
the reach of our sustainability efforts and align them with our cloud
strategy. We believe this move will
not only help the world run better,
but contribute to achieving our
2020 carbon target.”

“By using 100% renewable energy, we
will dramatically broaden the reach of
our sustainability efforts”

How many other companies would
struggle to do the same, were they to
find themselves in a similar situation? It is clear that SAP places a high
priority on energy and emissions –
but do other companies?
Industry attitudes
Are we to suppose hosted cloud
services providers fret as much over
their carbon emissions as SAP does?
Will they be taking steps to ensure
they can reduce overall emissions,
even as they take on more clients?
Is it something they even consider?
And should resellers – busy helping
customers migrate to cloud-based
computing environments – care what
their hosting partner companies do
about their emissions?
Or should they merely highlight
the fact that moving to a cloud model
reduces the client’s emissions while
omitting to mention that it increases
those for the cloud provider, a case of
“out of sight and out of mind”? After
all, you can’t see, touch or feel those
emissions. You can’t smell them either, so I wonder how long it would
take, if ever, before someone realises
that something stinks. ■
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Keeping up
with changing
IT security threats
Billy MacInnes asks if security resellers are keeping
pace with the rate of change in the threats
organisations find themselves facing

I

f you ask people in the IT
security industry to outline the
dominant challenges in the sector, some of the answers can be
expected (mobility, bring your own
device, wireless, encryption) and
some can be a little bit surprising.
Take advanced persistent threats
(APTs), for example, which appear to
have completely changed the dynamics of IT security.
As Graham Jones, joint UK country
manager for Exclusive Networks UK
puts it: “The biggest theme will be
the acceptance that prevention is not
working and there will be a move to
how to react quickly after a breach.
With the rise and rise of APTs, corporations have to accept it’s now when,
not if, a breach will happen.”
Jason Hart, vice-president for cloud
solutions at SafeNet, makes a similar
Daily channel news at MicroScope.co.uk

point, predicting a “shift in focus
from breach prevention to breach
protection”. With hacking attempts
almost a daily occurrence, it’s clear
that being breached is not a question
of “if” but “when”, he says: “So, we
will begin to see a move away from
the traditional strategy of focusing on
breach prevention and move towards
a ‘secure breach’ approach that encompasses, encryption, authentication and key management.”
Tony Shadrake, EMEA director at
Bit9, agrees, saying it’s not a question
of whether you will be attacked but
when. “The industry is starting to
recognise that CIOs/CISOs need to
look at next-generation technologies
to adequately protect endpoints
against advanced malware, as traditional security solutions such as antivirus are no longer sufficient and

don’t provide an effective defence
against APTs,” he says.
That’s not to say the old threats
have gone away, far from it, but as Ian
Kilpatrick, chairman at Wick Hill
Group says, more recent threats such
as APTs will be more of an issue.
“Staggeringly, the average time to
threat detection for APTs is 230
days!,” he reveals. “Sales of solutions
which address APTs will grow, and
existing solutions will include APT
protection,” he says.
Alex Raistrick, regional vicepresident for Western Europe at Palo
Alto Networks, goes against the trend
slightly when he argues that breach
detection times will decrease in 2014.
“Enterprise security has undergone a
massive transformation since the
introduction of the next-generation
firewall (NGFW),” he claims.

“Newer, advanced security services are enabling enterprises to gain
new advantages in detecting unknown threats and gather that information into a threat intelligence
cloud that’s developing an impressively high IQ. In other words, the vision is working. The net result will
be a measurable reduction in the time
it takes to detect a breach.”
Mobility, bring your own device
(BYOD) and the cloud are frequently
cited as significant factors for security this year. “Mobile working will
continue to create further security
challenges for organisations, and
the channel must ensure they are
supporting customers to implement
security across a comprehensive
range of endpoints,” says Jay Epton,
director, new routes UK & Ireland,
Symantec.
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Adam Davison, director at Cloud
Distribution agrees, saying the evolving trends of mobility, cloud computing and collaboration will continue
to dominate in 2014 and this will
pave the way for new malware attacks. “Malware is everywhere and
smartphones, tablets and other mobile devices have only increased the
attack surface,” he says.
Nigel Hawthorn, director of EMEA
marketing at MobileIron, believes that,
as mobility becomes the preferred IT
platform for users, enterprise applications and content delivery this year, it
will open up an opportunity for channel partners. “To ensure the smooth
transition to mobility, many organisations will need guidance to implement the correct mobile solutions to
enable employees to access data securely on their devices, while protecting the corporate data and the user experience. The answer for many
organisations will be to turn to the
channel for assistance,” he says.
Jes Breslaw, director of cloud solutions at Accellion, says mobility and
cloud computing will have a significant effect on security. “2014 is the
year that the network perimeter becomes a thing of the past, with more
services and apps being hosted in the
cloud, or on mobile devices,” he
claims. “Security has moved from the
network to the device and in 2014 it
will be around the content.”
Matt Tomlinson, sales director at
SecureData, predicts “a seismic shift
in security expenditure from product
to service”. He argues most businesses already have enough technology
deployed: “The problem is they don’t
properly understand what it’s telling
them or how to configure it correctly,” he says.
It’s a view that chimes with an observation by Check Point UK managing director Keith Bird, who expects
many user organisations to consolidate their security estates, not only to
save costs but to get better protection
that’s easier to manage.
Over the years, many companies
have grown and extended their security estates in a piecemeal fashion,
with products from multiple vendors
deployed to address specific threats
as those issues have emerged, he
says. “But the upshot of this is organisations are left with a mix of different products, management solutions
and licensing schemes that is more
expensive than it could be. It’s also a
headache to manage,” he says.
Channel unprepared
But if these developments create
new dynamics in IT security, is the
channel ready, willing and able
to meet them? Tomlinson doesn’t
think so. “Definitely not,” is his
Daily channel news at MicroScope.co.uk

emphatic reply. “The fact is most resellers are still only geared up to sell
technology. Whether it’s a lack of
manpower, purchasing power or the
service models to offer security in
this fashion, most are just not there
yet,” he says.
“The channel is still obsessed with
selling the latest and greatest widget
because that’s all it can offer. This
doesn’t improve security it just creates an artificial sense of integrity.”
He also believes that vendors and
distributors need to create more MSP
and utility models for the channel to
access: “Vendors are too obsessed
with hitting a number this quarter and
worrying about the future tomorrow.”
Tomlinson argues the market
wants more flexible ways of purchasing technology, creating more predictable budget cycles, insulating refresh cycles and, crucially, freeing up
budget to purchase security intelligence services. “The net effect will be
stickier customers who are bought in
for 10 year cycles as opposed to 12
month subscriptions,” he says.
Shardrake at Bit9 observes that
some partners are ready, but most
still rely on and resell traditional security tools at the endpoint that are
ineffective against modern malware.
“They must look to broaden their
portfolio and bring on board nextgeneration technologies, if they want
to play in this space and take advantage of this huge market opportunity,” he says.
Darryl Brick, UK & Ireland director
for partners at Juniper Networks,
agrees that most of the channel is not
ready yet. “But those who have focused and specialised early are already delivering, and have a window
of opportunity. Juniper has a specific
security element in the Juniper Partner Advantage program and partners
we have worked with and developed
are ready and already providing effective, pervasive security solutions
to our customers,” he says.
Jones at Exclusive Networks says:
“Partners can be ready if they have
the right solutions and help from
both vendors and distributors like
ourselves. As we all know, the IT security space is one that changes at a
rapid rate, so staying on top of the
changes and requirements of enterprises is key to success.”
He adds that VARs need to focus
on the changing face of security and
concentrate on solution selling rather
than feature/point selling.
Quinton Watts, marketing and
sales at ESET UK, is uncertain
whether the channel really is fully
prepared. “Much of the channel is always eager to sell newer technologies
to increase revenues and create an increasingly sticky service, though

whether they are truly ready to sell
and provide full support is quite a
subjective issue,” he says.
Andy Travers, EMEA vice-president at Fortinet, is ambivalent when
asked about the channel’s readiness
to sell and support the security technologies that will provide the best
opportunities in 2014. “The channel
has got a lot of security solutions at
its fingertips, from vendors like Fortinet, that provide customers with the
security they need to fight most
threats. However, there will always
be room for improvement in this rapidly changing environment,” he says.
William Fletcher, channel manager
for Webroot Northern Europe, argues
that the channel is in a “transformative phase”, with VARs shifting to a
higher margin model based on supplying security solutions in a managed services model.
Many have been boost their revenues by wrapping Webroot’s solutions up as a service, and providing
a managed service to customers, he
says. “But to remain competitive,
the channel must continually review
the market for best-of-breed security
solutions. It’s an incredibly fastchanging space, and those that rely
on renewals of old-fashioned, ineffective security solutions will struggle,” he says.
Kilpatrick at Wick Hill believes
there are very many channel partners
who have the knowledge and the
skills to provide existing solutions.
“Skills training, together with sales
and technical support from VADs
such as ourselves and our suppliers,
not only assists existing partners with
existing solutions, but also educates
and supports partners with new solutions,” he says.
SME opportunity
Which puts them in a good position because, although enterprise
and SME customers have different
needs and risk awareness, they are
both in a situation where the threats
are multiplying at a rate which is
difficult to keep up with, and where
budgets can’t keep up with the range
of threats, he says. “Both enterprises
and SMEs are increasingly depending on their trusted channel partners
for advice and solutions,” he says.
Epton at Symantec highlights the
opportunity presented by increasing
attacks on small businesses, accounting for 31% of all attacks in 2013. “As
these organisations do not typically
have dedicated IT personnel focusing
on information protection but are a
vital part of the supply chain, they
are often more susceptible to risks
than enterprises,” he claims.
“The channel can support them
not only in protecting their data, but

also in their ability to recover from
any incidences.”
Steve Pataky, vice-president of
worldwide channel and alliance at
FireEye, echoes Epton’s views. “Although smaller bushiness don’t think
they’re a natural target for hackers,
they often are used as the gateway
into larger enterprises in their supply
chain,” he reveals.
He expects the channel to focus
more on smaller commercial organisations because they do not have the
expertise to deal with these security
threats, making this an ideal business
opportunity for channels with the appropriate skills and expertise.
Davison at Cloud Distribution argues that the sheer scale of the cyber
security challenge represents a golden opportunity for the channel. Many
next-generation cloud-based security
solutions are from vendors new to
the market that lack market presence.
“This is where distributors and resellers have a role to play in creating
solid pipelines for these vendors and
gaining the specialist knowledge to
push sales through,” he says.
Kilpatrick advises resellers to select the areas, sectors and types of
customers they want to focus on.
“There is no point in trying to sell old
security technology that has been superseded by new threats, but at the
other end there is no point in trying
to sell leading-edge technology to
customers still trying to understand
and deal with the risk profile they
currently have,” he says.
Watts at ESET agrees that partners
need to fully understand the needs of
their customers so they can match solutions effectively: “This can be
made easier by specialising in either
specific product types or reducing
the number of vendors a channel
partner works with. This allows them
to become experts in the product
portfolio rather than trying to be all
things to all people.”
Kilpatrick warns that it is futile to
try to deal with all the threats at once.
“You will lose the attention of the
customer, who doesn’t have the
budget or time for that approach anyway. You need to focus on the most
important threats the customer is facing,” he says.
Rather contentiously, Kilpatrick refers to security as “a fast-moving market, characterised by complete and
total overhype, which rather than
providing clarity on security issues,
provides complete obfuscation”.
“The challenge is to identify which
solutions are the sound, working solutions that will support and protect
the customer, rather than getting distracted by shiny, well-marketed (but
in many cases ineffective) solutions,”
he adds. ■
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The benefits
and dangers
of social media
A solid social media strategy can bring clear benefits to
the business - but resellers must take care in how they
implement policies, writes Amro Gebreel

A

s recently as only a couple
of years ago, the business
use of social media was
seen as optional – perhaps
one for the younger members of the
team, or even something better left at
home rather than in the workplace.
Most people in the channel understood the potential of LinkedIn, not
least because they liked the idea of
finding another job through the social
media platform. But Twitter, Facebook and the like were not viewed as
that valuable a use of time.
That started to change as businesses started to find ways of using social
media to reach customers. It was seen
initially as a marketing tool that
could be supplemented by a little interaction with services queries to reduce time wasted on the phone some
way down the line.
Now social media is seen as a
norm in the channel and a tool commonly used to promote activities to
numerous resellers and customers.
Daily channel news at MicroScope.co.uk

“Social media is a great way to generate awareness, build credibility, impart information and, just as importantly, to keep an eye on hot topics in
the channel. Following top VARs,
distributors and vendors can help
channel partners get ahead of the
game in technology, solution requirements and end-user customer business objectives,” says Linda Patterson, marketing director UK at Avnet
Technology Solutions.
“The trend of the moment is ‘content marketing’ which includes
building relationships with potential
customers through education. Social
media adds an extra dimension to the
distribution of content. It can help
reach a wider audience, more frequently and in real time. The ability
to disseminate messages and information via different communication
channels and attract visitors to your
website or encourage them to pick-up
the phone is the goal.”
Her enthusiasm for social media is

shared elsewhere in the channel,
with vendors also using it as a tool to
contact partners.
“With so many people now using
social media – whether it’s Twitter,
Facebook, LinkedIn, Vine or any
other – it would be a wasted opportunity not to engage with customers
and/or channel partners in this way.
We started extensively using Twitter
at the beginning of 2013, with the
launch of our #PerfectPartners
hashtag. Since then we have seen a
huge increase in followers and engagement,” says Pete Rawden, senior sales director, partners and pathways, NetApp.
“It’s not just about sales, it’s about
getting people involved with what
your company does. Sure, you can
push events or products via social
media, which can be useful, but social media also offers the opportunity
to engage with your colleagues, partners and customers on a more personal level.

“Our hashtag was created to promote the great work that our partners do, and show them we appreciate working with them. We run
competitions, we encourage others
to follow them, we re-tweet their
news and key company milestones.
For us, social media is about engaging with the whole vendor-channelcustomer ecosystem.”
With personality such an important feature of doing business in the
channel there are benefits in getting a
company onto social media because
of the opportunity it provides to promote the culture of the organisation.
Research and relationships
Richard Eglon, marketing director at
Comms-care, says social media is fast
becoming a big influence in business
communications by showcasing the
voice of a firm and its employees.
“Social media use has increased
from being a consumer brand communication tool to being widely used
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tools to engage directly with stakeholders. Having the right people
skills to manage the social conversation – as well as having knowledgeable specialists available to respond
quickly to customers, are some of the
key requirements of a successful social strategy,” says Gibbs.
“Organisations need to be agile, approachable and able to react fast with
social media. The challenge is that it
takes time and some level of skills
and resources to put it in to play in a
regular and consistent way. The conversation needs to deliver real value
– whether through educating, informing or creating an opportunity for dialogue and engagement.”
How to get it right – and wrong
But social media is not without its
challenges. David Quaid, director of
inbound marketing at KEMP Technologies, highlights the dangers of
bad marketing. “Most companies
have failed to grasp social media
and, instead of relearning how they
engage, they blame the platform. If a
sales or support call doesn’t go well,
we don’t blame the telephone networks – so it seems silly to blame a
social media platform,” he says.
“As companies started to write off
social media, many have also seen
their competitors steal ground. Businesses that have found social media
easiest are those that understand a
community and their value proposition best. Too many in the channel
are looking for direct sales and lead
generation – and they primarily rely
on some kind of free advertising to do
this. The biggest lesson to learn is
how to become interesting. But the
hardest lessons to learn are still coming – how to find your best audience
that still has a business value and

Finding the right social media voice
To ensure your social media interactions are worthwhile, businesses should
start off with a social media strategy outlining the tone of voice to be used
across all social media platforms, recommends Richard Eglon, marketing
director at Comms-care.
“Organisations need to think about what their customers will want to read
about: would they prefer to see opinions on emerging technologies or what
their director had for lunch yesterday?” says Eglon. After implementing a
social media policy at the beginning of 2013, Comms-care saw a direct
increase in traffic from social media to its website and blog and greater
numbers of followers and interactions on Twitter and LinkedIn.
“Over the past 12 months, website referrals from LinkedIn and Twitter have
increased 88% and 114% respectively, whilst the number of visitors to their
blog from social media has grown by over 340%. By identifying the right
social media techniques for a business firms can start to see positive effects
on how their brand is perceived within the channel,” he says.
“It’s all about communicating the relevant messages to the relevant people.
In the same way an email is sent to an individual, keep communications
personalised to recipients and relevant to the subject being discussed – social media is no different, except channel firms can reach and influence a
much wider audience.”

how to measure the return on investment of paid advertising, especially
on platforms like Facebook.”
Avnet’s Patterson warns that the
use of social media must be part of a
structured marketing plan and not
just a bolt-on. It is easy to push out a
tweet and perhaps that is part of the
danger, she says.
“Social media needs to be part of
the marketing kit bag and integrated
into the marketing plan; it’s no longer
good enough to post the odd Tweet or
to have a static Facebook page. There
is no doubt social media makes a difference, but a more difficult question
to answer is by how much? There are
many measures used – such as the
number of followers an account has,
how many re-tweets or comments
different posts obtain – however,

tracking to qualified leads, appointments and closed business can be
more of a challenge,” says Patterson.
“To get a real feel for return on investment, the results should be
viewed in conjunction with the
whole campaign – hence the importance of integrating social media into
the overall marketing plan.”
Many in the channel use social
media, on individual and corporate
levels. But there remain distinct challenges in working out the best way to
exploit social networking platforms
and working out how effective they
are. Tools are emerging all the time to
make it easier to assess the impact of
social media on the business, and
these will continue to evolve. But
opting not to do it at all is to hand the
advantage to the competition. ■
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for B2B communication, especially
in the channel,” says Eglon.
“Social media can raise businesses’
brand awareness by increasing interaction with prospective customers,
delivering relevant traffic to your
website and showing your followers
how you are an influencer or trusted
advisor within specific technology
trends across the channel,” he adds.
Getting that voice right is becoming increasingly important as customers increasingly read suppliers’
social media output as part of their
wider research. There have been
high-profile gaffes that have put
brands in the headlines for the wrong
reasons but, equally, companies that
get it right have seen the benefits.
Julie Gibbs, marketing director at
Arrow ECS UK, points out that twothirds of buyers research business
solutions online before even picking
up the phone; and 84% of B2B marketers use social media in some
form. She says social media could be
a very powerful tool right across the
channel, not only to reinforce
brands, but also to build and maintain customer relationships.
“From what our partners and vendors are telling us, social media can
indeed make a difference. Twitter can
be used to communicate and respond
quickly, to engage with customers in
a way that suits their changing communication needs; while LinkedIn
updates can generate highly targeted
leads for vendors, when directing followers to a white paper or case study
video, for example,” says Gibbs.
One of the consequences of the
growing importance of social media
is that channel firms are investing to
make sure they strike the right note.
“Many of the larger vendors and
integrators invest in the expertise and
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L

ast August, Microsoft handed Phil Sorgen the responsibility for running its channel
operations worldwide. Just
a few months into that role, he sat
down with MicroScope to talk about
the cloud, transformation and the
need for reseller ambition.
Q: How are things going just a
few months in?
A: I have been in the role six months,
but have been at Microsoft over 18
years in various field sales and marketing roles in the company. Maybe more
important is why I went into this job.
At its core, I have had 18 years of
success at this company with and
through partners, really participating
with them and seeing the benefits
and the power of partnering. I’m a
deep believer, and right now Microsoft is in arguably one of our biggest
transformations because the industry
is in one of its biggest transformations, and so are the partners.
So what better time to come in and
be the channel chief at a company
that believes so deeply in the past in
our ecosystem, but equally believes
that our future is going to be dependent on a rich ecosystem.
The other belief I have is that in
this role, I have to work hard on balance on four pillars to be a great company to partner with.
The first is product. It is the $9.5bn
we spend in R&D every single year. If
we don’t continue to innovate and
continue to develop products that
customers want and partners can
build a business around, then the
other three pillars won’t matter because they will move to products
they can build their business around.
The second pillar is creating markets. It is not efficient for partners ,
and drives up their costs of doing
business, if they have to go in and educate a customer on who it is and
what it is. We have to go out into 152
countries and make sure there is
awareness of our product. As we
move towards the cloud, all of a sudden customers are saying: if I am
going to move my data into the cloud,
is that a trusted brand? So having a
company that customers trust and
has a globally trusted brand is really
important to partners.
The third pillar is enabling partners and this is a whole set of things
around skilling, training and sales
and technical marketing materials so
that they don’t have to build everything from scratch and making sure
they have access to resources that
make it more efficient to be a Microsoft partner.
The fourth pillar is that we know
in this industry that we are differentiated in the size of our field sales and
Daily channel news at MicroScope.co.uk

Transformation
and the cloud
Phil Sorgen, Microsoft's corporate vice-president,
worldwide partner group, talks to Simon Quicke

market organisation and the fact that
we organise them by subsidiaries.
This allows us to not only do business in the UK, but we can be more
tailored to the partners in this market
and tailored to the needs of the country. We need to use that as an important accelerant as we transition.
Q: Are you seeing more
partners wanting more
support and training as they
start to go through this
industry transformation?
A: We have always seen great consumption of our training materials,
but what is different now is they
are also looking for us to help them
understand the ‘what and the how’
around the business model transformation. It is not just the technical or
solution-orientated training that has

been provided in the past. What has
worked in the past might not work in
the future.
If we take the cloud, one of the biggest transformations going on right
now, of the successful cloud companies growing the fastest, what they
sell looks different from what it did
previously as they are doing more
managed services and more IP-related services and they are getting into
repeatable methodologies and repeatable IP. They are finding they can expand their footprint geographically
more readily than in the past, so customer acquisition in the cloud can be
faster. They are finding they can do
more shared services that they can
leverage across multiple customers.
So they have to make their business
look different to get the true accelerated growth out of the cloud.

Q: Are you seeing a different
type of partner emerge –
the ‘born in the cloud’
new entrants – and what is
your attitude to those sorts
of people?
A: That notion of partner types in
the past – I’m a reseller, an ISV [independent software vendor], a systems
integrator, a service provider – they
are blurring. More partners are participating in business models that
they can pursue to grow their business. The technology enhancements
and the cloud have enabled more
companies to participate in different
business models.
Our partner ecosystem is changing.
Born-in-the-cloud partners have set
up with their business just in the
cloud, but we have lots of good partners that were more traditional and
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have been reborn in the cloud because they have transformed their
business and are now participating in
a greater mix of their business in the
cloud. If you look at what we think
the market opportunity is for the
cloud, it is going to take both. It is not
just going to be on new partners that
enter the market, but also on the
growth and transformation of many
other partners that did business in
other ways in the past.
Q: Is this blurring having an
impact on the way you deal
with the channel and reinvent
how you talk to partners?
A: We recognise that we can’t channel our communications around the
different business models to a specific audience because that’s how they
are registered. Registrations are a legacy point of view and we are expanding our megaphone in how we talk to
the channel because we are finding
more interest from partners in areas
where they haven’t traditionally been
in business and they are asking for us
to communicate that to them.
Every decision point we go
through, we are saying you have to
look at the partner ecosystem more
broadly. You still have to tailor methods and you still need competencies
and capabilities and customers want
to know that when you get down to
the last stage of the process – the implementation – they have the knowhow and the capability. But there are
a lot of things around business communication and business model that
we have to broaden.
Q: Is the new CEO, Satya
Nadella, supportive of the
channel?
A: He has been with Microsoft for
a very long time and is pretty well
known to the channel and has been a
regular participant in our worldwide
partner conferences, including our
most recent one in July. He believes
strongly that we are in a cloud-first,
mobile-first world and to be successful in that, you have to create rich
customer experiences and you need
to have a broad partner ecosystem.
Q: Where would you say most
of your channel partners are
in the transformation
process? Are you pleased
with their progress?

A: On cloud, we are in the middle
of a transition. If you look at it as a
lifecycle, there are partners that have
a rich, healthy business in the cloud
and have matured their business
practices in a new model and they
are growing. There is still plenty of
room for growth there because not as
many partners have made it to that.
Then you have a middle group that
are beyond that first stage. They have
started to see that they can acquire
customers faster in the cloud, but
they haven’t built mature repeatable
methodologies and the repeatable
processes, but are in the process of
building those.
Then you have the third group,
which is quite a large group, that
have sold their first cloud opportunity and are now starting to build the
business plans to see how they move
further up that.
I look at our ecosystem straddling
those three places. Then there is still
a lot of the partner ecosystem that
hasn’t participated in the cloud.
Q: What is your message to
those partners that have
not yet done anything in
the cloud?
A: We take a strong point of view that
we think there is a big opportunity
and the fastest growth is happening
in this category and shame on us if
we don’t evangelise that position
strongly because the market data and
the success we are seeing in our sales
is telling us that.
It doesn’t mean that tomorrow they
will be out of business or we don’t
appreciate the sales they make. They
they serve an important need to our
customers. Every customer’s journey
to the cloud is different, but it’s rare
that they can flick a switch and go
from on-premise to cloud overnight.
So the capabilities and abilities of
these partners not participating are
still important and valuable, but we
think that, at some point, they are just
not participating in the fastest growth
segments. Getting them into that is
important to the health of our
partner ecosystem.
I think your traditional business
grows with your cloud business, but
if you are not aggressive about
change, then you are going to have a
hard time getting there. The notion of
hybrid is a reality, but if you are not
taking from the leadership of the

“If you are not aggressive about
change, then you are going to have a
hard time getting there”
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“Customers want to really farm the
data in their company to be an asset, to
be more agile, targeted and effective”
partner a point of view that we have
to aggressively get there, then you
will not move as far as you need to.
There are three things we have
seen in partners that have made the
transition to the cloud.
Firstly, they are acquiring customers faster and not necessarily going to
their existing customer base with
their first cloud sales.
Secondly, as they are acquiring
customers outside their traditional
customer base, they are able to pull
through additional business because
those customers need a transitional
path to the cloud.
Thirdly, they are finding that the
dream of system integrators has been
repeatable methodologies because
that is the key to high margins.
When you have a predictable back
end and an online service, they are
finding that they are able to use repeatable IP and methodologies in
ways beyond those that they were
able to use in the past. So the deal
margin is going up for them on cloud
opportunities.
The combination of these three
things is pretty powerful, but it requires the vision to say we really
have to change and have to move. It’s
different from just telling your sales
force that we are going to be hybrid.
You have to have a bold ambition.
Q: Are you encouraging
partners to get involved with
mobility as well as cloud to
take advantage of that growth
area?
A: There are actually four mega
trends that we are talking about: mobility, social, big data and cloud.
We are investing a lot of R&D and
programmes around those mega
trends and we think a lot of customers that are looking to grow their
businesses and differentiate themselves are using those types of capabilities, so there is a big opportunity
for partners.
In mobility, it spans a lot of different business models, from application development to systems management, and identity management
to building out business processes.
When you are trying to arm a mobile role, it takes the right knowledge
because everything they do is
through that application. Mobility
creates a huge opportunity beyond
just resale.

Q: What does big data mean
for the channel?
A: Nobody buys big data and nobody
really sells big data. What customers want is answers to questions and
they want to know where they can
get the best return on their marketing
investment, who is the most logical
customer based on propensity data.
They want to really farm the data
they have in their company to be an
asset, to be more agile, targeted and
effective in whatever their business
does. What partners have an opportunity to do is talk about the solution. If
they are talking about big data, they
have probably lost and we are probably talking to the wrong buyer as the
buyers are changing and the scenarios are changing.
We are seeing some partners making a decision to focus on a vertical,
to have a deep understanding of that
vertical and build capabilities and set
up the data in such a way that answers the type of questions those vertical customers are looking to solve.
Q: Will this year be a pivotal
year for partners making the
move to the cloud?
A: The speed of innovation in this
industry is not slowing down. I think
that every year, if a partner is not taking a big step towards their ambition
and where they think their future is,
they are falling behind even faster. It
is happening and we see triple-digit
growth in unique partners participating in the cloud.
Q: Are you optimistic that
the channel will get there
and be going strong in five
years’ time?
A: I am optimistic we can achieve our
ambition and realise the opportunity
and market based on how big those
opportunities are. We don’t just need
newly-born partners to do that.
I can’t tell you that every channel
partner is going to be successful in
this transformation, but I do know
that we are investing in, and have a
lot of confidence in, the resilience
and the capabilities of a large percentage of our partner ecosystem to
make that transition.
I took this job because I believe this
partner ecosystem is the key to our
success and we have to help this
partner ecosystem transform in order
to be successful. ■
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PROFESSIONAL SERVICES

Spreadsheets are just so 1990s
Lori Ellsworth explains how the channel can maximise service revenues through professional services automation

T

he channel has been through
a number of transformations
in recent years, with many
enterprises evolving from
high-volume, transactional business
models towards more service-led
operations and managed services.
By delivering more value-added
services, the channel can build recurring revenue streams with stronger
margins and competitive differentiation, as well as strengthening their
customer relationships. However,
this model depends on effective people and resource management.
Services delivery is highly
resource intensive and technology
companies can struggle with basic
things, such as managing a distributed consultant pool, accurate revenue
forecasting, and project profitability.
To ensure profitability and customer
satisfaction, the channel must be sure
its portfolio of projects is being managed effectively.
Without clear visibility of what
projects are running and where, exact
timelines, costs involved and personnel support in place, it is impossible
to ensure the right prices are being
charged and quality of service is
maintained. As a result, margins get
squeezed and reputations can suffer.
Managing your people
One of the biggest shifts within the
channel has been the move from
selling product to selling people. If
you get the management of critical
human resources right, effective
management of projects and portfolios will follow more naturally.
Professional services automation
(PSA) offers a more efficient way for
services organisations to manage
their human capital, including contractors. It allows service providers to
deploy the right person with the right
skills at the right time, while exposing areas for skillset improvement or
where you may need to hire.
Another set of stakeholders that
need to be considered are customers,
and PSA provides real-time visibility

Spreadsheets are no substitute for proper processes, says Lori Ellsworth
into the full customer lifecycle.
Through integration with customer
relationship management (CRM) systems, services software automation
can help manage customer interactions from first inquiry through to
end of life, going beyond manual processes that often leave information
gaps, running the risk of customers
slipping through the cracks.
By connecting to CRM processes,
professional services businesses can
forecast effectively, assign and track
resources from initial customer contact, facilitate ongoing support, assist
knowledge-sharing between teams,
going all the way through to capturing customer feedback.
Step away from spreadsheets
Like many other parts of the business, services teams have come to
rely heavily on the much-loved
spreadsheet. Spreadsheets are used
to inventory the services portfolio,
tracking financial project health,
managing resources, and so on.
But trying to collate data from farflung spreadsheets across a distributed services business to manage a
portfolio of projects is a thankless

Services automation software gives
organisations the ability to analyse,
track and forecast opportunity and risk
Daily channel news at MicroScope.co.uk

task. Spreadsheets bloat in size, leave
significant room for human error, and
frequently suffer from incorrect, inaccurate or out-of-date data. The chances of missed deadlines, scheduling
conflicts and spiralling costs are too
great for this to continue. As such,
having a multitude of spreadsheets in
place of proper processes is a business liability.
Automation removes a company’s
reliance on spreadsheets, improving
financial control by allowing visibility into project profitability at any
given stage, allowing time to react,
rather than a costly mistake being allowed to continue unseen.
It also sets basic metrics and KPIs
that quantify and measure business
processes, improving the overall efficiency and capability of operations,
and the accuracy of data. By drawing
data into a single, integrated company-wide tool rather than from a sea of
spreadsheets, planning and financial
reporting is greatly simplified.

processes, service providers can
achieve a scalable management structure that can easily be replicated to
support rapid growth and expansion
into new markets.
Services automation software also
gives organisations the ability to analyse, track and forecast opportunity
and risk to better manage the contribution the services team are making
to the overall growth and health of
the business.
Being able to track projects from
beginning to end, and repeatedly deliver a successful and financially viable outcome is the most certain way
to ensure that customer satisfaction
remains high. Crucially, it also gives
companies a winning formula to ensure future projects repeat success.
The measure of success
As the channel continues to tap into
value-added services as a competitor
differentiator and embrace services
as an engine for growth, they need to
think about implementing solutions
that deliver end-to-end visibility and
control. Accepting the status quo is a
risky option in today’s rapidly changing business and technology world,
and leaves success to chance.
PSA takes the guesswork out of
services delivery and supports the
business’ growth through robust and
proven processes that run to time and
budget. Proactive services businesses
that want to grow their revenue and
keep their customers happy should,
and are, moving to automation to differentiate themselves. Those that fail
to will find themselves left behind. ■
Lori Ellsworth (pictured) is president at
Changepoint

See the wood for the trees
There is no shortage of tools on offer
to help services organisations manage projects, timescales and costs.
However, too often, these tools tell
only part of the story. As a result, services teams end up with a disparate
set of tools that lack connectivity,
create silos of information and fail to
solve the larger problem of end-toend customer lifecycle management.
Through automation and the
standardisation of service-related
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HARDWARE

Monitor screen keeps in touch with
apps as cable solves power puzzle

A

touch-screen monitor that
allows the user to run
applications straight from
the screen will appeal both
to technological beginners and those
who are familiar with the cloud.
Meanwhile, a multi-purpose
power supply cable promises to be a
“life saver”, being compatible with a
wide variety of devices.
AOC screen
Touch is all the rage on phones, tablets and some laptops and it is now
spreading its reach to monitors, with
screens coming ready for users to
interact with their fingertips.
AOC is not only leading the way
with its touch functionality, but its
mySmart All-in-One monitor
includes all the computing power
needed to run applications straight
from the screen, removing the need
for a complicated PC setup.
This is a clever pitch because it is
not just aimed at people who are fearful of technology, which could narrow down the options to first-timers
and silver surfers, but it also has a
canny cloud story to tell.
With users becoming increasingly
comfortable with using the cloud to
store applications and data, the
mySmart display might just appeal to
those who no longer want to get

mySmart All-in-One monitor:
Tilts from 15° up to 57°
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entangled with cables and towers.
AOC is also expecting take-up from
verticals where interactive displays
are important, including hotels,
schools and airports.
The model we were sent to play
with was the 22in a2272Pw4t,
which is based on the Android operating system pulling on a 1.6GHz
quad-core Nvidia Tegra T33 with
2GB of DDR memory and 8GB of
flash memory.
The screen specifications are
solid, offering 1920x1080 at 60Hz
resolution, and the screen can almost
act as a tablet, with tilt options from
15-degrees up to 57-degrees.
The potential markets for this
screen, and its 24in sister, are
wide because of the on-board computing power, making it a good
option for the channel and something resellers could pitch to
numerous verticals.
This is the way a lot of the market
will start going when something with
decent screen quality is needed, and
AOC has delivered a robust and
attractive product with the mySmart
All-in-One.
›C
 lick for more details on
the mySmart All-in-one
monitor from AOC

Innergie 2 in 1 cable:
Compatible with 10,000 devices

Innergie cable
Anyone who works in an office or
lives in a home where there are different flavours of smartphones and
tablets will know the frustration of
finding yourself without a lead to
charge your device.
There are Android phones using
Micro USB and then there are Apple
devices that require the Lightning
charger. The incompatibility between
the two means you end up having to
plan ahead or hope that you can connect to the right cable once you reach
your destination.
The good news is that the industry
has reacted and started to design
products that solve this problem,
with the Innergie Charge and Sync 2
in 1 MagiCable Lightning Duo
covering both options.
Powered by a USB
connection, a 79cm
cable is topped
off by a Micro
USB that slides
into a housing
which then powers
the Lightning cable,
making this a very simple
solution to a very annoying
problem.
The Lightning connector is compatible with iPhone 5, iPad fourth

generation, the iPad mini and the
fifth generation of the iPod touch.
Because the cable has been
designed with both connector tips
always attached, there is no risk of
one being mislaid. The Mini USB is a
standard that is used by cameras,
phones and MP3 players, and
Innergie claims the product is compatible with 10,000 different devices.
The list of compatible products
also includes Android tablets and
smartphones, e-readers and Bluetooth
headsets, as well as Nexus and
Kindle tablets.
For a reseller, the attraction of this
cable is that it provides a solution to a
problem that is felt almost universally and is applicable as a consumer
and business issue.
It is also worth noting that Innergie
has been in the market since 2008
and operates globally, providing a
range of power supply products that
have some pedigree behind them.
On one level, this is just a power
supply cable, but on another it fits into
that category of products that might be
described as a “life saver”. ■
›C
 lick for more details on the
Innergie Charge and Sync
2 in 1 MagiCable Lightning Duo
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The term Internet of Things (IoT) is
quite ambiguous, but it has quickly
become a tangible technology that
will affect businesses globally. In
simple terms, the IoT includes any
technology that can be used to collect
information and manage systems.
It is generally seen as a collection
of single-purpose consumer devices
connected to the internet. This has
historically excluded smart devices
such as laptops, servers and mobile
phones. However, the emergence of
embeddable micro-computers, such
as the Edison from Intel, has opened
up the possibility of intelligence everywhere, where all devices are smart,
multi-purpose and self-aware – and
therefore require management.
When we founded CentraStage in
2006, we coined the strapline “Every
device counts”. Our thinking is that
unless you have visibility and control
of all of your devices – regardless
of location or network – then you
cannot be certain everything is as it
should be. IoT platforms are the convergence of remote management and
monitoring, endpoint management
and big data, and we are building the
systems to manage this ecosystem.
The effectiveness and performance
of the IoT will come down to the
reliable monitoring and management of the underlying devices and
systems. Ensuring they are working
correctly, and fixed or replaced if not,
will require scalable, secure, reliable
platforms to provide real-time performance monitoring of the myriad devices that will supply, and act on the
data produced by, IoT systems.
The real IoT is down at machine
level, where data is exchanged between connected devices and decisions are made automatically, based
on predetermined thresholds and
process logic. Now things become
more interesting and – to borrow a
phrase coined by Google – a little
creepier. Now your watch tells your
heating that you are on your way
home, so crank it up a few degrees,
and ask the fridge to check for milk.
In parts of London, motorists can
pay for metered parking with their
smartphones and get notifications

SMEs must prepare for disasters
John Michael, CEO, iStorage

With a large number of small and medium enterprises (SMEs) having been
affected by the recent flooding and treacherous weather, disaster recovery
will be a term that many will now, sadly, be very familiar with. However,
recovering from a disaster can be made easier and more rapid if a few
measures have been taken in advance.
When it comes to IT, it is important to think about not just the immediate
financial impact that the damage, theft or loss of equipment might have, but
also the long-term outcome on business productivity and reputation. It is,
after all, not the value of the equipment that matters most, because this can
be easily replaced, but the cost implication and future business revenue if
confidential data is lost.
To ensure data is protected, back it up on a secure, encrypted, external
hard-drive regularly and keep it outside the business premises. If you are a
one-man band, this could be at a trusted friend or relative’s house rather than
your own home. The same applies when using portable devices, such as
USB sticks. It is vital to ensure the device is secure and protected. If this is
done, the long-term impact of the theft or loss on the business might be
much less, whereas if you have all your client data and financial records
stored on one computer and this is lost, the impact could be critical.
If you make that little extra time and investment now to prepare for potential
disasters, it is guaranteed to pay off should the worst happen in the future.

when their time is about to expire.
Start-up 24eight is looking for a
partner to manufacture its wireless
diapers that will give parents “wet
diaper” alerts, and Dutch company
Sparked is embedding transmitters
in cows’ ears to monitor their health
and prevent the spread of disease.
All these systems rely on data to
automate their actions, and it is this
data that determines the decisions
they will make on our behalf. This

“Now your watch tells your heating
that you are on your way home, so
crank it up a few degrees”
Daily channel news at MicroScope.co.uk

data is either real-time, supplied by
sensors, or based on historical data
that must be stored and analysed.
This is the realm of big data and
the focus of many IoT services. Who
owns this data, who has access to it
and how long it can be stored will
be the subject of many debates as the
IoT evolves.
Should your health insurance
company monitor the contents of
your fridge in return for lower premiums, or how about your energy company monitoring your movements to
optimise your heating bill?
These moral dilemmas are fast approaching and if we are going to have
confidence in their compliance, we
must have confidence in the quality
of the data on which their decisions
will be based.
Gartner estimates there are cur-
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rently 1.4 billion computing platforms worldwide. Project this to grow
to 20 billion by 2020 with the advent
of the IoT. The challenge of keeping
that number of devices running is
not a technical one, but one of scale.
Overcoming the issues of scale is the
central tenet of the RMM (remote
monitoring and management) market’s core value proposition.
Our objective at CentraStage has
never been to match competitors feature by feature, but rather to solve the
challenge of delivering a core feature
set across device numbers where the
volumes ruled out our competitors.
We knew that, to compete in the
RMM market, we would have to provide a core feature set that matched
or exceeded customer requirements.
Our strategy was to build those
features into an elastic architecture
rather that to attempt to retro elasticity into our feature set. ■
› Send your letters and comments
to squicke@techtarget.com
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FIVE-MINUTE INTERVIEW

Nick East
Zynstra
MicroScope puts its questions
to Nick East, co-founder and
CEO of Zynstra

a challenge, but it forced us to be
highly creative and create something
out of nothing. It was an amazing and
humbling experience.
What goal do you have to achieve
before you die, and why?
It’s too early to think about death. I
prefer to work on this year’s goals –
personal and professional.
What is the best book you
have ever read?
It’s tricky to choose a single book, so it
would have to be a trade-off between
the darkly hilarious and brilliant
Catch-22, or Douglas Adams’s classic
Hitchhiker’s Guide trilogy in four parts
– I remember being addicted to the
radio series when I was growing up
and being able to recite long passages
with friends. This all sounds a bit geeky
doesn’t it?
What are your Desert Island MP3s?
That’s the joy of MP3s – I’d take
everything. If I was only allowed one
record, I’d take Miles Davis’s Kind of
Blue. I saw him play in Manchester some
years ago; he was breathtakingly cool.

Tell us what you do for a living?
I’m CEO of Zynstra, a software company
focused on hybrid cloud computing for
small to medium businesses (SMBs).
Zynstra helps make IT easy for SMBs
by providing them with the security and
performance of local IT combined with
the economics and ease of the cloud.
Why are you the right person
for this job?
I’m passionate about technology,
but with a clear focus on what value it
can bring. There is a lot of hype in the
software and technology business,
which can be confusing and offputting.
I’ve always seen software as a means
to an end, and I’d like to think that if you
spoke to the customers and partners
I’ve worked with in the past – from
the smallest business to the largest
enterprises – you’d hear that I’ve
brought concrete business value, not
hype. I’ve also had direct experience
working for smaller firms and startups,
which is the only way that you can get
real insight into the pressure points and
needs of SMBs.
What gets you up in the morning?
My two young daughters, who wake me
up at 6am, usually with questions I can’t
answer. As soon as I leave the door, I’m
fired up on two fronts: to be working
intensively with the Zynstra team –
who are, frankly, as superb a group
of energetic and talented individuals
as you could hope to work with; and
Daily channel news at MicroScope.co.uk

getting together with our partners and
customers to drive business.
Who helped you get to where
you are today?
I’m in the very fortunate position still to
be working with them. The team who
launched Zynstra are the same people
who I was privileged to work with in
my former role at Cramer. Together we
built Cramer into a successful company
developing systems for telecoms
providers, and it was subsequently
acquired by Amdocs in 2006. In spite
of everyone’s different backgrounds,
we’ve got one thing in common: our
single-minded focus on customers’
needs. The best places to work are those
organisations that have that clear focus.
What is the best business advice you
have received?
I’ve been given some great business
advice. The first was from our CTO at
Cramer, who told me that once you’ve
worked out how to do a job, pass it on to
someone else who can do it better and
move on to something more valuable.
He also always told me always to hire
people brighter and better than you. And
finally, while it might be a cliché, the most
important advice is that the customer
always comes first. I open every internal
meeting with a reminder that our existing
customers are always our first priority
above any other work. The problem with
clichés is that they’re usually true – but
all-to-easy to take for granted.

What advice would you give to
someone starting out today in IT?
Embrace change. The IT sector is
undergoing tectonic shifts right now,
throwing up all manner of challenges
and opportunities. Standing still and
accepting the status quo is a recipe for
irrelevance. Just look at resellers. Many
people were recently predicting the
death of the channel, but the opposite
is becoming true: as technology gets
more sophisticated, people have an
even greater need for local advice and
personal support to make the right
decisions. The reality for IT businesses
is that change is the only constant.
What does the next five years hold
for the channel?
A great deal of change. We’ll see a
further and quickening transition
from pure box-shifting towards a
subscription-oriented service model
where the channel delivers value and
expert advice. The channel must ensure
that it embraces this transition and help
businesses to align themselves to the
emerging subscription economy. I see
huge channel opportunity there.
Tell us something most people do
not know about you?
In 1990 I spent a year working as a
science teacher in Zimbabwe. We had
no running water, no electricity and,
obviously enough, no IT whatsoever.
The lack of teaching facilities and
especially science equipment was

What temptation can you not resist?
Food. Our family holidays are guided by
where we’ll eat each day.
What was your first car and how does
it compare with what you drive now?
I learned to drive in an Astra, but I’m
much happier on two wheels. It’s not
that I’m a cycling fanatic – though I did
cross the US by bike with a group of
friends some years ago – it’s just that I
find cars far less fun.
Who would you least like to be stuck
in a lift with?
I’ve always found that you can learn
something from most people you
meet. No matter who I was stuck with,
I’d hope we could find some common
ground or at least something to have a
good argument about to pass the time.
And finally, a grizzly bear and a
silverback gorilla are getting ready
for a no-holds-barred rumble. Who
is your money on and why?
One of my daughters recently adopted a
polar bear, and the other a snow leopard.
They talk about wanting their animals
to meet, and I have caught myself
wondering how that would work out – it
certainly wouldn’t be the warm and
cuddly encounter they are thinking of.
Couldn’t put money on the outcome – my
kids would never speak to me again. ■
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