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Microsoft enhances cloud portfolio
Microsoft has rolled out several cloud products and services designed to 
provide its channel partners with more options to push customers in the 
direction of a hosted world. Those changes include Azure StorSimple, a 
cloud storage offering that launches next month; analytical cloud tool Azure 
Machine Learning; adding infrastructure as a service functionality to its Azure 
Preview Portal; and changes to its Office 365 SME plans to make it easier for 
smaller customers to sign up to the service.

Arcserve plans to invest in 
products after CA divests
Backup specialist Arcserve is 
planning to invest further in its 
products and sales following CA 
Technology’s decision to cut ties 
with the company. CA said it wants 
to become more aggressive as a 
standalone company and focus 
on core areas of the business. 
The move could trigger more 
investment for the backup player 
and its financial backer Marlin 
Equity. Chris Ross, vice-president 
of worldwide sales at Arcserve, 
said it was a profitable business, 
had a global network of more than 
7,000 resellers and would be starting 
life as a separate company in a 
strong position.

NetApp celebrates cycling success
A professional road-cycling team, 
sponsored by NetApp’s, delivered a 
top-ten finish in its first appearance 
at the Tour de France. In the first few 
days of the race, several riders from 
the team featured in breakaways 
and at the stage finishes. One rider, 
Leopold Konig, from the NetApp-
Endura team, came seventh place 
in the general classification, which 
puts the 26-year-old among the 
world’s elite riders.

KCS partners with Glasswall to 
develop email cyber security
Business intelligence and cyber-
security consultant KCS has 
partnered with security software 
developer Glasswall to design 
software that scans emails and 
attachments for malware.

Xerox partners with authorities 
to strike back at counterfeiters
Xerox is working with authorities 
to eliminate fake toner cartridges 
from the market. It is the company’s 
latest attempt to claw back some of 
the billions lost to grey products. 
Authorities in China seized 1,500 
boxes of fake toners from Zhuhai 
Warmth Electronic Co. Raids were 
also carried out in Brazil, where 
1,000 more boxes of toner were 
found alongside security labels and 
product identification materials.

Plantronics takes wraps off 
device-as-a-service model
Headset specialist Plantronics has 
launched a hardware subscription 
programme that will help service 
providers dispense its devices on 
a pay-as-you-go basis. The vendor 
is bringing the programme to the 
UK as it responds to the market 
demands, with more resellers 
and customers looking to provide 
hardware, and software, on a more 
flexible basis.

Apple talks up iPad enterprise 
potential following IBM tie-up
Apple is hoping its recently 
formed relationship with IBM will 
deliver improved iPad sales in the 
enterprise market as the company 
tries to re-invigorate a product 
category that has seen slow growth in 
the last few quarters.

SCC increases Oracle focus
SCC has established a practice to 
increase support for Oracle. The 
company’s awards cabinet has been 
filling up with prizes for Oracle, 
with UK, European and Global 
partnership prizes being awarded 
to it in the last few months. Now 
the channel player has decided to 
pull together sections of its business 
focused on the vendor industry and 
place it in a single entity.

VMware to open a second 
datacentre in the UK
VMware has opened a second 
UK datacentre just months after 
launching its first in the country, 
as it looks to provide more support 
for European customers moving 
to the cloud. The firm opened a 
datacentre in Slough in February 
and is now adding a second facility 
in Chessington to support customers 
across Europe while expanding its 
vCloud Hybrid Service.

Juniper sells Junos and 
announces growing revenue
Announcing its second quarter 
results, Juniper Networks registered 
its sixth quarter of year-on-year 
revenue growth, making a profit 
of $221.1m. The company also 
unveiled plans to sell its Junos Pulse 
mobile security suite to Siris Capital 
for $250m. Quarterly year-on-year 
revenue grew 7% to $1.23bn, with 
product revenue climbing 7.6% and 
services revenue increasing 4.7%. 
The company’s operating margin 
narrowed to 9.4% from 12%.

CCL hits back at Oracle charges
The Campaign for Clear Licensing 
has criticised a patch from Oracle. 
The patch includes a new feature 
costing $23,000 for each Sparc 
processor it is installed on, which 
is turned on automatically by the 
vendor. Sage starts ERP X3 cloud 
roll-out. Oracle is billing the release 
as “the most comprehensive patch 
set” for its database, while Mark 
Flynn, CEO of CCL, says this sort 
of auto-enrolment practice, which 
ramps up unseen charges, must 
stop. The release incorporates an 
“in-memory” feature that ensures 
important data is kept present in as 
much RAM as possible. This is in 
turn accelerates operations. ■

Super Micro targets more resellers 
High-performance computing (HPC) specialist Super Micro is targeting more 
resellers to join its fold after identifying key growth areas that present channel 
opportunities. The market for HPC has changed over the last couple of 
years – it is no longer the domain of education and the public sector. Super 
Micro has  moved to embrace some of the areas that should provide decent 
margins for resellers.
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This new generation will be cloud 
savvy and expect suppliers to meet 
their needs and work with them as 
they look for the best solution

BYOD is not as simple 
as many people think

BILLY MACINNES  OPINION

I ’ve written a lot about bring 
your own device (BYOD), but 
I’m not convinced it will ever 
work properly because I can’t 

see employers allowing employees 
to bring devices they own to work. 
The best they’ll get is bring our 
device (BOD) or choose our device 
(COD). As I’ve mentioned before, 
this will lead to complications when 
an employee leaves one employer – 
which has chosen a particular device 
– to work for another employer that 
has chosen a different device.

The Spiceworks 2014 State of IT 
survey shows that smaller firms are 
more in favour of BYOD than their 
later counterparts. It found that 83% 
of companies with less than 20 
employees supported BYOD, 
compared with 61% of businesses 
with more than 500 employees.

The Spiceworks survey coincided 
with the publication of a report from 
IDC Europe, which claims BYOD 
adoption is stalling in Europe. 
According to a report on CIO.com, 
the number of European companies 
surveyed with a formal BYOD policy 
was 36%, compared to 26% last year. 
The number planning to create a 
BYOD policy decreased from 31% to 
23% and the number of BYOD 
refuseniks declined only slightly, 
from 44% to 41%.

John Delaney, associate vice-
president of mobility at IDC, argued 
this was partly because European 
employees do not like BYOD as 
much as their US counterparts. They 
were less keen on the fact that BYOD 
didn’t just mean bring your own 
device it also meant buy your own 
device. European employees expect 
their employers to supply them with 
the tools they need to do their jobs.

Delaney also said the enthusiasm 
of European employees for BYOD 
diminished as they were asked to 
sign away their expectations of 

privacy or to have space on their 
device not under their control.

Which is understandable. But this 
is another area where the whole 
BYOD concept doesn’t make as much 
sense as it might appear to at first. I’m 
not sure employers or employees 
grasp the fact that there is a trade-off 
involved to make BYOD work.

Employers expect employees to 
make concessions to make BYOD 
work but those concessions often 
result in something that isn’t really 
BYOD. By the same token, 
employees expect employers to 
accommodate their devices to make 
BYOD work but are reluctant to 
accommodate their devices to make 
BYOD work for the employer.

I think many people in the IT 
industry have tried to get around this 
by making BYOD sound easier than it 
is and ignore any awkward realities 
when they intrude (unless they’re the 
ones making a living from trying to 
smooth those awkward realities to fit 
into the BYOD strategy). They’ve 
portrayed it as a grass-roots 
movement built on the expectations 
of new employees but I’m not sure it 
is. Do employees in the latest 
generation of workers have an 
expectation of being able to use their 
own devices for work? I’m sure some 
of them do, but the majority?

I can see the attraction for 
employers if they can get employees 
to supply their own devices for work, 
so they do not have to buy them a 
smartphone, tablet or other device, 
but the cost might well end up just 
being shifted from buying the device 
to accommodating it.

In the end, I think BYOD is more a 
matter of interpretation than a clearly 
defined trend. It is flexible enough to 
mean different things to different 
people: employers and employees. 
That might just be enough to 
muddle through. ■

SIMON QUICKE EDITOR’S COMMENT

A
n encouraging theme that emerged from 
MicroScope’s latest roundtable event, 
covering the cloud and channel, was not 
just the growth in customers adopting 

the technology, but also the increasing number of 
resellers positioning themselves as expert providers.

Vendors spoke of their experiences in the field and 
how they had witnessed a change in the last 18 
months as more channel firms started to make 
investments to ensure they could make the transition 
to the cloud.

This indicates the future will only involve more 
innovative approaches to the market as a generation 
of workers looking for something different start to get 
their hands on a budget.

Talk of Generation X and Y might have faded into 
the background when the times were tough and the 
younger workers were struggling to find jobs. But as 
the university leavers and those brought up on a diet 

of social media, constant web connection and 
portable devices get into the workplace, there are 
going to be further changes.

The way we use technology is changing and there 
are likely to be new faces placing the orders without 
some of the old ties and approaches that the 
channel has relied on over the past decade or so.

This new generation will be cloud-savvy and 
expect suppliers to meet their needs, and work with 
them as they look for the best solution. They will be 
buying from departmental budget, sometimes 
sidestepping the IT department, and they will be a 
lot more open minded about brand and who delivers 
the solution.

That might all sound like a long way off but, if 
resellers fail to position themselves as flexible 
friends, they risk missing out on some opportunities 
in the future. The world is changing and, from the 
sounds of the vendors we had the privilege of talking 
to in the roundtable (covered on page 10), 
fortunately, so is the channel. ■

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.

Resellers reposition to 
act as expert providers
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comment

Ethernet: from strength to strength

25Gbps and 50Gbps Ethernet will  
give the lowest cost per gigabit for 
processing power and storage and 
have the backing of some of the 
largest cloud providers

NICK BOOTH OPINION

One of the great things 
about the IT industry is 
that everything is perma-
nently in flux. So nobody 

ever remembers those bold, confident 
and entirely wrong market projec-
tions analysts made for the future of 
asynchronous transfer mode (ATM), 
Token Ring and the application ser-
vice provider (ASP) market.

Some of us remember, but that 
doesn’t matter. All the above-men-
tioned technologies were praised to 
the skies by loud-mouthed self-pro-
moters and tame analysts – and failed 
to meet expectations. But that didn’t 
do the faulty soothsayers any harm.

Anyone who mooted the idea  
that Ethernet (being cheap, in place 
and a pain to rip out and replace) 
would win out over the more 
expensive alternatives was openly 
mocked and ostracised, as if  
they’d proposed that the world is 
round. Ethernet had far too many 
limitations, they said. It’ll never go 
above 10Mbps down a cable, or so 
many packets would collide that the 
ozone layer would disappear and 
our molecules would shake so 
violently that we’d explode.

Ethernet re-invented
When 10/100Mbps Ethernet was first 
demonstrated, a man was made to 
talk down the length of the cable first, 
waving a red flag. However, many 

of us suspected that Ethernet, like 
the car, was a work in progress that 
would be constantly evolving to meet 
each new challenge.

These days, all the fashionable tech-
nologies have disappeared, as have all 
the “yes men”, “nodders” and “assis-
tant yes men” who predicted the 
demise of Ethernet. So there is nobody 
around to admit we were right. (Not 
that these sorts of people would ever 
admit to getting anything wrong.)

When a group of the great and 
good of the networking industry 
gathered recently to discuss how they 
could possibly develop a networking 
system fast enough to connect data-
centres together, what did they call 
themselves? The 25 Gigabit Ethernet 
Consortium. The group included 
luminaries such as Arista Networks, 
Broadcom, Google, Mellanox 
Technologies and Microsoft, and they 
recently announced a specification.

Amanda Jaramilo, Arista’s corpo-
rate communications guru, was at 
Synoptics when everyone was writ-
ing off Ethernet and is one of the few 
who have kept the flame alive. Mind 
you, the torch has been transferred a 
few times, so this Ethernet is quite a 
different incarnation.

Cheaper and faster
But the technology is on its way, says 
Jaramilo: “This [consortium] is a real 
effort, with products targeted in the 
next 18 to 36 months. The first step 
is finalising the silicon, and then the 
building of products – both switches 
and host adapters.”

The 25Gbps and 50Gbps Ethernet 
will give the lowest cost per gigabit 
for processing power and storage and 
have the backing of some of the larg-
est cloud providers. The standardisa-
tion effort will help to guarantee 
interoperability, hopefully.

It’s going to need a lot of innova-
tion at every level, warns Kevin 
Deierling, marketing vice-president 
at one of the pioneering developers of 
the new specification, Mellanox 
Technologies.

“Achieving cost-effective and 
power-optimised Ethernet requires 
advanced chip processes and silicon 
photonics for optical interconnects,” 
says Deierling.

But there are lots of complications 
to be negotiated first, says Brad 
McConnell, principal architect at 
datacentre operator Rackspace.

Once the next-generation applica-
tion specific integrated circuits 
(Asics) are out, which are designed 
to be optimised for 100Gbps ports, 
there will be no clean way to divide 
this into 40Gbps ports, so there 
would be 20Gbps wasted. Logically, 
then, since 100Gbps breaks cleanly 
into 25Gbps ports, wouldn’t it be a 
good idea to make the 10Gbps serv-
ers up to that speed?

“Essentially, 25G will be a good 
thing, but it needs to be seen through 
the lens of an upgrade from 10G, not 
a downgrade from 40G,” says 
McConnell.

None of this transition can really 
happen until options exist to densely 
aggregate 100G without significant 
expense, he warns.

Still, it’ll be cheaper than ATM! We 
all said it would, didn’t we? ■
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The good news, whether 
delivered by voice, instant 
messaging (IM) or video,  
is that everyone thinks 

unified communications (UC) is a 
really good area to get into. So good, 
in fact, that you probably don’t need 
someone to tell you about it by voice, 
IM or video.

But that’s not going to stop people 
saying it. Linda Rendleman, director 
for partner business and development 
at Microsoft, says the opportunities 
for UC in 2014 and beyond are vast – 
both from a telephony and business 
transformation perspective.

“Partners need to adopt a UC strat-
egy and understand from their cus-
tomers what their business transfor-
mation strategy is, she says, to help 
“ride the wave from a sell, deploy 
and adopt perspective,” she says.

Andy Litherland, vice-president 
for European channels at Avaya, is 
equally fulsome about the potential 

The type of UC system required 
varies according to business – from 
integrating office phones and 
mobiles, to a full suite of collabora-
tion tools including mobile, video 
and network connectivity. 

Like Rendleman, Litherland 
believes resellers “are in the best 
position to advise their customers to 
ensure they get the best UC solution 

Where there’s UC, 
there’s money
Billy MacInnes reports on how unified communications 
can offer channel businesses an unrivalled opportunity  
to grow revenues and expand the portfolio

to suit their business needs, and that 
they fully realise the business bene-
fits UC presents”.

Richard Roberts, managing 
director for partner and commercial 
sales at Cisco UKI, says partners are 
“perfectly positioned to capitalise  
on customer needs to deliver a  
rich experience”. 

He stresses that the ability to 
“appreciate the key business dynam-
ics of the customer, the specific busi-
ness processes and interactions, and 
the ways in which cost is incurred by 
the business is incredibly important”. 

More than ever, he adds, it is the 
understanding of the core business 
applications and processes “that  
liberates the value from a UC 
deployment”. 

Roberts says it requires an aware-
ness of the critical business applica-
tions in play, the availability of differ-
ent consumption models and the 
cultural and procedural implications 

unified comms

of UC. “Unified communications is a 
rapidly growing area for businesses 
and presents opportunities for resell-
ers, with both the mid-market and 
large enterprises,” he says. 

The field of communications has 
changed as employees expect a 
greater level of collaboration and the 
flexibility to work across multiple 
devices from multiple locations.
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of implementing a meaningful 
deployment.

Rami Houbby, UK managing direc-
tor at Nconnect, cautions that UC is 
one of those terms that means differ-
ent things to different people. “The 
first challenge is to make sure it is not 
only understood, but can be 
explained to customers in terms of 
the benefits it can bring,” he says. 

After that, it’s a case of ensuring 
“the solutions (voice, data, video and 
presence) are in place, the marketing 
collateral is ready and the limited 
training required has been completed, 
before it is taken into the field”.

Target markets
A number of observers view the SME 
and mid-markets as particularly good 
spaces for channel partners. 

“I see the mid-market as a particu-
larly strong growth area for the chan-
nel and I believe this is an area resell-
ers should explore in 2014 and 
beyond,” says Litherland. 

While many have considered UC 
to be mainly for large enterprises, he 
believes that the mid-market “is 
embracing UC technology with gusto 
as organisations start to understand 
how enhanced communications can 
help them stay nimble and keep pace 
with their competitors, aid business 
growth and make staff members more 
efficient”.

Tony Smith, head of sales for the 
indirect channel at Unify, sees a shift 
in the focus of many traditional UC 
providers away from large businesses 
and towards starting to serve SMEs. 

“This is a huge opportunity for the 
channel,” he says, “as there are more 
people working for small and 
medium companies overall than for 
large organisations. This burgeoning 
market is also one in which channel 
partners can add real value to cus-
tomers – which in turn will lead to 
longer and, quite possibly, more prof-
itable relationships.”

Daniel Fuller-Smith, EMEA sales 
manager for UC and solutions at 

Toshiba, says the biggest challenge 
for the channel is in educating cus-
tomers about the benefits of UC, par-
ticularly in the SME space. 

In the UK, SMEs are lagging some 
way behind their enterprise counter-
parts, he claims, which is mainly 
down to “a lack of understanding 
around the improved productivity 
and value for money that a UC solu-
tion can bring”. 

Nevertheless, Fuller-Smith 
believes the time is ripe for SMEs to 
implement UC. “With this in mind, 
resellers need to ensure they are 
ready to play a consultative role and 
be prepared to invest the time in edu-
cating new business opportunities on 
the range of benefits they can enjoy 
by embracing UC.”

Barriers to UC adoption
He identifies two major obstacles 
as hindering the adoption of UC: 
an underestimation of how it can 
increase productivity and a belief 
that it is an expensive outlay that 
struggles to offer significant return on 
investment (ROI). 

Fuller-Smith argues that the 
channel is in a good position to 
address these misconceptions, with 

“independent and tailored expertise 
that differs for each and every 
customer, to improve their 
understanding” and level the playing 
field for small businesses.

The challenge is even greater when 
it comes to ROI. He cites research 
from consultancy Frost & Sullivan 
suggesting companies expect a return 
on UC investment within two years – 
and some within six months. 

“These expectations are a stum-
bling block which the channel has to 
overcome,” Fuller-Smith says, “by 
educating customers on the long-
term value of UC and its scalability.”

Unify’s Smith says UC has gone 
through a transformative period, with 
many companies having to redesign 
their products and strategies to focus 
on software rather than taking the tra-
ditional hardware route. 

This is beneficial to the channel, 
he suggests, because the upfront costs 
are not so high and the proliferation 
of cloud will allow them to be less 
reliant on physical products and 
become more flexible and scalable.

However, the move from hardware 
to software will require many chan-
nel partners to refocus their business, 
he says, and to hire more people 

who are comfortable working in a 
software environment. 

“The growing importance of SMEs 
might pose some initial challenges 
for channel partners,” he adds, “as 
they will have to begin building rela-
tionships with different types of 
organisations that act and operate 
very differently than the enterprise 
sector that they may be used to work-
ing with.”

Channel opportunities
Despite the encouraging words from 
some, Houbby is not convinced that 
channel partners are fully engaged 
with UC. 

“From what we are seeing, the 
channel is not as prepared as it 
should be,” he says. “Many still 
believe it is difficult to offer a unified 
communications solution because it 
incorporates an all-in-one voice, data, 
video and presence solution – which 
is complicated, correct? Well, actu-
ally, no.” 

Houbby says the cloud has stream-
lined the delivery of unified commu-
nications, allowing resellers to offer 
UC as a service (UCaaS). Built into a 
wider cloud offering, it provides 
resellers with a complete service to 
sell without the installation and capi-
tal expenditure “hassle”.

Richard Johnson, channel sales 
manager at MeetingZone, believes 
that UC may not be a core business 
for many dealers and distributors. 
“Too often it’s perceived as low reve-
nue or too much of an investment 
risk,” he says. 

Operational revenue from collabo-
ration services requires billing and a 
trained customer service team. 
“Channel partners might not have the 
time to do this in-house, or the visi-
bility of the revenue stream to sup-
port it,” adds Johnson.

UCaaS is something which Simon 
Skelton, UK sales director at Mitel, is 
keen to talk about. “The biggest 
opportunity in unified communica-
tions today is also perhaps one of the 

Andy Litherland: “The mid-market is a 
particularly strong growth area”
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Linda Rendleman: “The opportunities  
for UC in 2014 and beyond are vast”

“Too often UC is seen as low revenue  
or too much of an investment risk” 
Richard Johnson, MeetingZone
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unified comms

most high-profile developments in 
recent times – the rise of the cloud 
and UCaaS,” he says, describing this 
year as the start of the technology’s 
widespread adoption. 

He cites a recent report from 
MarketsandMarkets that stated that 
UCaaS revenue is expected to double 
to almost $8bn by 2018.

Skelton argues that UCaaS helps to 
mitigate the risks of upfront invest-
ment for the channel. 

“Channel partners can prepare by 
introducing white-label, subscription-
based solutions into their portfolios so 
that they can bring their own connec-
tivity to their offering without relying 
on other cloud providers,” he says. 

Vendors can work closely with 
partners to offer flexible ways for 
them to migrate customers to the 
cloud in a way that suits them.

Team up for UC expertise
John Bird, head of systems and 
support services for UC at Exertis 
Micro-P, says that although hosted 
telephony is gaining the headlines 
and PBX is supposed to be “end of 
life next week”, that is not the case. 

Distributors such as Exertis 
Micro-P will enable resellers to pro-
vide customers with a choice 
between a traditional or cloud-based 
service from a single supplier or a 
hybrid solution. 

Exertis Micro-P has recently 
launched a white-labelled hosted ser-
vices and mobile airtime product, 
and Bird claims it is the right time to 
enter the hosted market “utilising our 
expertise in the unified communica-
tions and IT channel to deliver cloud-
based voice services to the channel, 
equipping our resellers with addi-
tional product choice from a single 
supplier”.

MeetingZone’s Johnson agrees that 
resellers should form partnerships 
with accredited and experienced ser-
vice providers that can implement, 
white label and educate swiftly. 

He says that a vendor needs to be 
able to offer its channel partners fully 
branded services, with the capability 
of billing in the partner name. “We 
help make it easy to offer these ser-
vices with minimal management tie-
up and reduced investment risk. 
They also need to be able to provide 
appropriate training and marketing 
collateral,” he says.

Litherland at Avaya says the ven-
dor is encouraging partners to 
embrace delivery technologies like 
cloud. “Our partners are adding value 
and strengthening relationships with 
customers by hosting Avaya solutions 
in the cloud and changing the model 
from capex [capital expenditure] to 
opex [operating expenditure], which 
gives customers the ability to scale up 
and turn services on and off as they 
need to,” he says.

The subject of capex and opex is 
also something that Bird believes will 
be important from a channel perspec-
tive. “With the potential for the chan-
nel to move towards an opex model 
rather than traditional capex transac-
tions, distribution will adapt to offer 
billing and financial services as the 
reseller mindset moves to a recurring 

revenue and services focus, just as 
we have done in recent times,” he 
predicts. To highlight the scale of the 
shift, he reveals that Exertis Micro-P’s 
business plan is for recurring revenue 
business to contribute 30% of group 
revenue by 2020.

Cisco’s Roberts says financing 
options will need to be flexible to 
support the various opex or capex 
offerings, so that the consumption 
and commercial model that best suits 
the needs of the customer and part-
ner can be available at all times. 

“Distribution partners play a key 
role in assisting partners to ensure 
they are able to take advantage of the 
UC opportunities, from helping build 
their skills, providing the necessary 
pre-sale support and services, to 
ensuring availability of products, 
financing and ongoing business sup-
port,” he says.

Roberts says Cisco and its distri-
bution partners can provide a full 
suite of services to “encourage part-
ners to excel in the UC marketplace, 
providing scale and consistency so 
that a sustainable, profitable UC 
practice can be built”. Such a long-
term, consistent approach, he says, 

allows partners “to invest with confi-
dence, safe in the knowledge that 
they have the support of  the vendor, 
distributor and a suite of solutions 
that innovates at the pace required by 
today’s business”.

Microsoft’s Rendleman says part-
ners must be ready to talk about the 
“whole stack” and not just siloed tech-
nologies. “They must engage with the 
increasingly influential business deci-
sion-makers in organisations with the 
right messaging, and not rely on their 
IT grassroots. The conversation must 
be around the business strategy and 
benefits – communication, collabora-
tion, knowledge sharing, flexible 
working – and not about technology 
or individual products,” she says.

Partners should retain their 
traditional role of acting as trusted 
advisers to their customers and help 
customers understand the additional 
value they provide on top of the core 
technology. 

“Just deploying the technology on 
its own relies too heavily on custom-
ers knowing how to best implement 
it when the technology isn’t their 
core business, so additional services 
from partners will often be the differ-
ence between success and failure,” 
Rendleman warns.

The message about the potential 
for UC is clear. Now, it’s up to chan-
nel partners to use their own commu-
nication channels to convey that 
message to their customers. ■

more online
› Merging UC tools for unfettered 
communications

› Ten questions to ask vendors 
about mobile unified comms

› Don’t shy away from unified 
comms challenges

John Bird: “Channel can move to an opex 
model rather than capex transactions” 
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Rami Houbby: “The challenge is to explain 
to customers the benefits it can bring”

“The biggest opportunity in UC today  
is the rise of the cloud and UCaaS” 
Simon Skelton, Mitel
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Recent changes to consumer 
law will affect business 
operations, so manage-
ment needs to be aware  

of the rights that consumers will seek 
to enforce.

According to the Office for 
National Statistics, retailing accounts 
for 5.7% of the UK’s gross domestic 
product. So anything that affects 
retailing and the risks involved in 
selling – consumer rights, for exam-
ple – should attract widespread inter-
est in many businesses.

Many organisations have found 
that consumer law relating to the 
supply of goods and services has 
become increasingly outdated in 
recent years, especially with the 
arrival of digital content, such as 
downloads and software. 

A radical change to consumer 
legislation has just been imple-
mented and there is another one in 
the pipeline. It is imperative that 
retailers understand these revised 

have the right to cancel, they must be 
provided with a cancellation form. 

Alternatively, if the goods and ser-
vices are being sold online, the 
retailer must identify whether it is 
acting on behalf of another trader 
and, if so, provide their contact 
details as well as their own. 

The retailer must also make it clear 
to the consumer that the order 
implies an obligation to pay and the 
purchase process must ask the con-
sumer to acknowledge this explicitly.

For the first time, the regulations 
deal specifically with digital content. 
For example, the retailer must now 
provide information about the func-
tionality of digital content and the 
software/hardware requirements. 

It is also important to know that 
digital content cannot be provided to 
the consumer during the cooling-off 
period, unless they explicitly 
acknowledge and consent to waive 
their cancellation right.

In relation to cancellation rights, 

Prepare for changes 
to consumer rights

Two new important pieces of consumer rights legislation make specific 
provision for digital content for the first time, says Sarah Riding

the cooling-off period for consumers 
has been extended from seven days 
to 14 calendar days. The cooling-off 
period for goods starts when the con-
sumer receives the goods, and if it 
relates to digital content and services, 
it starts from the day on which the 
contract was entered into. 

Retailers must also be aware that if 
the consumer expressly asks for the 
service provision to start before the 
end of the cooling-off period, then 
the consumer will waive their cancel-
lation rights.

It is also important for retailers to 
realise that, under the regulations, if a 
consumer exercises their statutory 
right to a refund, then it is the respon-
sibility of the business to refund the 
price paid and the cost of the stand-
ard delivery charges. Refunds must 
be made within 14 days of receipt of 
the returned goods, or receipt of evi-
dence that the goods have been sent 
back. In the case of provision of ser-
vices or digital content, refunds must 

consumer rights

requirements and act accordingly to 
ensure they are fully compliant. 

The Consumer  
Contracts Regulations
The Consumer Contracts 
(Information, Cancellation and 
Additional Charges) Regulations 
2013 (CCR) came into force on 13 
June 2014. The new rules replaced 
the existing legislation and apply to 
any retail business selling to a con-
sumer on or after this date.

There are a number of changes that 
retailers need to be aware of.

The first change relates to the pro-
vision of information. After the intro-
duction of CCR, more information 
must now be provided to consumers 
before a purchase and the level of 
detail required depends on the 
method of purchase.

For in-store purchases, consumers 
must have access to the complaints 
handling policy and any aftercare or 
guarantee information. If consumers 
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consumer rights
be made within 14 days of notice that 
the consumer wants to cancel.

Inertia selling is also covered by 
the legislation. In other words, con-
sumers are protected from unsolic-
ited sales or additional charges that 
have not been agreed in advance. In 
essence, the consumer is not required 
to pay for products and service 
charges they have not agreed to.

The new regulations also make 
provisions in relation to helpline 
charges. If a retail business offers its 
customers a helpline service, it 
should be charged at a basic rate.

The Consumer Rights Bill
The Consumer Contracts Regulations 
have far-reaching implications for 
retailers, but this is not the only 
change affecting the sector. Shop 
front dealers must also start familiar-
ising themselves with the Consumer 
Rights Bill.

This bill is not yet law, but when 
passed it will introduce new provi-
sions that aim to ensure consumers 
are better informed and protected 
when they buy goods, services or  
digital content. 

It will replace current legislation, 
including the Sale of Goods Act 1979 
and the Unfair Contract Terms Act 
1977, with the aim of simplifying and 
removing inconsistencies from the 
current regime. 

The new legislation will also seek 
to clarify the standards a consumer 
can expect when making a purchase 
and the actions available to them if 
the standards are not met. It will also 
provide clarity on whether terms are 
fair or unfair. 

The bill is currently going through 
the parliamentary process and is 
expected to become law in the sec-
ond quarter of 2015. This may seem 
some way off at the moment, but 
retailers of all sizes must start to con-
sider their sales processes in the light 
of the proposed changes.

Once again, many changes are being 
proposed, but the main ones that the 
bill is seeking to introduce are worth 
noting. The first relates to descriptions. 
Goods, digital content and services 
must meet the descriptions given by 
the trader before they are sold. Goods 
and digital content must be fit for pur-
pose and of satisfactory quality, while 
services must be provided with reason-
able care and skill. 

The bill clarifies a period of 30 

Digital content will have to be of 
satisfactory quality, fit for purpose  
and meet the description given

days for consumers to reject faulty or 
sub-standard goods and to receive a 
full refund. This removes the ambi-
guity in the current legislation which, 
rather than providing an actual num-
ber of days, merely refers to a “rea-
sonable period of time”. 

Another important change relates 
to whether a consumer agrees to 
accept a repair or replacement. Under 
the new law, the business will have 
only one attempt to get it right, 
whereas current legislation allows an 
unspecified number of attempts.

Like the Consumer Contracts 
Regulations, the Consumer Rights 
Bill deals with digital content for the 
first time. Significantly, it contains a 
provision that the content must not 
harm the consumer’s device or any 
existing digital content being stored. 
If it does, the trader would be legally 
obliged to repair the device and pro-
vide compensation.

There has been much debate over 
whether digital content can actually 
be classed as goods. The new legisla-
tion will clarify this and will apply to 
all paid-for digital content, as well as 
content provided free with paid-for 
content, and content paid for with 
vouchers or virtual currency which 
were originally paid for with money. 

In the future, there is also scope for 
the regulations to apply where, for 
example, personal data or something 
other than money has been exchanged 
by a consumer for the digital content.

Under the bill, digital content will 
have to be of satisfactory quality, fit 

for purpose (when this has been 
known to the retailer) and meet the 
description given. 

In relation to satisfactory quality, 
the content must meet the standard 
that a reasonable person would con-
sider satisfactory when the descrip-
tion, price and other relevant factors, 
including a statement about the char-
acteristics of the content, are taken 
into account. 

If the digital content is expensive 
and complex, then expectations will 
be higher. As regards meeting the 
description, the content must meet 
any description provided by the 
retailer to the consumer and not just 
any trial or sample version. 

If the content does not meet these 
requirements, the consumer will be 
entitled to repair or replacement of 
the content. Where that is not possi-
ble, or if it is not done within a rea-
sonable time or without significant 
inconvenience to the consumer, then 
the customer will be entitled to keep 
the digital content but receive a price 
reduction. This refund can be up to 
the full amount paid for the content. 

Right to sell
Another clarification in the draft 
bill is that it will be implied that the 
retailer has the right to sell the con-
tent. This is important because it is 
usual for a retailer to sell digital prod-
ucts under licence, so the new law 
will ensure the consumer knows that 
the retailer has the right to sell.

The bill also contains much-
needed guidance on unfair terms. It 
aims to clarify which contract terms 
can be challenged in court so it can 
be decide whether or not they are 
fair. A useful list is provided in the 
draft bill (part 2, section 64), which 
will help to give clarity in this area. 

Finally, the Consumer Rights Bill 
includes a notice of inspections. 

From next year, traders will receive 
notice of routine inspections from 
enforcers such as Trading Standards 
to allow them to make arrangements. 

The intention is to give enforce-
ment authorities greater flexibility to 
seek appropriate redress for consum-
ers who have been affected by 
breaches of consumer law.

What do retailers need to do?
The proposed changes are designed, 
in the main, to give consumers better 
rights and protection. It is therefore 
essential that any businesses offer-
ing goods, services or digital content 
understand the extent and impact of 
the amendments.

For a start, retailers must review 
their current standard terms and pro-
cesses against the new requirements 
and ensure compliance with the 
Consumer Contracts Regulations. 
And even though the Consumer 
Rights Bill is yet to become law, busi-
nesses should start considering the 
coming changes and planning for 
necessary amendments to their pro-
cesses and procedures. This is espe-
cially important in the world of digi-
tal content, which has not previously 
been dealt with specifically. 

If businesses’ processes or proce-
dures will need to be changed, they 
should start to plan for this now. 
Their online experience and terms 
and conditions will also need to be 
updated to ensure consumers have 
the right information at the right time 
and that the business is not exposed 
to claims or a longer cooling-off 
period because information is not 
given at the correct time. 

Training should also be arranged to 
ensure employees are familiar with 
the changes. ■

Sarah Riding is a partner and commercial law 
specialist at national law firm Irwin Mitchell. 
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underestimates because the reality is 
that they will increase their cloud 
spending.

Kevin Bland: We have not seen it 
detract from traditional spending 
with VARs, but it has detracted from 
the traditional approach to selling 
hardware and software as people 
move from the capital expenditure to 
the pay-as-you-go model. I am not 
saying there is no detraction, but it is 
not enough to say we can see the 
market shift.

Andy Burton: We are definitely 
seeing an increase in the market 
demand for hybrid services (on-
premise private cloud linked to in-
cloud services), and arguably this is 
being driven as much by the 
Windows Server 2003 end of support 
as it is by the regular drivers around 
operational flexibility and predicta-
ble costs. 

We have seen the mid-market 
react differently to adopting 
cloud from large enterprises. 
Is that because it doesn’t 
have the in-house expertise?
Gavin Jackson: It depends which 

Shining a light on cloud
With UK organisations allocating an increasing percentage of their IT 
budget to cloud services, MicroScope invited a panel of leading vendors 
to discuss how the channel is adapting to meet these changing needs

channel. In the certified channel, we 
have a programme where they are 
proficient in services and, in the most 
part, they are pointing at the mid-
market and have seen very strong 
growth. With our cloud services, we 
are seeing more growth in the upper 
mid-market and the enterprise space, 
principally because of the route to 
market. Our smaller channels haven’t 
quite got there yet.

Bland: A lot of the traditional 
channel partners are not perceived as 
having a big enough brand to be a 
safe place to outsource wholesale 
cloud services to at this point in time. 
The challenge that customers are fac-
ing right now is that the cloud market 
is not mature enough to provide a 
true multi-based platform – where 
there are lots of vendors providing 
different applications – into one cen-
tral service. We’ve not reached that 
level of maturity yet. As such, mid-
space providers are behaving differ-
ently because they have to make the 
decision to either follow the tradi-
tional route of buying hardware and 
software – or take the less risky 
approach and go pay-as-you-go.  

cloud roundtable

The UK technology landscape 
is changing and an increas-
ing number of customers 
have embraced cloud and 

are continuing to invest in it. 
According to TechTarget research, 

more than half of the organisations in 
the UK plan to increase their budgets 
and there is a very significant 
increase in cloud services. Customers 
are specifically budgeting for the 
things that resellers are selling. 

There appears to be more spending 
being put aside for the cloud than 
just for technology in general. 
Services spend is going up, and 
cloud is taking a bigger percentage of 
budget. 

Is that increasing spending 
being seen out there in the 
market and are customers 
increasing budgets for cloud 
services?
Michael Clifford: The momentum is 
there and it is a positive momentum.

Terry Beale: The growth in cloud 
services is almost unplanned because 
there are so many people using cloud 
services, so the forecasts are probably 

Terry Beale, senior director 
emerging technologies EMEA, 
EMC

Andy Burton, chief revenue officer, 
Zynstra

Michael Clifford, director, HP Cloud 
Computing UK & Ireland

Kevin Bland, director, channel and 
alliances – northern Europe, Citrix

Gavin Jackson, vice-president and 
general manager, cloud services 
EMEA, VMware

Gavin Simpson, director, strategic 
alliances EMEA, Box

Ian Wells, vice-president EMEA 
North West, Veeam

Zahl Limbuwala, president and 
CEO, Romonet

Attendees
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Vendors have a responsibility to take 
a shared risk in this market. 

Beale: When you look at the chan-
nel, the big change that has happened 
has been the investment and that is 
happening now. The big change has 
been investing, so they don’t just 
respond to the market and sell them 
more brands, but say they are going 
to create an expertise to help custom-
ers transition to some sort of hybrid 
like cloud. We have seen that invest-
ment. They have moved away from 
saying they will create the service to 
becoming the arbitrator, the person 
who helps them work out what they 
do themselves and what they do else-
where. It is early days, but I am see-
ing significant investment across the 
board in terms of skillsets, the num-
ber of people they are hiring.

Burton: Smaller companies have 
had fewer options historically due to 
their dependence on the channel for 
specialist advice and implementation 
services, but also because, until 
recently, there were not any viable 
solutions that could enable them to 
have a cohesive IT strategy that was 
mixed on-premise and in-cloud.  
Now that has changed, enabling the 
channel to expand its IT-as-a-service 
capabilities on a cost basis propor-
tionate to the customer size.  Now it’s 
a new ball game. 

Do you still have any resellers 
that are trying to keep their 
heads in the sand and 
pretend the move to cloud is 
not happening?
Beale: No.

Clifford: I think that moment has 
passed. This is now in the language 
of the customer and the language of 
the industry. We have about a dozen 
agile partners in the UK that have our 
platform and software and offer outré 
cloud services to market and abso-
lutely in the mid-market are seeing a 
bull market. Customers are not look-
ing at cutting costs as it is it all about 
growth and speed. 

Burton: There is a very clear SMB 
market here in the UK where the 
majority of business is found based 
on statistical analysis. Cloud adop-
tion in the UK is almost as prevalent 
in the SMB sector (75% use at least 
one cloud-based service) compared 
to larger businesses (82%). In the 

upper mid-market and beyond, cus-
tomers are less dependent on the 
channel for fulfilment, whereas the 
SME is more dependent and, as such, 
the influence of the channel is more 
aligned to the speed of cloud adop-
tion. Many in the channel, while rec-
ognising the role of cloud services on 
the market, are still hedging their 
bets, and many do not lead with 
cloud or hybrid models because they 
are concerned about their business 
models, how they make money and 
how they offer sustainable, profitable 
services.  That said, we are seeing a 
material change in progressive chan-
nel partners embracing hybrid solu-
tions as an onramp to cloud, and the 
outlook is exciting.

Clifford: The channel are worried 
they will be cut out and they live in 
fear of signing up a cloud contract 
they will have zero influence on in 
24 months’ time. If that’s the case, 
they lose everything. So they want to 
be sure they are dealing with a sale 
and an operation where they have 
control over the future. They are 
rather nervous about who they part-
ner with at this stage because they 
feel that some big gorillas will roll 
over and crush them and take their 
book and that’s the end of their 
business.

Beale: The reality is that if it is 
moving to some sort of hybrid, then 
you have to have some sort of rela-
tionship and the only people with 
the relationship are the channel. I am 
absolutely convinced of the robust-
ness of the UK channel to adapt to 
what is happening and they will 
adapt. 

Burton: I believe the UK channel 
will adapt, but I don’t think it will 
stay looking the way it does and there 
will be winners and losers. The trans-
actional market is giving way to the 
services-enabled market, which does 
not mean all channels will be service 
providers, but that their business 
model will evolve to enable the sale, 
aggregation, billing and support of 
services, whether related to on-prem-
ise or remotely hosted solutions.

Beale: I have seen the investment 
and the channel is creating little sep-
arate businesses within their own 
businesses. The priority is moving 
away from the creation of the service, 
which is too complicated and expen-

sive, to owning the relationship.
Jackson: They are what you would 

currently categorise as managed-ser-
vice providers.

How do you segment your 
channel? Is it along the lines 
of MSPs and traditionalists?
Gavin Simpson: We sell into three 
segments, with three types of partner. 
The first is what we are most known 
for in the US, and now in EMEA, 
namely the enterprise segment, 
where we are developing a network 
of system integrators that we use to 
promote Box on a ticket of innova-
tion, building Box into their own eco-
system of cloud services. The second 
is around service providers and tel-
cos, where we have several signed up 
globally now.  This is a very different 
model to the enterprise. The cloud 
marketplace approach, which was 
initially the focus, a kind of “build 
it and they will come” approach, 
has not yet worked as envisaged. So 
what we are now doing is to target 
the service provider sales teams and 
focus more on the sell-through to 
their accounts.  This is working bet-
ter, but clearly presents other chal-
lenges, given our limited resources. 
The third segment is the commercial 
space, where we have implemented 
a classic two-tier distribution model. 
We set up the channel model a year 
and a half ago, with some of the big 
players, targeting scale over focus.  
We are also now developing some 
of the more niche cloud players out 
there to drive a balance. Channel is 
still pretty new for us, so to some 
extent we are still finding our way.

Beale: It is about creating certifica-
tion in a different language, and one 
of the things we are debating at the 
moment is helping them create a 

cloud practice that is certified by 
EMC and VMware so it starts to hap-
pen. But some are having conversa-
tions with customers and talking to 
them about cloud. Where is the vol-
ume coming from for cloud? Don’t 
forget that for all these resellers, their 
contact point is the IT function. But 
in the last two months, for the first 
time I have heard some say they have 
done call-out campaigns to the busi-
ness units and that is really unusual, 
but they are seeing some traction 
with that. Most of their contact points 
have been mid-tier IT people, but 
they have realised they have to go up 
the stack. I have seen some changing 
their funding models to allow them-
selves to do this because it is a differ-
ent model.

Bland: When it comes to the deci-
sions partners make to balance sales 
strategies between cloud and on-
premise services, sales people ulti-
mately do what they have to do to get 
paid. As a sales person, if you close a 
deal on a pay-as-you-go model, it is 
not even going to skim the surface 
and help them hit their target. We 
have seen VARs fail because sales 
staff on the frontline have said this 
approach will not work for them.

Beale: If you make the assumption 
that the market is moving much more 
towards hybrid, then there are dollars 
for buying stuff and there are dollars 
for cloud-like stuff. Once it goes to 
hybrid to an IT function, the reseller 
has a relationship with someone and 
that is winning for them because they 
can then step in. That is the value 
they are delivering because they have 
relationships they would never oth-
erwise get or afford to get. They have 
made a lot of money by having the 
relationship and supplying the hard-
ware, software and licences. Now 

“The UK channel will adapt, but I don’t 
think it will stay looking the way it does 
and there will be winners and losers” 
Andy Burton, Zynstra
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they are adding the expertise, which 
has the greater cost, so you have to 
work out the margins models.

Burton: Many of the channel, rang-
ing from those “born in the cloud” to 
larger-scale partners and MSPs, are 
looking at how they expand and 
derive value from delivering addi-
tional services. They are often doing it 
not by necessarily having the most 
highly technical people, but by having 
mid-tier engineers and solid, proven 
tools and then handing off to vendors 
in escalation processes in order to get 
their cost base right, increasing both 
their density of customers per staff 
and, by inference, their cost per cus-
tomer. Recent Cloud Industry Forum 
figures show there is a rate of 79% for 
cloud adoption in the UK. The vast 
majority have only adopted one cloud 
service, so in other words it is not uni-
versal adoption. When you ask organi-
sations if they are going to move eve-
rything to the cloud, 55% say 
absolutely not and the larger the 
organisation, the less likely it is to out-
source everything. But if you ask them 
how they perceive their IT, 46% say 
they are on-premise, 44% say they are 
hybrid and 10% say they are cloud. 
So the channel must sell their solu-
tions to the market in a model and lan-
guage that is understood because cus-
tomers say they will self-serve if they 
cannot get the solution they require. 
The end-user market has become edu-
cated and understands what is possi-
ble and the transactional channel risks 
losing viability if it is unable to give 
customers the right solution. It is 
important for the channel to recognise 
that on-premise IT is not legacy, but 
rather on-premise IT should be part of 

the cloud in the modern age. Most 
intelligent organisations will own 
their credentials and management of 
their environment and they will go to 
the cloud for the applications and the 
storage. We have to redefine the mar-
ket. The channel needs to understand 
how it defines the service wrap and 
defines what goes into that local cloud 
service. We talk about hybrid today as 
if it was a compromise, but it is going 
to be the norm. It is leading with the 
knowledge that people want a foot in 
both camps.

When you look at some of the 
different areas, collaboration 
as a service comes out quite 
highly. Is that a surprise?
Simpson: If you talk to the clas-
sic channel players – resellers and 
distributors – I think they would be 
quite surprised by that. However, it 
really depends on how you define 
the collaboration as a service space 
– is it about just accessing and pull-
ing down documents from the cloud 
or truly enabling a different way 
of working in teams internally and 
externally?

Bland: Collaboration is a big mar-
ket, if you look at web meetings and 
those kind of things. As the world 
becomes more virtual and flexible 
working becomes more pervasive, 
collaboration becomes more part of 
the DNA.

In TechTarget research, the 
number one driver for cloud 
comes back as cost savings. 
Is that the right point to pitch?
Burton: I agree that uninformed peo-
ple say that, but it is typically only a 

lead driver in the public sector where 
the customer is moving away from 
large-scale, fixed-rate contracts. For 
the commercial sector, it is much more 
about the scalability, flexibility, agility 
and time to market of IT solutions.

Beale: Everything has changed and 
the audience now is no longer the IT 
function – it is the business lead and 
business units. If I went to an IT func-
tion, that is what they would say, but 
if I went to the people who actually 
buy the cloud, they would say the 
agility was the main reason for buy-
ing cloud.

Clifford: Line of business is abso-
lutely the one that is going to make 
this change. I was recently at an end-
user customer and they have cata-
logues for everything and we are mar-
keting to their line of business and it 
is a profit centre producing websites 
in days, and all the IT function is 
around the server. We see that hap-
pen and all the other things, the agil-
ity and time to market, are the things 
the customer is looking for rather 
than just cost, unless you talk to the 
IT manager on the phone because 
they are under pressure from the 
financial director.

Jackson: There is no doubt that the 
average business buyer is now more 

knowledgeable and there has never 
been a time in history where technol-
ogy has been so omnipresent across 
all layers of a business. Management 
continues to look to the IT depart-
ment and it is trying to improve in 
response with better tools, response 
times and so on, but I don’t think it’s 
an either/or scenario. It isn’t the 
death of IT departments by any 
stretch, but they do need to re-arm 
themselves and become a cloud skills 
service provider.

Zahl Limbuwala: I think there are 
two sides of the same coin. We did a 
white paper where we helped people 
understand the cost of doing things 
internally compared with the cost of 
doing it externally, and how it may 
change. They all have their business 
reasons, but the other side of the coin 
is always cost. Where IT fails for 
them today is that it provides a single 
level of service at a single level of 
cost. So it fails, because unless you 
want a service level costed for the 
lowest common denominator, the 
business units go out to get the fastest 
and most agile services externally, 
and they can be at a lower cost. The 
IT department is an internal market 
with different requirements, so a 
hybrid environment has to be the 
answer, because it is not all or noth-
ing. It is a mono culture that needs to 
turn into a quality-of-service culture.

Ian Wells: If you take stuff as a ser-
vice and you are a smaller business, 
then you can get access to far more 
sophisticated applications and plat-
forms than you would be able to 
afford and implement. In that sense, 
it is a cost saving and it gets you extra 
agility.

Burton: The big issue with that is 
that I don’t think it is widespread 
across the market yet. The biggest 
challenge we have seen in educating 
the marketplace through the channel 
is to move people away from a tradi-
tional IT project ROI calculation 
when they buy some product and 
associated software licensing and the 
direct vendor support contracts for 
those components, but then they for-
get about the human effort to build 
and install the solution, or support, 
patch and back it up throughout its 
useful life, or allow for disaster recov-
ery and so on. As such, this mindset 
materially fails to correctly apportion 

“Everything has changed; the audience 
is no longer the IT function – it is the 
business lead and business units” 
Terry Beale, EMC
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costs when comparing traditional on-
premise solutions to cloud services 
delivered over a three- or five-year 
term. If they did the maths properly, 
they would see not just savings, but 
the opportunity to be more flexible 
by focusing their skilled IT staff on 
delivering new IT capability and not 
just keeping the lights on. 

Clifford: At the minute, line of 
business isn’t run by generation Y, it 
is run by generation X and your CEO 
is generation Y. The minute both are 
generation Y, it is all going to change. 
I suspect that five years from now, we 
will be dealing with 30-something-
year-olds who will be running sub-
stantial departments at substantial 
enterprises and at that point the game 
will change entirely because line of 
business will haves the budget to 
deliver the outcome that he or she is 
charged to deliver. If IT can’t hack it 
and deliver on time, then they will go 
external. When the SaaS world grows 
up and becomes a bit more mature, 
you are going to go to the organisa-
tion that has the best data for you to 
be most effective and you won’t care 
what it runs on. You will want to get 
that data from different sources to 
make sure you can be the most com-
petitive. HP’s view on this is that it is 
literally 60 months away. By the time 
we get to 2020, we are certain that 
generation Y will be running things. 
When that business unit has got the 
cash, then the reseller will have to 
follow the money and will have to 
have those conversations. Months 
from now, you will have young peo-
ple running very big departments 
and they will be demanding auton-
omy to deliver the outcome and the 
channel will have to go through 
another revolution to adjust how they 
sell and it will be about delivering 
business outcomes that the customer 
wants.

Bland: If you started a channel 
business tomorrow, you would start 
with the advantages of the cost mod-
els that are available, so you would 
get storage from the cloud, rent 
phone systems, get a Regus office and 
you would have a pay-as-you-go 
monthly costs to my business and 
you have no capital expenditure. If 
you are a business that is a VAR right 
now that has an annual turnover and 
you are going to sacrifice that capital 

turnover for a million-dollar deal to a 
$10-a-month deal, then that is a 
pretty hard pill to swallow, particu-
larly if you have shareholders. We 
see some privately owned businesses 
that can actually accept that situa-
tion, but it is a big thing. It comes 
down to a human emotion of seeing 
risk and reward and something that 
is a risk or an opportunity. Those 
organisations that start out now are 
born in the cloud or spin out a sepa-
rate company with a totally different 
company whose salespeople are paid 
to sell it, not sell against it.

Beale: It hasn’t been that margin-
rich selling desktops and laptops, so 
if you move to the hybrid model, it is 
quite attractive and many resellers 
are changing their compensation 
plans because it is richer. If it is a ser-
vice, then it is massively sticky for 
the reseller and it is possibly more 
margin-rich at this stage. I believe 
part of the health of the channel is us 
turning up with some technology 
capability that makes a difference to 
this IT function and allows it to offer 
cloud-like things in a hybrid way. It 
is not the fault of the channel moving 
to this model – someone has to help 
them with the right technology. 

What is your attitude towards 
born-in-the-cloud players?  
Do you know how to treat 
them in established channel 
models?
Burton: You can no longer put the 
channel into traditional gold, silver 
and bronze partner status based on 
resource or targets, as the cloud mar-
ket redefines the core requirements 
and skills of the channel. What is 
important to us about the cloud is 
having an agile channel business 
model where partners build a viable 
business where they can match their 
costs and income against a longer-
term deal value where they may be 
(but not necessarily) taking slightly 
less from the vendor on the vendor 
components but, more importantly, 
they are adding more value in the 
services they attach. Much of the tra-
ditional channel still doesn’t deliver 
that. Today, you have born-in-the-
cloud providers, traditional trans-
actional VARs, traditional services 
VARs, MSPs and systems integrators 
and they are all going on slightly 

different journeys. It’s too soon to say 
if all classes will succeed, but there 
is a big enough market for them to go 
after and to succeed.

Bland: The challenge a vendor has 
is how it traditionally deals with its 
channel base. It deals with a limited 
set of resource that has to focus on 
some of the larger, most influencing 
partners. That usually means you are 
operating a business on maybe 15 
people in the channel in a defined 
area and you are dealing with 2,000 
to 3,000 resellers. When you get a 
born-in-the-cloud reseller come up, 
you know there is an opportunity, 
but how do you service that? I’m not 
saying that is an excuse for doing a 
bad job, but that can be the challenge 
some vendors face. The successful 
vendors are those that have different 
models and can invest knowing that 
the ROI might be lower right now, but 
there is an opportunity. It is either the 
vendors that are born in the cloud or 
those that can make that investment 
split out in the same way that the 
VARs have done. We are all faced 
with having to make those decisions 
because this is a fundamental shift.

Jackson: We haven’t found that 
many born-in-the-cloud resellers, but 
have found lots of born-in-the-cloud 
integrators who might also be resell-
ing. We are seeing  a lot of collabora-
tion between traditional resellers and 
those sorts of businesses. The tempt-
ing option for traditional resellers is 
to buy those smaller companies.

Beale: Over the last couple of 
years, I have been looking at the born-
in-the-cloud people to work out how 
they make their money. It is a very 
fractured market in the UK and there 
are the big outsourcers that are trying 
to do something. But with what you 

would recognise as born-in-the-cloud 
organisations, their big issue was the 
cost of touching the customer. Lots of 
them were working with resellers 
and that’s how they were making 
their money. They are all now start-
ing to go round the distributor to see 
if they can open up the bigger market 
of resellers.

What do you think about the 
role distributors play?
Beale: The very large service pro-
viders that sat behind a distributor 
and provided a cloud service found 
it didn’t work because the reseller 
didn’t trust it. What the resellers 
want is control over the end cus-
tomer and provided it is something 
they can control, like a white-label 
service, and it is not something that 
the service provider would ever want 
to brand to the end customer, like 
an Amazon, then they are OK with 
it. The approach of selling the cloud 
through the reseller is what seems to 
be working, but it is early days.

Bland: I think distributors haven’t 
been successful so far with cloud 
services because they put a lot of 
effort into a model that allowed you 
to pay as you go and became an 
expert in selling a licence, which 
was a pay-as-you-go licence. So a lot 
of distributors, which were typical 
capital sale distributors, said they 
had to get into the cloud, so they 
built a platform. They then went to 
the vendor and said “look what a 
great platform we have”. But what’s 
the investment in taking that too 
market? Where is the investment in 
convincing your partners to take it to 
market? To be successful, distribu-
tors need to start influencing cloud 
partners’ strategies.

“We haven’t found many born-in-the-
cloud resellers, but have found lots of 
born-in-the-cloud integrators” 
Gavin Jackson, VMware
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cloud roundtable
Wells: The distributors have been 

too busy buying each other to even 
contemplate how to sort out the 
cloud.

Jackson: The distribution function 
has lost its way a little as it is almost 
no longer distributing knowledge and 
training and all those things because 
the margin is too narrow, so they are 
keeping their heads above the water 
with transactions and sales. It is a dif-
ficult time for distributors as the food 
chain of value, margin and tolerance 
has changed. Distributors were mak-
ing a minimum margin on desktops 
and had that for a number of years, 
but that was the route to market and 
the tolerance level in the cloud is dif-
ferent. From the user to the reseller, 
there is a tolerance disruption and 
from the reseller to the distributor, 
there is a tolerance disruption which 
is new. If you speak to an end user, 
they say “remind me why am I buy-
ing this from a reseller” and if you a 
speak to a reseller, they say “why am 
I buying this from a distributor?”. 

Clifford: I think distribution will 
play a really important role because I 
am not sure the reseller network will 
trust not working with established 
UK organisations.

Bland: There is a value to the 
reseller with the credit a distributor 
provides, but they also provide a lot 
of value to the vendor because of the 
number of people they reach.

Simpson: For us, the beauty of 
distribution is clearly reach and 
scale. It is about finding new ways of 
reaching customers that we cannot 
do on our own. The relationships 
that the distributors have with their 
resellers enable us to access and pull 
in different types of business oppor-
tunity.  It is less about distribution 
fixing orders or streamlining opera-
tions at this stage.

Bland: There are only two reasons 
why a vendor has a channel. Number 
one is reach to the customer and it is 
about customer relationships. 
Number two is about service capabil-
ity. So if you have something that 
needs to be delivered to a customer 
and your business is not a services 
business as well as a software or 
hardware business, then you need a 
channel. You have to hook into that 
value proposition one way or 
another, or otherwise it doesn’t work. 

We do see quite a lot of born-in-the-
cloud resellers and that is perhaps 
because our traditional reward func-
tion is not based around transactions, 
but partners are rewarded for finding 
opportunities. Even if the opportu-
nity gets transacted elsewhere, we 
pay a reward for it. There are a lot of 
partners that have been very success-
ful with our business model for being 
good customer advisers. Some of my 
best partners will do millions, but 
they will transact nothing and that 
really works with born-in-the-cloud 
people who spin it out and start their 
own businesses and start to become 
the trusted advisers and have no 
turnover pressures. Evolution is from 
“I want to sell it to you” to “how can I 
help you move to where you want to 
get to?”. We have found that with 
some of our biggest deals, when you 
hunt back to where it started, it has 
often come from one of our smallest 
partners.

Just going back to it, do you 
think the business versus IT 
issue will resolve itself?
Beale: The key debate is how far IT 
will transform to deliver a different 
service to the business units. I think 

the generation thing is important 
because when you get that next gen-
eration in at C level, they will want 
it in a heartbeat and ask for the right 
technology from us to make sure they 
get it right. 

Simpson: In our business, we sell 
to both business and IT. We typically 
look to kick projects off with a use 
case anchored in the business. For 
example, the sales and marketing VP 
who has invested in 1,000 iPads out 
in the field – we can then build on 
this and tie it in to other initiatives 
that then connect us with IT. 
However, in many of the bigger deals, 
we are still leading with an IT mes-
sage, often because they are trying to 
deal with security challenges or look-
ing to consolidate services to gain 
more control. We are also seeing 
business leaders, notably marketing, 
who now have budget for buying 
their own IT.

Clifford: Imagine what will happen 
when that person really gets their 
hands on the budget and they are 
generation Y and looking to deliver a 
service and they are empowered by 
the CEO. There are lots of young 
minds going into IT as well, so it will 
change.

Beale: I think IT will adapt. I think 
this is the most exciting time, and 
very exciting for our channel part-
ners. There are some people who are 
absolutely going to win and they 
have already moved from a resale 
model to an outsource model and are 
on their way to a cloud model. The 
ones that are growing faster with us 
were specialists in a technology area 
and have become broader and more 

relevant. I am very optimistic and the 
reality is, whether it’s Amazon, 
Vmware, Citrix or whatever, you 
have to have a relationship with the 
client. It is the people who have that 
trusted relationship with the partner 
that will be there in years to come.

Clifford: The resellers have a great 
game to play to get the value, and it is 
about service, relationship and deliv-
ery and all those important things. If 
they do all that, they will be able to 
help the customer change their 
operations.

Bland: Trust comes from credibil-
ity, length of term and, although there 
are so many things changing right 
now, vendors are coming out with 
new programmes and products and 
all this time the VAR sits between us 
and the customer and we need to 
make sure we help them. We must 
keep our finger on the pulse.

Burton:  IT as a service is an 
increasing reality that businesses  
are willing to pursue and the major-
ity of major commentators and ana-
lysts all concur that hybrid is the 
only viable model for most end users 
for the foreseeable future. Equally, 
cloud is mainstream and decisions 
are often led by the IT function. The 
opportunity for the channel to 
deliver IT as a service has never been 
greater, with excellent tools that 
reduce the human cost of IT support 
and provide holistic management of 
hybrid IT estates. The challenge for 
the IT channel is not a technical one, 
it is all about redefining their busi-
ness models, portfolio, agreements 
and driving differentiation through 
trusted services. ■

“The beauty of distribution is clearly 
reach and scale. It is about finding new 
ways of reaching customers” 
Gavin Simpson, Box
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Getting in a fog about the cloud
The IT industry is full of complicated and unnecessary 
jargon that few people understand – and it is about time 
the whole thing was simplified, writes Adam Davison

could provide the answer – but only 
if it is well understood. And that is 
where value added distributors 
(VADs) come in.

In addition to helping drive end-
user opportunities through qualified 
pipelines, a true VAD will help to 
educate its resellers and empower 
them to differentiate themselves by 
providing a more holistic solution to 
their customers. 

Whether that is through webinars, 
sales cheat sheets or e-shot collateral, 
the VAD’s role is to cut through 
industry jargon and enable its 
partners to have a meaningful 
conversation with their customers.  
If you are still in a fog about cloud, 
you might want to have a rethink 
about who you are partnering.

Simplifying matters
In a recent blog, Michael Daconta, 
vice-president of advanced 
technology at InCadence Strategic 
Solutions, sums up the situation. 

He wrote: “Fog computing only 
serves to increase confusion about 
the cloud. I recently saw a trailer for a 
new movie called ‘Sex Tape’ where a 
private, intimate video is accidentally 
uploaded to the cloud and a frantic 
couple tries to retrieve all the iPads 
that synced to the cloud and thus 
received the video. 

“My favourite dialogue in the 
trailer is when Jason Segel says: ‘It 
went up, it went up to the cloud.’ 
Cameron Diaz’s character 
sarcastically responds: ‘And you 
can’t get it down from the cloud?’ 
To which he angrily blurts: 
‘Nobody understands the cloud! 
It’s a f*cking mystery!’”  

I pretty much agree with Jason 
Segel’s sentiment, and would say 
that it applies to most people, but 
not everyone. There are pockets of 
knowledge out there and awareness 
is growing. 

But if today, you find yourself in  
a fog about cloud computing, have 
had enough of industry jargon and 
want to understand what it can do 
for you in plain English, then give 
me a call. ■

The VAD’s role is 
to cut through 
industry jargon 
and enable its 
partners to have  
a meaningful 
conversation with 
their customers

CLOUD COMPUTING

The IT industry is awash 
with jargon and acronyms – 
BYOD, CYOD, COPE, PaaS, 
IaaS, SaaS … the list goes on.  

And now we have fog computing.  
Depending on who you talk to,  

fog computing is either the next big 
thing or nothing new.  Looking back 
on my 20 years’ experience in the 
industry, there is very little that is 
genuinely new in IT – it is normally 
an iteration of something that has 
gone before.  

In my view, this is where fog 
computing sits. It’s a fundamentally 
useful concept but – as with much in 
our industry – care needs to be taken 
not to rename something just for the 
sake of doing so.  

At the end of the day, fog is still 
cloud. It is about pushing data into 
the cloud – or other places on the 
network – but with a requirement for 
some kind of interaction at the edge. 
There are many companies doing fog, 
but without necessarily realising that 
is what they are doing.

The role of the VAD  
As an IT industry, we are doing a 
pretty good job of overcomplicating 
things. Cloud computing is a case in 
point and much of the market has  
yet to get to grips with it. 

As the economy continues its slow 
(but sure) recovery, it is important for 
resellers to place the right strategic 
emphasis on the technology that will 
drive their business – and open new 
revenue streams. Cloud computing 

Adam Davison is director of security and 
networking firm Cloud Distribution
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Hackers target IT service suppliers
As cyber criminals seek new ways to infiltrate organisations, managed IT services suppliers are being targeted by 
hackers, making it essential for companies to check third parties' security status, writes Stuart Poole-Robb

research shows, 81% of malicious 
cyber attacks come from within an 
organisation. Using a bank’s own staff 
has long been a useful entry point for 
cyber criminals.

But by outsourcing their day-to-
day ICT to third parties, the likes of 
ICT companies and banks are open-
ing a potential back door to cyber 
criminals. Rather than finding a way 
through a relatively stringent screen-
ing process employed by the target 
company, cyber criminals find it eas-
ier to infiltrate a third-party services 
supplier. From the cyber criminal’s 
perspective, managed service provid-
ers are the ideal third parties to infil-
trate, because even a relatively new 
and junior member of staff with the 
provider can easily gain access to a 
client’s most valuable data. 

Once the hack has been completed, 
the target organisation may be open 
to blackmail, espionage and terror-
ism. The criminal’s usual approach is 
to demand a high ransom from the 
target company. Refusal to pay means 
running the risk of the cyber criminal 
inflicting heavy damage, which can 
mean wiping huge swathes of mis-
sion-critical data or using confiden-
tial customer information to compro-
mise the company’s key clients.

In the US, where the cost of cyber 

crime is estimated to exceed $1 tril-
lion a year, companies unwilling or 
unable to meet the hackers’ ransom 
demands are being forced into liqui-
dation. A recent example is New 
Jersey-based code-hosting and project 
management services provider 
CodeSpaces, which was forced to 
close down its operations after a 
malicious cyber attack. 

The strategy of that attack is 
becoming increasingly common and 
took place over just 12 hours. It began 
with what appeared to be an old-
fashioned distributed denial of ser-
vices (DDoS) attack. But while 
CodeSpaces’ IT department was cop-
ing with this frontal cyber attack, the 
hackers took advantage of the diver-
sion to install malware on the organi-
sation’s system. When CodeSpaces 
was too slow to meet the hackers’ 
ransom demands, it was forced to 
stand by powerless as its customer 
data was irrevocably wiped, leaving 
the organisation with no choice but 
to cease trading.

KCS Group Europe is already see-
ing evidence of this type of attack in 
the UK, where diversionary strategies 
are used as a smokescreen for the real 
offensive – a more subtle malware 
attack. With UK cyber crime losses 
already running into tens of billions 

IT SECURITY

The managed IT services market 
is worth over $142bn a year 
and is set to grow dramatically 

in European countries including the 
UK, according to research from ana-
lyst MarketsandMarkets.

But although companies can make 
savings of up to 40% by outsourcing 
emails and other data services to a 
third party, there can be huge unfore-
seen costs as a direct result of com-
promised security. 

While security-minded organisa-
tions now routinely screen their own 
staff, particularly those with access to 
sensitive data, they often have no 
idea exactly who has control of their 
IT system at any given moment.

There is growing evidence that 
some managed service providers 
have security vetting standards well 
below those of their clients. For 
example, an international charitable 
foundation recently hired a managed 
IT services provider only to discover 
that some of its staff were actively 
trying to sabotage the charitable foun-
dation’s operations.

In this case, the motive for compro-
mising the client’s IT was largely ide-
ological. The foundation’s operations 
included (perfectly legal) testing of 
products on animals. Unbeknown to 
the foundation, some of the IT staff 
appointed by the managed services 
provider were passionate animal 
rights activists who were planning to 
sabotage the foundation’s IT system 
and compromise its research data 
and client information.

Intellectual property
But there are motives other than 
idealism that can tempt managed 
services engineers to compromise 
their clients’ cyber security. As might 
be expected, the largest adopter of 
managed IT services is the ICT sec-
tor. Although few IT companies 
are directly involved in testing on 
animals, most carry mission-critical 
data on their systems in the form of 
intellectual property and confidential 
client information.

Other sectors that are keen to use 
managed IT services include bank-
ing, which has already been hit hard 
by cyber crime. Organised criminals 
are waiting to exploit any weakness 
in a financial institution’s IT 
defences. As KCS Group Europe’s 
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of pounds, British companies should 
now be bracing themselves for a 
wave of similar strategic attacks over 
the coming months.

Firms that are contemplating using 
managed IT services should take 
action to ensure the provider has pol-
icies on IT and information security 
that are as stringent as its own.

Organised cyber criminal gangs 
and certain foreign governments are 
preparing a full-scale assault on UK 
companies of all sizes. Recent hacks 
on big players such as eBay may have 
grabbed the headlines, but it is small 
and medium-sized enterprises 
(SMEs) that have most to lose from 
cyber attacks. As in the case of 
CodeSpaces, a big enough ransom 
demand or a malicious attack on 
their infrastructure can force them 
out of business.

Highly trained hackers
But potentially the most damaging 
attack on UK plc may go undetected 
for months, or even years. Countries 
such as China now have ranks of 
highly trained hackers whose task is 
to hack corporate IT systems in coun-
tries such as the UK.

Many firms mistakenly think that, 
if they do not have any information 
on their database that is obviously a 
state secret, that they will be of no 
interest to hackers. But cyber espio-
nage has increased in subtlety and 
foreign powers now prefer to use 
third or even fourth parties, such as 
managed IT services providers, as a 
route to technological or state secrets.

A European power supply com-
pany recently discovered that its own 
database had been used to infiltrate 
one of its clients. The client was a 
nuclear defence supplier and it tran-
spired that for about nine months, 
the Chinese malware had been sitting 
on the defence contractor’s system 
and that a foreign power had total 
access to all its technologies. 

Cyber crime and digital industrial 
espionage are now becoming so 
sophisticated and frequent that thor-
ough screening, not only of internal 
staff but also of external service pro-
viders, is crucial. ■

Stuart Poole- Robb is chief executive of 
business intelligence and cyber security 
adviser KCS Group Europe.
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“Smart resellers should offer solutions 
to IT decision-makers at global 
enterprises before problems arise” 
Mike Heumann, Emulex

READERS’ LETTERS

Grasp all opportunities available 
to contact past customers
Mike Heumann, senior director of marketing 
for the Endace portfolio at Emulex
Finding a meaningful way of going 
back to a lapsed customer can be 
challenging, but this is where timing 
can help. Often, major events, if used 
wisely, can be an effective way to get 
a foot back in the door. 

Take this year’s World Cup in 
Brazil. Although it did not have 
much of a bandwidth impact on UK 
businesses (since all of the England 
games were after office hours), for 
global businesses operating in the UK 
there were probably IT challenges 
caused by streaming of recordings 
elsewhere in the world (the most 
likely culprits being North America 
and Australia). The smart reseller 
should have offered helpful solutions 
to IT decision-makers at global 
enterprises before any problem arose.

To help make a business case 
for putting a foot through the door, 
resellers can turn to results of 
surveys such as the one recently 
published by YuMe which indicated  
that 63% of people would watch 
World Cup highlights on their 
computer, 23% on smartphones and 
25% on tablets. These results could 
be used to show customers that there 
would be a lot of streaming, which 
can be an enormous bandwidth hog.

For example, at a remote office 
location, even one person watching 
live video coverage can bring an 
entire LAN to a standstill, as well 
as choke the WAN connection. 
And it doesn’t take more than a 
handful of viewers at large sites 
to slow the network to a point 
where customers have difficulty 
accessing the company’s website 
or the quality of internet-based 
telecommunications tools, such 
as Skype, degrades. 

Once the importance of taking 
practical measures to reduce 
network issues has been expressed, 
resellers can get down to brass-
tacks to advise on solutions to 
help, such as introducing a system 
that will provide visibility across 
the entire network so that activity 
can be monitored and issues 
ironed out proactively, as well as 
advising the customer to isolate the 
company wireless network from 

the mission-critical network so that 
personal devices have no impact on 
core business operations.

While this advice can be extremely 
helpful to IT managers bogged down 
with the daily grind, it will be the 
early bird that catches the worm, so 
the smart reseller will have a lapsed 
customer list, current research and 
timely planning in hand.

Open source closing its doors 
on Flash? Good riddance
Steve Nice, CTO, Reconnix
Chromium, the open-source version 
of Google’s Chrome browser, will no 
longer be compatible with Flash.

Flash has a large presence on 
the web, so the decision of the 
Chromium project to no longer 
support it through the Pepper 
plugin is significant. Estimates say 
Chromium is used by around 50% 
of desktop Linux users, meaning this 
move could affect a large proportion 
of the Linux community. 

Not only is Flash locked into a 
restrictive licence that could hinder 
how we consume online content; it 
is also buggy, a big drain on memory 
and system resources, not to mention 

Mark Colonnese, director, Aquarium Software
I read with interest a recent article in the insurance press arguing that insurers 
recognise the need for efficiency. While this may be perceived in some 
quarters as earth-shattering news, I have been commenting on these issues 
for what feels like a long time.

A survey by the EDM Group found 38% of insurance executives said 
“significant opportunities” existed for insurers to improve efficiency. Good 
news: it appears more insurers now recognise the issue. And with 33% of 
customers reportedly switching insurers because of poor service, they need 
to. Could you afford to lose this many customers, when, with the help of the 
right technology, they can not only be retained but the customer journey 
enhanced and relationships with them developed and improved?

When we speak to prospective clients, they all recognise the benefits that 
greater efficiency, process automation and “management by exception” can 
bring, but the “customer journey” has historically been a much harder sell. 
Those who dismissed it as window dressing and a nice bit of marketing with 
negligible effect on business couldn’t have been more wrong.

Intuitive software is delivering efficiency and cutting costs for our clients 
and has been doing so for almost a decade. It does not need new hardware 
or costly capital expenditure to get running. The pet insurance sector has 
started to sniff out the advantages and it looks like the mainstream insurance 
industry is coming around to the same view. A survey found almost half of 
insurers would improve efficiency over the next three to five years. But will it 
be too late to deliver a change in the insurance family’s fortunes?

Sell efficiency gains to insurers
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a massive potential security risk. 
Flash has many of the traits of a 
typical closed-source application – 
full of bugs, insecure and bloated. 
It hasn’t fostered any innovation, 
unlike open-source software projects 
that are started with the aim of 
driving innovation and technology.

It is in everyone’s interests to have 
a web that has moved on from Flash 
to HTML5, a superior, more flexible, 
and open technology. HTML5 is 
the future of the web, and evidence 
that technology developed in an 
open, collaborative manner can be 
superior to code developed under 
proprietary licence. 

This one small move can help the 
Linux desktop environment become 
a more stable and open experience, 
if even by a fraction. It’s the direction 
Linux needs to go if it is to establish 
the broader user base it deserves. ■
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changes so quickly these days that you 
need to be prepared to adapt to those 
changes. If you don’t like change, steer 
clear of a job in IT.

What’s running on your smartphone?
Great question – the whole world is 
going mobile and apps are a huge 
mega-trend. A survey I read recently 
stated that 47,000 apps are downloaded 
every 60 seconds. I think my kids are 
responsible for a large number of them 
– every time I pick up my phone they’ve 
added something else. So I guess the 
answer is far too many apps.

Tell us something most people  
do not know about you
While on a business trip to South 
Africa I attended a charity event in 
recognition of some work my company 
had completed. Nelson Mandela was 
the special guest. When he arrived 
he walked slowly to his table, being 
applauded all the way. He stopped right 
in front of the table I was on and put out 
his hand to shake mine. A memory that 
will live with me forever. 

What does the next five years  
hold for the channel? 
It’s a critical time for vendors and 
channel resellers alike. We are in the 

age of mega-trends such as social 
media, mobility, big data and cloud, all 
of which are having a huge effect on the 
way organisations conduct business. 
During the next five years there will be a 
dramatic shift away from the traditional 
model and channel resellers will need 
to embrace these trends, taking up the 
opportunity to build successful go-to-
market strategies in the cloud.

What goal do you have to achieve 
before you die, and why?
My father got an MBE so I always hoped 
to replicate that but, let’s be honest, 
I’ve got no chance. So before I die, I 
would like to ski backwards down a 
black run, passing my kids on the way 
down. Being realistic, there’s not much 
chance of that happening either, but I 
can always dream.

What is the best book you  
have ever read?
I like to lose myself in crime novels and 
thrillers, so this is easy – The Da Vinci 
Code. I started reading it on a Friday 
evening and didn’t stop until I’d finished 
it – around 8am the next morning.

And the worst film you’ve ever seen?
Anything with Leonardo Di Caprio in 
it – even his name winds me up.

What would you choose as your 
Desert Island MP3s?
So now I get to use the word eclectic. 
I would have Elvis Costello, ABC, The 
Beatles, The Killers, Bob Marley, The 
Black Keys, Jake Bugg and Frank 
Sinatra. Should be enough to cater for 
any mood.

What temptation can you not resist?
Biscuits, either with a cup of tea for 
dunking or chocolate digestives and 
cold milk, which reminds me of supper 
when I was a kid.

What was your first car and how 
does it compare with what you  
drive now?
My first car was a very old, royal blue 
Mini Cooper. Being over 6ft, I just about 
fitted in it. It cost £295 and I had so 
many bumps and scrapes in it there 
wasn’t an original part left by the time 
I sold it. In fact, I probably spent more 
on repairs than I did buying it. The 
weird thing is, it was so small, it would 
probably fit inside the current version of 
a Mini Cooper.

Who would you least like to be stuck 
in a lift with? Why, what did they do?
My brother after a Merseyside derby 
when Liverpool win. Otherwise, I 
wouldn’t mind being stuck in a lift with 
anyone – if nothing else I would be able 
to practice my elevator pitch on them.

If you could be any animal for a day, 
what would you be and why?
A meerkat. I would always get the best 
deal no matter what I bought. Simples.

If you could take part in one event 
in an Olympic Games, summer or 
winter, which would you choose?
Decathlon. To be world class in so many 
disciplines is just amazing.

If you were facing awesome peril 
and impossible odds, which real 
or fictional person would you most 
want on your side and why?
My dad, the best man I have ever known. 
A superhuman in the real sense of the 
word, even if he did support Liverpool.

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?
I’m not really a betting person, unless 
it’s the Grand National. In this case, if 
the rumble was in the jungle, betting 
on either one of them would be 
difficult because you would likely be 
surrounded by lots of leopards. ■

FIVE-MINUTE INTERVIEW

Tell us what you do for a living.
I am the EMEA channel sales director 
for networks at Dell. I’m responsible for 
a specialist group of sales and technical 
personnel helping to drive networking 
business with our channel partners 
across the region. Most of my time is 
spent with partners and customers, 
talking about networking technology, 
evangelising about our company and 
our solutions.

Why are you the right person  
for this job?
Several reasons. I have a huge 
amount of experience, having been 
in networking for over 30 years, as 
a user as well as a vendor. I have a 
technical background and a sound 
understanding of networking 
technology and current IT trends, 
which is important from a credibility 
standpoint. But most importantly, 
because I am a people-oriented person 
– I like to treat partners like my best 
friends, which over the years many of 
them have become.

What gets you up in the morning?
The alarm clock, and normally very 
early – the difference between 6.00am 
and 6.05am seems massive. Being 
based from home in Liverpool and 
travelling a lot, I’m regularly up early 
to go somewhere by train, plane or 
automobile. On the rare days I work from 
home, I have three kids in three schools, 
so there’s always the school run to do.

Who helped you get to where  
you are today?
No single individual. I’ve worked with 
a lot of people over the years, many 
of them very different characters. I 
have simply tried to emulate the good 
practices from the people I liked, and 
even some I didn’t like.  

What is the best or worst business 
advice you have received?
It’s an old and well-worn saying, but a 
guy I worked with who was coming up 
for retirement used to tell me regularly to 
“stick close to the coalface”. It’s advice 
that I would highly recommend. No 
matter where your career may take you, 
it’s important to maintain a grasp on the 
fundamentals of your business.

What advice would you give to 
someone starting out today in IT?
I hope you like roller coasters – if you 
choose IT for a career, it’s likely to be a 
similar sort of experience. You will need 
to strap yourself in for what seems like 
a long ride to the top. While you’re at 
the top you may be able to pause for 
a while and admire the view. But be 
wary, before you know it you can come 
hurtling back down to the ground and 
have to start all over again. Technology 
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