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I
t can often take a while for the channel to get the 
angle on a technology and work out just what the 
revenue opportunities are around an area that is 
attracting a lot of hype.

In the case of big data it seemed to take a couple 
of years from the moment the concept was being 
discussed absolutely everywhere to the point where 
the channel worked out that, for resellers, it meant 
selling analytics tools that would enable customers 
to get a better insight into their business.

Now we are at the start of the process with weara-
ble technologies, with the noise about the prospects 
for smartwatches and other personal technologies at 
its loudest.

The hype around just what will happen with the 
adoption of these products is pointing to something 
that should go mainstream fairly quickly.

But, from a channel perspective, the reality is that 
most of the devices people will wear on their faces or 

wrists will be purchased from retail, or directly from 
the manufacturer, and are not going to be sitting in 
reseller stock rooms.

So that leaves the channel community trying to 
work out just where the revenues will come from. So 
far, the best pitches are being made around the need 
for increased bandwidth to enable networks to 
accommodate even more devices going online in the 
corporate environment.

Then there is the substantial security play around 
making sure that the data that could travel from the 
corporate network to a smart device is going to be 
kept secure. 

The networking and security pitches are going to 
be good ones for the channel – and it is entirely pos-
sible there will be more.

As the technology settles down and matures, 
becomes mainstream and is used in ways that have 
more business relevance, then other opportunities 
will emerge.

The main thing for those wondering just what 
wearables means for them is not to write it off as a 
fad but to keep an open mind. There might well be 
money out there but it could take a bit of time before 
the solution comes into focus. ■

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.

comment

The main thing for those wondering just 
what wearables means is not to write it 
off as a fad – but to keep an open mind

Ethics a USP in the 
recruitment business

Nick BooTh opinion

I f there were an annual award for 
the cruellest exploiter of infor-
mation, the competition would 
be fierce. The charity sector is 

emerging a strong contender, with 
their ruthless bullying of old ladies. 
But for consistent cynicism nobody 
can match the ironically named 
“people business”.

Human resources, personnel, peo-
ple smugglers – they’re all dead-eyed, 
stone-hearted fiends in human form 
– or so I suspected.

My prejudice was actually con-
firmed not that long ago when I dis-
covered a market intelligence agency 
had set up a bogus head-hunting 
agency, as a means of getting target 
executives to “tell us all about your 
current job”. If you haven’t already 
guessed, there was no job, the bogus 
talent scout is actually flattering their 
target into spilling the secrets of their 
current employer, so that a rival com-
pany (the head hunter’s real client) 
can find out all their sales, marketing 
and channel plans. 

Recently, I reported an agency to 
the Advertising Standards Agency, 
because they were obviously using 
dodgy tactics to either harvest CVs or 
gather information. They got away 
with it this time, but I am on their 

case now. The recruitment industry 
seems a rum world. If they’re not 
stealing your information, they’re 
wasting your time.

So I’m delighted to hear of an hon-
est player now disrupting the infer-
nal nether world that is the recruit-
ment sector. Not Actively Looking is 
the invention of Joseph Blass (who 
you may know from Toucan Telecom 
and Pipex) and Anthony Harling, a 
former executive searcher who 
wanted a better deal for everyone.

Not Actively Looking shuns the 
crude instruments of the job board, 
the public social network and the 
useless database of raw CVs. Instead, 
it makes all your information private 
and searchable only by trusted execu-
tives, should you give your consent.

The essential point is that technol-
ogy is too powerful a weapon to be 
given to strangers. In response, Blass 
has created a sort of licensing system. 
You can only get data crunching 
technology if you can prove that you 
will use it responsibly, he says.

Brilliant idea. Surely this is a disci-
pline that channel entrepreneurs 
could start to apply to other indus-
tries, because marketing and adver-
tising technology has the potential to 
ruin public life. ■

simoN quicke editor’s comment

The space to find the 
emerging opportunity
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The business intelligence (BI)
market has changed signifi-
cantly over the last couple of 
years with more opportuni-

ties opening up for the channel with 
a fresh raft of vendors.

With the technology now appeal-
ing to SME prospects, the established 
brands that have served the enter-
prise for decades find they have new 
competitors. One such supplier mak-
ing waves is Australian firm 
Yellowfin, which opened an office in 
Milton Keynes in March and 
recruited Peter Baxter – who has a 
CV that includes time at AVG as well 
as Computacenter – as EMEA manag-
ing director to deliver fairly ambi-
tious growth targets.

“I want to be hitting £25m to £50m 
in the UK in the next two to three 
years,” he said in March, adding that 
the intention was to pursue growth 
through the channel.

With the firm holding an sub-
scribed partner event today at the 
Emirates Stadium in North London, 
his plans seem to be going well so far.

Now seems the right time for all 
sorts of BI vendors to make a channel 
pitch as the technology and market 
conditions change. Glen Rabie (pic-
tured), CEO of Yellowfin, describes a 
market that has changed considera-
bly in a relatively short time.

“The last five years have been phe-
nomenal in terms of innovation and 
lots of interesting work has been 
done,” he says. “The SMEs used to 

databases to allow customers to pull 
their information into a position 
where the BI tools can get to work.

“The days when it took three years 
to build a data warehouse have 
gone,” says Rabie.

There has been a change at cus-
tomer level, with more users aware of 
just how useful analytics can be. 
Most know how Excel works and 
have used it in the past but, thanks to 
easy-to-navigate dashboards and data 
visualisation tools, many more peo-
ple across different departments 
want access to information that can 
improve their performance.

“People have really seen the value 
of BI and analytics, and have seen the 
value and the costs have come 
down,” says Rabie.

Bringing 
business 

intelligence 
to SMEs

Glen Rabie, CEO of Yellowfin, 
tells Simon Quicke about the  
opportunities in data analytics 

in the small business market

More than self-service
One of the common responses in 
organisations and industry to the 
wider adoption of BI tools is to 
encourage users to move away from 
relying on data scientists and do it 
on their own – and many vendors 
now offer systems to support “self-
service” BI analysis.

Rabie is not a fan of the approach 
and argues that, when supermarkets 
introduced self-checkouts, it was not 
necessarily with the customer at the 
forefront of their minds, but to save 
the costs of staff working the tills and 
to free up more space.

He draws parallels between the 
reasons you might need someone to 
package up your dashboards and 
ways of looking at business data – 
just in the same way it helps to have 
a human scan and then fill your bags.

Channel commitment
To reach the SME market it makes 
sense to work with the channel and 
Rabie is keen to stress its commit-
ment to partners and the importance 
of consistency – being indirect has to 
mean exactly that, he says.

He believes suppliers tempted to 
use the vagueness that can creep in 
around the question of direct and 
indirect accounts risk losing more 
than just a channel relationship.

“If you go direct you might get the 
kicker for a year but then there is no 
long-term business left, because no-
one is supporting the customer,” he 
adds, “I would rather have 70% of 
something than 100% of nothing.”

The future will involve continuing 
to develop its channel base and with 
the UK one of the key markets the 
crowd who have turned up for the 
session at the Emirates are likely to 
be in the vanguard of a much wider 
programme.

Rabie argues that the opportunity 
and the growth that is coming from 
the BI market right now is something 
that more of the channel should look 
to be part of. ■

interview

look at what was being offered to the 
enterprises and think that it would be 
great to get those sorts of tools – but it 
was never possible. But it is possible 
now, as the cost and complexity of 
solutions has dropped dramatically.”

Describe the events of the last few 
years he adds a caveat that some of 
these developments have caused 
their own problems: “There has been 
a complete explosion.” 

Some vendors claim they can meet 
all of a customer’s BI needs – but 
there are some users on their second 
or third system, looking for some-
thing that can actually deliver against 
their expectations.

Rabie describes dealing with that 
miss-selling from some in the market 
as “the biggest challenge”, as vendors 
and channel partners look to deal 
with dissatisfied customers.

“There are 60 vendors in the BI 
market, so there are a lot in this 
space. It is a great time to be a cus-
tomer, because there is lots of choice 
and lots of innovation happening 
with lots of vendors trying to do 
something different,” he adds.

Why now?
The timing of the current explosion 
in the market comes down to a few 
factors says Rabie, including the 
price of data storage falling signifi-
cantly, making it more attractive for 
users to keep all their data.

There has also been a growth in 
firms specialising in analytical 

The firm started life in 2003 after some business intelligence (BI) profession-
als acted on their frustration with existing products and decided to address 
their needs by designing their own system.

The firm now has more than a million users, and tens and thousands of 
clients across 50 countries are using its products in mobile BI, collaborative 
BI and location intelligence.

The aim is to be 100% channel and work with partners to reach customers.
The Yellowfin approach has been to make it possible for data analysts in a 

business to support more users with its software with, on average, one 
expert being able to help 44 people, making sure they get quality information 
that can help them enhance their roles in the business.

“It is about how long you have to wait in the queue. We don’t want you to 
stand in a queue for long or to do it yourself,” says Rabie.

The Yellowfin story
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Daily channel news at MicroScope.co.uk july 2015 | 4

comment

Striking the right balance between 
useful gadget and burdensome bore

more time using their iPhone also 
leads to them depleting its battery 
much more quickly because they’re 
using it so much.

Ive’s argument is that Apple could 
have made an iPhone with a bigger 
battery that lasted longer but people 
who bought it would probably have 
used it less. While that would be 
good news on the battery front, it 
would be negated by the fact that the 
phone would be a less effective 
device and would be used less 
because it was bulkier and uglier. The 
other point, although Ive didn’t 

mention it, is that if battery life is a 
live issue because it doesn’t last as 
long as you’d like, you’re probably 
spending more time physically look-
ing at your phone and interacting with 
it than you would be if the battery life 
was guaranteed to last 24 hours at a 
time. You’re going to be spending 
more time thinking about when and 
where to recharge it and how to use it 
while you’re recharging it.

So not only does the better design 
of the phone encourage you to use it 
more but the limited battery life 
forces you to spend more time 

thinking about the phone and to pay 
more attention to it.

By contrast, a phone with a bigger, 
longer-lasting battery and a weaker 
design loses out on both counts. 
You’re not going to use it as much 
because it’s not as friendly and intui-
tive as the iPhone and you’re not 
going to have to think about it as 
much because the battery life lasts 
much longer. When you think about 
it, that’s much closer to our approach 
to high-end mission-critical IT equip-
ment, which we want to have as little 
to do with as possible.

For ordinary people, however, if 
they buy a device like a phone or tab-
let and they don’t use it a lot, the gen-
eral feeling is that they’ve wasted 
their money. Apple’s (and Ive’s) trick 
has been not just to design something 
that people want to buy, but to make 
sure they want to use it afterwards. 
That’s not as easy as it seems. ■

Size matters: If phone batteries lasted longer, handsets would be bigger, which means 
we might not use them as much, and therefore wouldn’t need the longer battery life

Apple’s trick has been to design 
something that people want to  

buy and want to use

Billy mAciNNes comment

Imust admit that I missed this 
interview in the FT the first time 
around, with the man whose 
name is usually preceded with 

the three words “Apple design guru”. 
I’m talking of Jony Ive.

I got to it via a report about the 
interview on ZDNet which high-
lighted an intriguing aside about the 
iPhone and its perceived short bat-
tery life. The FT article revealed that 
when the issue of people needing to 
recharge their iPhone frequently was 
raised, Ive replied it was a conse-
quence of people using the phone so 
much and depleting the battery 
because it was so light and thin. 
With a bigger battery it would be 
heavier, more cumbersome, less 
“compelling”.

In other words, there’s a kind of 
circular logic at play here, where the 
work put into developing a design 
that encourages people to spend 
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a fter the drama and 
excitement of last year’s 
Independence referen-
dum in Scotland, David 

Cameron could have been excused 
for wishing the Liberal Democrats 
were still around in coalition to help 
him wriggle out of the Tory party’s 
proposed In/Out referendum on the 
UK’s membership of the EU.

As it is, with a majority of 12, the 
government has embarked on a pro-
cess which could have a cataclysmic/
hugely positive effect (depending on 
which side you believe) on the UK’s 
economic and political future. It 
introduced The European 
Referendum Act 2014 in the Queen’s 
Speech on 27 May 2015 to “Make 
provision for the holding of a referen-
dum in the United Kingdom and 
Gibraltar on the United Kingdom’s 
membership of the European Union”. 

In her speech, the Queen stated: 
“My government will renegotiate the 
United Kingdom’s relationship with 

programme. Businesses need to see 
it commit to a genuinely achievable 
reform agenda, making the UK and 
the EU more competitive.”

Mike Rake, president of the CBI, 
told attendees at its 50th anniversary 
annual dinner that business had 
increasingly spoken out on the cru-
cial issue of the EU and the time had 
come “to turn up the volume” by 
speaking out clearly in a language 
which people could understand. He 
stressed that UK businesses were 
looking for the same things as their 
European colleagues, adding the EU 

How EU in/out  
uncertainty will  
affect business
The UK’s relationship with the rest of Europe 
could change profoundly in the space of  
18 months or so. Billy macinnes looks  
at what this could mean for the channel 

could be more competitive without 
the need for treaty change.

In an article written for The Daily 
Telegraph, CBI director-general John 
Cridland warned the referendum pre-
sented the UK with a “stark choice – 
a choice between openness and isola-
tion”. While he accepted that 
business views on EU membership 
were divided, he claimed most of the 
firms in the CBI “believe our interests 
are best served in a reformed EU”. 

Terry Scuoler, CEO of EEF, the 
industry organisation for engineering 
and manufacturing, called for the 

EU referendum

the European Union and pursue 
reform of the European Union for the 
benefit of all member states.” 

The Act for the referendum says it 
must be held before 31 December 
2017 and a date for the referendum 
must be declared by the Secretary of 
State before the end of 2016. The 
question on the ballot paper will be: 
“Do you think that the United 
Kingdom should be a member of the 
European Union?”

Business concerns
It didn’t take long for the business 
lobbying organisations to respond 
to the bill’s announcement in the 
Queen’s speech. 

Katja Hall, deputy director general 
at the Confederation of British 
Industry (CBI), was quoted in The 
Daily Telegraph as saying: “With  
the starting gun on the European 
Union debate having been fired, the 
government must be careful not to 
let it overshadow the rest of its 
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EU referendum
referendum to be held sooner rather 
than later. “The voice of manufactur-
ing is clear – 85% of manufacturers 
want Britain to remain in the EU,” he 
remarked. “The key thing now is to 
get on with the referendum as soon 
as feasibly possible, and certainly 
before the end of 2016, so that we can 
limit the potential fallout for business 
and investment certainty.”

Simon Walker, director general at 
the Institute of Directors, was less 
concerned about the timing, arguing 
the most important thing was that 
“the prime minister gets on with the 
business of negotiating reform”. He 
warned that the “status quo is not an 
option for IoD members, who want 
reform in the way the EU works to 
give individual governments more 
control in managing their labour mar-
kets and economies”.

John Allan, chairman at the 
Federation of Small Businesses 
(FSB) argued it was vital for compa-
nies to “truly understand the busi-
ness case for staying in or leaving 
the European Union”. While the sin-
gle market is important for many 
businesses in the UK, some of them 
are “concerned about the EU’s 
approach in a number of areas, espe-
cially regulation”, he said. 

Allan accepted the referendum 
would “inevitably bring a period of 
uncertainty, which should be 
resolved as soon as possible”, but he 
warned that there had to be “ade-
quate time allotted to fully explore 
the options on the table. Small busi-
nesses must be able to fully under-
stand and participate in the debate – 
discussing the economic case and 
what meaningful reforms are achiev-
able before deciding how to cast 
their vote”.

The CBI’s Cridland made a similar 
call for clarity when he suggested 
“the challenge for those arguing that 
the UK should stay in the EU is the 
same as for those pressing for an exit: 
to offer a clear, evidence-based vision 
for the future”. He outlined five key 
reasons for staying in the EU: access 
to the single market, setting the trade 
agenda, strengthening the city, con-
sumer choice and access to talent. 

He also argued alternatives put for-
ward by opponents of the EU, such as 
adopting the approach taken by 
Norway or Switzerland, didn’t stack 

“let’s be clear – we’re not saying the 
uk couldn’t survive outside the eu, but 
the question is whether it would thrive” 
 John cridland, cBi

up. “Let’s be clear – we’re not saying 
the UK couldn’t survive outside the 
EU, but the question is whether it 
would thrive,” Cridland declared. 
“And those advocating exit need to 
offer a credible and prosperous 
alternative.”

In the absence of clear, evidence-
based visions, the only certainty is 
that business uncertainty will remain 
a cause for concern for the UK – 
which probably explains the desire 
for many to accelerate the referen-
dum timetable. A small number of 
firms, including Airbus, have already 
warned of the dangers of a Brexit to 
investment in the UK. 

EY’s recent 2015 UK Attractiveness 
Survey found that although the UK 
kept its leading position in Europe 
last year for foreign direct investment 
(FDI), many investors identified the 
EU referendum as a major risk.

The survey stated: “With 72% of 
investors citing access to the 
European single market as important 
to the UK’s attractiveness, the refer-
endum has the potential to change 
perceptions of the UK dramatically, 
posing a major risk to FDI. Our sur-
vey indicates that 31% of investors 
will either freeze or reduce invest-
ment until the outcome is known.”

Party politics divided
Whatever uncertainty the business 
community might experience is as 
nothing to what is likely to happen in 
the political sphere. 

David Cameron has made reform a 
substantive part of the UK’s contin-
ued membership of the EU. If he fails 
to gain enough concessions from 
other EU members, it will be hard for 
him to campaign for a ‘Yes’ vote in 
the referendum – unless he tries to 
get away with dressing up minor 
concessions as major reforms. His 
position isn’t helped by cabinet col-
leagues such as foreign secretary 
Philip Hammond stating that Britain 
will vote to leave the EU unless 
European leaders agree to a “substan-
tial package of reform”.

Neither is Cameron helped by the 
fact he has embarked on a fraught 
and difficult negotiating mission 
with many EU leaders who feel no 
obligation to help him out of the hole 
he has put himself in to assuage the 
eurosceptics in his own party and 

blunt Ukip. Whatever he comes back 
with is unlikely to be enough to con-
vert the ‘out’ camp.

When the time comes to campaign 
for the referendum, the only political 
certainty will be that nothing will be 
certain or easy to understand. Some 
Tories will campaign for a ‘Yes’ and 
others for a ‘No’. The same goes for 
the Labour Party. The ‘Yes’ and ‘No’ 
camps will not be demarcated along 
party lines. The reasons for support-
ing or opposing the referendum will 
be diverse and diffuse. It may well be 
that in the aftermath of the referen-
dum, depending on the result, the 
parties fracture permanently into 
their own pro and anti-EU camps. 

Sadly, the plea from the FSB’s 
Allan for the process to help compa-
nies arrive at an understanding of 
“the business case” for staying in or 
opting out of the EU is unlikely to be 
heeded as both sides resort to propa-
ganda and emotion to advance their 
cause. If Scotland’s Independence 

referendum is anything to go by, fear, 
uncertainty and doubt is likely to be 
the order of the day.

The Scottish element
Ah yes, Scotland. There’s another 
unintended consequence of the EU 
referendum that threatens to cause 
more political and economic disrup-
tion and upheaval, possibly leading 
to the break-up of the UK. 

The UK government has stated 
leaving the EU only requires a major-
ity of UK voters to vote against EU 
membership. The government in 
Scotland, which is far less euroscep-
tic than England, argues that if voters 
in Scotland choose to stay in the EU, 
the country should not be taken out 
of the EU against its wishes. 

Scotland’s first minister Nicola 
Sturgeon has proposed a measure 
that the UK should not be able to quit 
the EU unless there is a majority for it 
in all four constituent parts of the 
UK: England, Scotland, Wales and 

if David cameron fails to gain 
enough concessions from other eu 
members, it will be hard for him to 

campaign for a ‘yes’ vote in the 
referendum – unless he tries to get 

away with dressing up minor 
concessions as major reforms
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EU referendum
Northern Ireland. If the UK govern-
ment persists with its current 
approach, there is a very real pros-
pect, in the event of an overall vote 
against EU membership, that 
Scotland will launch another 
Independence referendum. The odds 
on it being passed are likely to be 
much shorter in those circumstances.

Post-referendum landscape
While much of the focus has been on 
what will happen between now and 
the referendum, little attention has 
been devoted, so far, to the conse-
quences if it delivers the worst of all 
worlds by ending with a vote to stay 
‘in’ but with a majority of less than 
15% or so. 

This could very well happen if 
Cameron fails to get much change 
from his European counterparts, 
making the likelihood of an over-
whelming vote in support of EU 
membership remote. Instead, the UK 
could end up with a tepid, half-
hearted endorsement.

Without a convincing victory for 
the ‘in’ camp, the UK could be left 
with the nightmare scenario of a 
“Neverendum”, where the ‘out’ camp 
continues to campaign for re-runs of 
the referendum until it gets the 
desired result. The fact is that the ‘in’ 
side needs to gain a healthy majority 
to win, but the ‘out’ side only needs 
to win by one vote. It could well be 
that, instead of a period of uncer-
tainty that concludes at the end of 
2017, the UK finds itself trapped in 
an eternal campaign over its member-
ship of the EU.

What about the channel?
Set against such big issues it might 
appear parochial to ask the question, 
What about the channel? It’s intrigu-
ing that so few IT companies appear 
to have given much thought to the 
effects of the EU referendum, either 
in the run-up to the vote or the conse-
quences in the event of a vote to leave 
the EU. At least not in public. 

Finding any company willing to 
comment is almost impossible. 
Those you might feel would have an 
interest in a vote which could have a 
material effect on the way they do 
business, particularly pan-European 

distributors and vendors, remain 
tight-lipped and unable to comment.

Does this mean they aren’t looking 
at the potential effects at all? That’s 
highly unlikely. Not when they know 
the UK’s relationship with the rest of 
Europe could change profoundly in 
the space of 18 months or so. 

It’s possible some of them may 
become more willing to provide 
some comments closer to the vote 
itself, especially if they feel it might 
have consequences for their UK and 
European strategies. In the mean-
time, they appear to be keeping their 
heads down and waiting to see how 
things develop.

Luckily, not everyone is being 
so circumspect. Ian Tomlinson, 
CEO at Cybertill, believes that if 
Brexit occurs, it will have an effect 
on the entire channel, including 
pan-European distributors, niche 
distributors and resellers. While 
he believes many pan-European 
distributors already have plans in 
place in the event of an ‘out’ vote, 
Tomlinson adds: “It would certainly 
add to their overheads, eroding their 

margins, which consequently would 
see prices rise.”

Many vendors have EMEA offices 
and distribution centres in mainland 
Europe, but those located in the UK 
“could very easily make the decision 
to relocate, so they are within the 
EU”. US vendors might relocate their 
EMEA head offices to the continent, 
leaving a smaller footprint in the UK. 
“That said, the UK economy is the 
sixth largest in the world, and with 
our economy growing and the EU 
stagnating you may see a staged with-
drawal until the EU is growing 
again,” says Tomlinson. He adds that 
Brexit would weaken the UK’s politi-
cal clout with the US “as it would not 
be in a position to effect and direct 
EU policy”.

Tomlinson says it’s also possible 
prices could go up overnight as it 
would become more expensive to 
sell into the UK: “There would cer-
tainly be some currency fluctuations 
which would affect the price, 
although it could also damage the 
euro as well as sterling. It would also 
make it more difficult for smaller dis-
tributors in the UK to sell into EU ter-
ritories unless they already have 
offices [there].”

He also expects Scotland to vote 
for independence if the UK leaves 
the EU. “With that in mind you 
might see some northern businesses 
move north of the border to ensure 
they could still trade freely with the 
EU,” he says. 

Jerome Laredo, EMEA and Asia 
vice-president at Lightspeed POS, 
pulls no punches, describing Europe 

as an important economic power-
house and stressing that the ability to 
share talent, travel for education and 
simplify trade between countries 
shouldn’t be underestimated. “Some 
of the extreme views that support 
leaving Europe can be quite short-
sighted,” he says. 

Laredo cites a recent study from 
the UCL Centre for Research and 
Analysis of Migration (CReAM) 
which found migrants paid more in 
taxes in the UK than they received in 
benefits. “Beyond that point, the UK 
– because of its vibrant and dynamic 
market – has attracted loads of great 
talent from all over Europe, which is 
key for the growth of companies in 
the technology sector,” he argues. 

“The threat of a Brexit and the pos-
sibility of having to fill out visa appli-
cations for technical migrants should 
be enough to get people worried as it 
will slow growth. Exiting Europe 
won’t necessarily bring more jobs for 
UK nationals, it will just make the 
country less attractive as a tech devel-
opment and delivery hub.”

Tomlinson argues that leaving the 
EU may not reduce the hated bureau-
cracy that so many of its opponents 
are keen to eradicate, but could actu-
ally “add red tape and bureaucracy to 
dealing and selling to the UK, whilst 
also weakening the UK channel’s bar-
gaining power”. 

Laredo agrees: “Red tape needs to 
be reduced in Brussels for sure. But I 
actually think a Brexit would usher 
in an ocean of it for tech businesses 
and end up having a negative net fis-
cal contribution.” ■

“There would certainly be some 
currency fluctuations which would 
affect the price, although it could also 
damage the euro as well as sterling” 
ian Tomlinson, ceo at cybertill
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“exiting europe won’t 
necessarily bring more jobs for 
uk nationals, it will just make 
the country less attractive  
as a tech development  
and delivery hub”
Jerome laredo,  
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Ever since Google Glass and 
the Apple Watch became 
objects sought after by those 
early adopters who just 

“have to have” the latest gadgets, 
questions have been raised about 
how much potential opportunity the 
whole wearable devices craze could 
deliver for the channel.

Initially, the focus was on existing 
products, such as the headsets used 
in the corporate market, using them 
as illustrations of wearable devices 
that had been sold by the channel 
already.

But there is a lot more excitement 
around the latest products, which 
raises the question once again – just 
what potential do these devices hold 
for resellers?

Nicko van Someren, CTO of Good 
Technology, believes smartwatches 
are going to be used for business pur-
poses, whether businesses like it or 
not. “The use of smartphones in busi-
ness started the same way, and we 
expect the same to happen with 

same for business productivity infor-
mation and we expect other business 
software vendors to start doing the 
same,” adds van Someren. 

Smart success
The key to success for the smart 
device, says van Someren, is more 
around the information that it can 
provide the user. With limited 
screen sizes the next wave of weara-
bles will need apps that can meet 
business user needs to be accepted 
in the enterprise.

“The headline information – 
where you go, who you meet with, 
what subject you are talking about 
and with whom – is all valuable 

Get ready for a  
run on wearables
Wearable devices are poised to enter the enterprise in a big 
way, so the sooner the channel makes a move to support 
these modern devices, the better positioned they will be to 
meet growing business demand. Amro Gebreel reports

business intelligence, even if you 
don’t get see entire emails or grab 
copies of databases,” he says.

That shift towards getting the most 
out of the device and working within 
its limitations is already happening, 
according to Javier Peralta, UK coun-
try manager for mobile customer rela-
tionship management (CRM) soft-
ware vendor ForceManager.

“A great deal of native mobile solu-
tions have been developed for and 
deployed by businesses, and there 
will be a great deal of interoperability 
between native mobile applications 
and wearable devices. For example, 
ForceManager has already released a 
wearable-optimised version of its 
mobile CRM solution for a range of 
smartwatch devices,” he says.

“With Forrester reporting that 68% 
of organisations view wearable tech-
nology as a priority to their business, 
this presents the channel with two 
clear opportunities. First, to assist 
with the migration of existing mobile 
applications to wearable devices; and 

the wearable tech pitch

wearables. The big difference is that 
we have already thought about many 
of the implications and we will be 
able to be more secure and savvy with 
our support and offer that to them 
swiftly,” he says.

“The trend for apps on wearables 
will move towards a more contextual 
user experience. The screens on 
smartwatches can’t show you very 
much information so you need to 
make sure that they show you the 
right information, at the right time 
and in the right place. Many of the 
consumer demos we have seen for 
these devices focus on the timely 
delivery of your personal and social 
information; we are already doing the 
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The next wave of wearables will need 
apps that can meet business user 

needs to be accepted in the enterprise
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second, the opportunity to upsell 
with built-for-wearable products, 
both in terms of devices and applica-
tions,” he adds.

Another factor in the success of 
wearables, and a major influence on 
the prospects of success for the chan-
nel, is the vertical market that the 
products are being sold into. There 
has already been a strong take-up in 
some areas, including health, which 
are already presenting resellers with 
chances to make revenue.

Andy Litherland, vice-president of 
European channels at Avaya, warns 
resellers not to view wearables as 
some sort of “geek fad”.

“Resellers ignore wearables at their 
peril. The market opportunity is very 
real and we will see it scale very 
quickly. The sales opportunity comes 
from two places. First, in organisa-
tions – some verticals are adopting 
wearable technology faster than oth-
ers, particularly where there are clear 
use cases, like the health and fitness 
industry,” he says.

“Second, from consumers – for 
whom the Apple Watch and its pleth-
ora of copycats will provide their own 
portal to unlimited information, social 
calendars and entertainment, all 
strapped to their wrists: the ultimate 
in functional convenience. With con-
sumers increasingly choosing conven-
ience over price, wearables provide a 
huge business opportunity for organi-
sations to deliver a genuinely differen-
tiated and personalised customer 
experience,” he adds.

That consumer information could 
provide organisations with a chance 
to gain even more insight into cus-
tomer reaction to their products and 
services, and could increase the 
opportunity to provide higher levels 
of service, once the user has given 
permission to share that information.

Managing wearables
In the meantime, the focus for most 
firms will be trying to work out a 
strategy to cope with the emergence 
of more wearables in the corporate 
environment. Once the wearables 
get into the office there are then 
more opportunities for the channel 
to help deal with their impact. This 
spending is more of the traditional 
investment that resellers might 
expect when new technology that 

“Resellers ignore wearables at their 
peril. The market opportunity is very 
real and we will see it scale quickly” 
Andy litherland, Avaya

poses security and bandwidth issues 
arrives in the workplace. It might not 
be money directly from selling the 
wearable device, but it is still some-
thing for the channel to go after.

“The real challenge and opportu-
nity for the channel lies within 
BYOD [bring your own device] and 
working with customers to update 
policies and technologies to take into 
account wearables. As businesses 
start to see staff bringing Apple 
Watches into the workplace, there is 
opportunity for the channel to pro-
vide consultancy, services and train-
ing, as well as selling complementary 
products,” says Alessandro Porro, 
senior vice-president at Ipswitch.

“I’d urge resellers not to just think 
product, and to think about more of a 
broad package to address ‘wear your 
own device’ (WYOD). Customers will 
be a step ahead of regulators and any-
one with malicious intent. If 

managed well, it will ensure weara-
bles do not become an issue for a 
business. Any business that handles 
sensitive information, such as finan-
cial, legal and healthcare organisa-
tions, will be quick to listen,” he 
adds. “Just as it marks a major turn-
ing point in the adoption of wearable 
technology, it also marks a new chap-
ter in opportunity for network perfor-
mance monitoring and security.”

Think ahead
The overall consensus seems to be an 
expectation that in a matter of just a 
few years, wearable technology will 
have become an issue for the enter-
prise. The advice is for the channel 
to get ready now for what is coming 
and to be open-minded about the 
potential opportunities the technol-
ogy could deliver for them.

“Resistance to wearables will give 
way to their acceptance and wide-
spread use, as companies realise that 
anyone who needs instant access to 
data and collaborative communica-
tion can benefit from business-ena-
bled wearables. This means the 
quicker channel companies make 
their move to wearables, the better 
positioned they will be to meet busi-
nesses’ hunger for these new solu-
tions,” says James Kershaw, sales 
director at Colt.

“However, as with the cloud, 
some channel companies are not 
always quick enough to respond 
to new business prospects. Some 
channel players have been cautious 
in the introduction of new cloud 
services, and as a result are seeing 
customers flock to their cloud-ready 
competitors instead. Wearables 
is their chance to get back in the 
game,” he adds.

Kershaw’s advice is to keep a close 
eye on developments to try to iden-
tify which vendors are going to 
emerge with enterprise-friendly 
products – though no one yet knows. 

“Channel organisations have the 
opportunity to be seen as trusted 
advisors for businesses looking to 
become early adopters of wearables, 
and to increase revenues from their 
existing customer base. If channel 
players are aware of the risks and 
opportunities around wearables, they 
will be able to expertly advise cus-
tomers on how to make the most of 
these technologies, help businesses 
make well-informed decisions, and 
offer commercial operations flexibil-
ity that increases customer loyalty. 

“In short, wearables offer channel 
partners the chance to become indis-
pensable to their customers and lead 
the way in the disruptive IT market,” 
he concludes. ■

R
yA

N
k

IN
g

99
9/

IS
TO

c
k

the wearable tech pitch

http://www.microscope.co.uk


Daily channel news at MicroScope.co.uk july 2015 | 10

Tax collectors have had a 
pretty bad press over the 
ages. Often that’s been for 
good reason, but every once 

in a while you come across some-
thing which makes you stop and 
think whether they may not be all 
bad. One such effort was put out by 
HM Revenue & Customs just before 
Christmas last year, in the form of a 
publication called Supporting small 
business: Making tax easier, quicker 
and simpler. One notable absence 
from that list of improvements was, 
of course, “cheaper”, but you can’t 
have everything, can you? 

But what about its claim? Can 
HMRC actually make tax easier, 
simpler or quicker? Much to the 
surprise of many small business 
owners, the answer to all three 
questions can actually be “yes” – and 
hidden away in the HMRC report 
there are even links to services that 
can help you make more profit in the 
first place (on which more tax will, 
naturally, be due). 

So here, then, are the details of 
what HMRC can do to actually help 
business. Once you’ve saved time 
using one of the services listed here, 

get some additional help with the 
costs through research and develop-
ment relief. You’ll need to be doing 
something which advances the state 
of knowledge in your field, but the 
definition is broader than you might 
think, and the dedicated HMRC 
teams working on this are genuinely 
keen to help small business get the 
help that’s available. It’s a pretty 
broad field, and big businesses 
have had grants for everything from 
reducing the salt content in breakfast 
cereals to finding out why the nose-
wheels on one particular airline’s jets 
were prone to failure. 

While there are going to be some 
curbs on the scope of claims follow-
ing the Autumn Statement and the 
general election, on the plus side the 
government is looking at boosting 
even further the support given to 
small and medium-sized enterprise 
(SME) claimants to help access the 
available tax reliefs. 

A helping hand from the taxman?
Jason Piper details the support Her Majesty's Revenue & Customs is offering to small businesses

Annual investment allowance
Not so much an HMRC initiative 
as a feature of the tax system, but 
it’s worth remembering that if you 
invest in plant or equipment for your 
business then the first £500,000 will 
qualify for a 100% tax deduction in 
year one – so many new businesses 
will not need to keep tax records of 
their assets at all (though there are 
good reasons for keeping accounting 
records of assets). 

Employees
Employment allowance
Once you’ve got an employee, you’ll 
need to pay Class 1 NICs on their sal-
ary… or not, if the NICs is less than 
£2,000 – and the first £2,000 is offset 
for pretty much all employers, how-
ever big or small. 
 
Business matters
Business growth
Having some support from an expe-
rienced guide can be a great way 
to help your business grow, or just 
maintain its performance in dif-
ficult times. Often your accountant 
can help – after all they’re likely to 
be a small business like you and to 

tax lessons

re-invest that in reading over the full 
paper though – you never know what 
else might leap out at you, especially 
if your circumstances are a little more 
specialised; we can only look at the 
mainstream items here. 

Record-keeping/expenses
HMRC calculators and tools
As with any tool, you need to be 
careful how you use these tools from 
HMRC, but from the first (HMRC 
Tax Checker) to the last (Certificate 
of Tax Deposit Interest Calculator) 
there’s value to be had. It’s a long 
list of tools, and some of them are 
pretty specialised, but tools like the 
Pension Annual Allowance Checker 
or PAYE Tax Calculator can help give 
peace of mind.

R&D tax allowances
Most likely you operate via a limited 
company, so if you make or develop 
anything at all you may be able to 

S
TO

c
k

N
S

h
A

R
E

S
/I

S
TO

c
k

http://www.microscope.co.uk
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/385224/Supporting_Small_Business_-_making_tax_easier__quicker_and_simpler__HMRC_.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/385224/Supporting_Small_Business_-_making_tax_easier__quicker_and_simpler__HMRC_.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/385224/Supporting_Small_Business_-_making_tax_easier__quicker_and_simpler__HMRC_.pdf
https://www.gov.uk/corporation-tax-research-and-development-rd-relief
https://www.gov.uk/corporation-tax-research-and-development-rd-relief
https://www.gov.uk/capital-allowances/annual-investment-allowance
https://www.gov.uk/employment-allowance
https://www.gov.uk/employment-allowance
http://www.mentorsme.co.uk/
http://www.mentorsme.co.uk/
https://www.gov.uk/hmrc-tools-and-calculators
http://bit.ly/14sUOuU
http://bit.ly/14sUOuU


Daily channel news at MicroScope.co.uk july 2015 | 11

tax lessons
have faced the same problems with 
cashflow, rules and regulations and 
the like, so they’ll understand where 
you’re coming from. 

If you’re using a properly qualified 
accountant, they’ll link that experi-
ence to a guaranteed level of knowl-
edge and ethical behaviour (or be 
subject to investigation by their regu-
latory body if they don’t). But if you 
need something more specialised, or 
a more independent voice who might 
have more “off the wall” ideas, then a 
business mentor can be worth con-
sidering. There’s a huge network 
around the country, and if you’re 
interested in running your business 
properly, they’ll be thinking like you 
and keen to help.

Exporting outside the UK
In the 2014 Autumn Statement, the 
chancellor announced a package of 
measures to help first-time and SME 
exporters sell their products and 
services overseas, including £20m to 
pay for an increase in the number of 
international trade advisors to help 
exporters, tailored support to help 
5,000 companies per year access new 
markets through the internet, and 
funding to double the attendance at 
international exhibitions by SMEs. 

If you’re in a position to export, the 
government wants to try to help, and 
it supports initiatives like the 
OpenToExport website, which is a 
free forum for exporters to share ques-
tions and answers about everything 
from shipping waste rubber to China 
to whether you should translate price 
lists for overseas trade shows. 

Dealing with HMRC
Can’t pay your tax bill?
Things don’t always go as planned, 
and you might find that you can’t 
settle a tax bill that’s due or expected. 
HMRC does acknowledge that put-
ting an otherwise viable business 
under just for the sake of a single 
tax bill makes no sense, and would 
rather have you paying off a little bit 
each month while you get back on 
your feet than put you out of busi-
ness. So if you see trouble ahead (or 
realise that you’ve missed a liability 
altogether and can’t settle it), then 
call the Business Payment Support 
Service as soon as possible. To be 
fair, they may not always be able to 
arrange instalments or deferral – but 
one thing you can be sure of is that 

hmRc is working hard on trying to 
improve the information that you can 
see online about your tax affairs

if you just ignore HMRC and hope it 
will go away then it will have to treat 
you as if you’re deliberately not pay-
ing tax. 
 
Disagreeing with HMRC
One of the biggest issues account-
ants find with HMRC disputes is that 
taxpayers can end up simply being 
worn down – HMRC can seem to 
have limitless time and resources 
to dig its heels in and wait for the 
other side to give in during a dispute. 
Traditionally, the only way out of an 
impasse is appeal to the tribunal, but 
that can be a daunting and expensive 
(or totally uneconomic) prospect. 
However, now if you think HMRC is 
being unreasonable you can, in some 
cases, apply for alternative dispute 
resolution. Your case will be passed 
on to an independent mediator who 
will try to break the logjam and move 
things on to a resolution without 
the need for expensive court action. 
They won’t give you an answer, but 
they will try to focus on where the 
problems are, and get you and HMRC 
talking again to reach an acceptable 
answer. Even if you can’t ultimately 
agree, the process of discussing all 
the issues is likely to make preparing 
for a tribunal hearing quicker and 
cheaper in the long run.
 
Going online
HMRC is trying to move things 
online generally, and if you can take 
advantage then you should. It runs 
a number of schemes to send you 
email reminders of important dead-
lines, and if you think you’ll have 
time to read them you can sign up for 
a wide range of newsletters as well. 
It is also working hard on trying to 
improve the information that you, 
and your accountant, can see online 
about your tax affairs. 

One notable feature of the current 
wave of HMRC software develop-
ment is that it’s rolling it out a bit at a 
time, and responding to what it is 
told are the most pressing issues. So 
on the agent services front, it has pri-
oritised PAYE records to help 
employers handle issues arising out 
of real-time information (RTI). It is 
also converting all of its forms to 
“iForms”, which are interactive pdf 
forms that you can use to submit your 
claims or elections for tax. Again, 
HMRC has started with the forms that 
people found most troublesome on 

paper, and they’re designed to be 
responsive so that where bits of the 
form are optional they remain hidden 
until you answer a question that trig-
gers the need for them. 

There’s also a vast number of webi-
nars, videos and other materials on 
the HMRC/Gov.uk websites, but it’s 
probably worth making sure you 
focus on the specific support and 
guidance materials that will help 
your business. 

If you provide digital supplies
Unfortunately, it’s not all good news. 
If you supply of digital services 
(which includes things like video 
on-demand, downloaded applica-
tions (apps), music downloads, 
gaming, e-books and software) then 
since 1 January 2015 the official EU 
VAT rules require you to register for 
VAT in every territory you sell your 
products to, and account for the 
VAT properly there – regardless of 
whether you are registered for VAT in 
the UK or not.

HMRC has put in place something 
called the VAT Moss (VAT Mini One 
Stop Shop), which ought to make 
some aspects of the registration eas-
ier, but the fact remains that if you 
sell digital services you need to be 
able to prove that the possible VAT 
implications have been dealt with – 
that is to say you’ve either registered 
for VAT as required, or can prove that 
you didn’t need to. 

The only ways you can prove you 
didn’t need to register are either by 

getting enough information about 
every one of your customers to be 
certain they’re in the UK, or by pro-
viding your services through a third-
party agent who does all the checking 
for you. You can’t simply refuse to 
sell outside the UK, as that’s discrimi-
nation under EU law. 

The information gathering is a 
double headache – because even if 
you can face gathering all the details, 
what you’ve collected will constitute 
“personal information”, storage of 
which involves registration with the 
Information Commissioner’s Office – 
and you have to store it, securely, for 
years. On the other hand, selling 
through a third party is unlikely to be 
terribly attractive, because they will 
(ironically) almost certainly be one of 
the huge online multinationals that 
the rules were changed to deal with. 
At the very least, they’ll charge you, 
and there’s nothing to stop them 
imposing other conditions as well. 

The rule changes have been in the 
offing since 2008, and the EU was 
unsurprisingly not minded to change 
them. However, they acknowledge 
that the lack of publicity at national 
levels (this has been an issue across 
the whole of Europe) has caused dif-
ficulties for micro-businesses. This is 
definitely one area where everything 
in the tax garden definitely isn’t rosy 
for micro-businesses. ■

jason Piper is technical manager for Tax and 
Business law at the Association of chartered 
certified Accountants.
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opinion

Life beyond Windows Server 2003
Support for Windows Server 2003 ends this week. Businesses that haven't already migrated away  
from the software need to act fast to remain compliant and secure, says Phoenix IT's mark scaife

upgrade, it is important to note that 
migrating applications to WS2012 
can often take several months. 
However, with WS2012 being the 
first cloud-aware Microsoft operating 
system, migrating now will make 
future moves and integration into the 
cloud simpler.

Move to the cloud 
The other realistic option for a 
business looking to move away 
from WS2003 is to make the jump 
straight into the cloud, or adopt a 
hybrid model. A number of cloud 
options are available to businesses, 
from Microsoft’s Azure to Phoenix’s 
platform-as-a-service (PaaS) 
CloudSure UK. 

Shifting business operations to the 
cloud has many benefits, including 
enhanced protection from business 
disruptive events, lower cost set-up 
and freeing up IT staff to focus on 
areas of the business other than rou-
tine maintenance and monitoring.

However, this transition does not 
come without some hurdles to jump. 
It is important to remember that it’s 
an application migration, not an 
operating system upgrade. 
Examinations are required to evalu-
ate your workloads, build a clear 
strategy, train staff and engage with 
business leaders where required. 

Expert advice
While WS2003 end of life has 
become a major headache for many 
businesses in the UK, there are real 
benefits for companies looking to 
upgrade their IT or take advantage of 
the rapidly evolving cloud. 

It is important for businesses to 
keep in mind that it takes time to 
come up with a plan, as well as for 
the actual migration process itself. 
Also, it is not just a decision for IT 
departments to make – a board-level 
consideration is required. 

Companies that are unsure as to 
how WS2003 end of life will affect 
their business are strongly recom-
mended to set up a consultation with 
a trusted IT services provider that 
will help them understand their 
choices and select the best migration 
option for their business. ■

enterprise software

M icrosoft will end support 
for its legacy Windows 
Server 2003 (WS2003) 
in just a few days’ time. 

This 14 July cut-off has been widely 
discussed in recent months, and is 
recognised in the IT community as 
the turning point for business IT.

However, the number of businesses 
that have not yet woken up to this 
issue remains high, with an estimated 
nine million servers still running 
WS2003. Companies that want to 
keep their business secure and com-
pliant still have time to make a 
change, and have a number of options 
to choose from. They can continue to 
use WS2003, they can migrate or 
upgrade their servers, or they can 
move to the cloud. These options are 
discussed in more detail below.

Continue using Windows 
Server 2003
It is possible for a business to con-
tinue running WS2003 after the last 
free patch is put out on 14 July. 

If your business is in a regulated 
industry, however, you will no longer 
be compliant, as government regula-
tions specify that company servers 
have to be run on a supported sys-
tem. Insurance companies have also 
told client companies they have to 
work in secure environments. 

Although it would be possible for 
some smaller companies to continue 
running WS2003 for up to six months, 
this is not advisable as the server will 
be more vulnerable to security 
breaches. Customised support for 
patching critical security breaches 
will be available from Microsoft, but is 
estimated to cost hundreds of thou-
sands of pounds a year. 

Upgrade or migrate  
your servers 
Hardware in the IT industry generally 
has a three-year lifespan, and most 
servers running WS2003 are four to 
eight years old. This leads to another, 
more viable option for businesses, 
which is to upgrade their servers and/
or migrate to a more advanced physi-
cal or virtual operating system, such 
as Windows Server 2012. 

This may be a good option for a 
company looking for an opportunity 
to conduct a whole business upgrade. 
If you are planning a complete server 

mark Scaife is head of technical 
development at Phoenix IT.

While Windows server 2003 end of life 
has become a major headache for 
many businesses in the uk, there are 
real benefits for companies looking to 
upgrade their iT or take advantage of 
the rapidly evolving cloud

http://www.microscope.co.uk


Daily channel news at MicroScope.co.uk july 2015 | 13

community

“Now iT has taken 
on more job 
responsibility, 
employers expect 
more from their 
employees” 
carl Plant, biTjAm

readers’ letters

Embracing evolution
carl Plant, cEO, bITjAm
There is little doubt that IT has pen-
etrated all areas of the job market – 
from low-skilled jobs to white-collar 
professions. In the majority of cases, 
however, this has been a steady evolu-
tion rather than a computer uprising, 
as it’s so tempting to portray it. 

The IT evolution has led to many 
job roles evolving in turn. For exam-
ple, bookkeepers no longer sit at 
desks inputting numbers to a data-
base – online accounting software 
does it for them, while they focus on 
decision-making. Instead of making 
them less employable, IT has made 
them more free, allowing them to 
work more flexibly.

Job titles are no longer one-track. 
Employees are expected to have ter-
tiary skills in other related areas. In 
fact, it’s often these secondary skills 
that make them more employable 
over their less adaptable peers.

That’s not to say there are no spe-
cialists any more, but now IT has taken 

on more job responsibility, employers 
expect more from their employees.

If we were to look at how design 
has changed over the past decade, 
we’d see that 10 or 15 years ago there 
were two distinct types of designer. 
The creative graphic designer and the 
technical web designer did different 
jobs – the former would create your 
logos, branding and advertising, 
while the latter would write the code 

to build your website. These two 
antipodes, or so it seemed, didn’t 
mix; there were no hybrids. It was 
the classic left brain, right brain 
dichotomy. But flash forward to the 
current day, and modern designers 
are expected to do it all. This is partly 
due to the fact IT has reduced the 
need for coders, as there are now pro-
grams out there that can do it for you.

IT has lowered the barriers to 
many jobs that used to be considered 
specialist. It has thrown open the 
doors of careers that were previously 
only for the highly skilled, and freed 
workers from the boundaries of their 
job titles. Far from fearing IT taking 
our jobs, we should be embracing it – 
and the sooner the better.

Is the snoopers’ charter  
making you nervous?
Ed macnair, cEO, censorNet
I’m sure I’m not alone in thinking the 
“snoopers’ charter” really isn’t good 
news for the technology industry. 
You only have to look at how quickly 

Adrian crawley, regional director uk and Ireland, Radware
Your piece Channel playing increasing role in delivering SME security included a great truth – namely that a breach is 
pretty much inevitable. No company is immune from cyber attacks and there’s no doubt it is an opportunity for the 
channel.

But as I look at how the channel is approaching the challenge, I worry that too few are taking their own security 
seriously. Off-the-record chats have indicated it’s because security is perceived as too costly and the operating 
expenditure puts proposals at risk of being thrown out because they don’t come in on budget.

As a regional director working with companies of all sizes and in a wide range of sectors, I appreciate that cost will be 
an objection – it’s what I’d expect from a responsible CIO. But I also see that boardrooms aren’t closing deals on cost 
alone. The minute they sign on the dotted line they are putting their company reputation in your hands. They are 
expecting you to be secure, and if you are a managed service provider it should be the hygiene factor.

I believe it is possible to build a business model that includes your expenditure for security and delivers peace of mind 
for your clients. Indeed, in failing to give this assurance you’ll likely find that you will be the one having sleepless nights. 

So I’d encourage any channel partner buoyed by this news and intent on chasing the lucrative growth opportunity to 
really consider their position in the security supply chain and be honest about how fragile their own operations are. You 
can’t sell something unless you believe in it. People buy stories of experience and expertise, and those that will be 
successful will be the ones that not only talk the talk, but walk it too.

Make your own business a security exemplar 
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technology companies are moving 
out of the UK to realise how it’s mak-
ing corporations nervous.

Of course, we are used to a certain 
level of surveillance – the govern-
ment has had sufficient powers for 
years and we are already the most 
surveilled society in the world 
through CCTV. Plus, GCHQ and the 
NSA have had access to our emails, 
web browsing activity and phone 
calls for years – yet we’ve still been 
victims of terrorism. But, unless you 
use very strong encryption, then tech-
nology businesses should expect that 
all of their communications will now 
be read and, if necessary, acted on.

This charter is clearly taking it one 
step too far. If this bill is passed into 
law, we’ll almost certainly witness a 
huge exodus of technology compa-
nies as they head overseas – a worry-
ing prospect for UK businesses. ■

› send your letters and comments 
to squicke@techtarget.com
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you never know where it may lead 
you in the future.

what advice would you give to 
someone starting out today in it?
It would be the same as advice as I 
would have given someone starting 
out in printing in the 17th century – you 
need to have a clear idea of what it 
is your customers want and how to 
deliver it. Above anything else, you need 
perseverance and a belief in what you 
are doing.

what’s running on your smartphone?
Aeroweather, which allows me to pick 
up observations and weather reports 
for airports around the world – vital 
information before I fly my plane. Also 
the jazz fm app, which allows me to 
pick up the station wherever I am, since 
it was taken off digital radio outside the 
m25 circle. I also have the 28,000 funny 
jokes app, to keep me entertained.

what does the next five years hold 
for the channel?
It is a continued challenge to line up 
customer requirements with the chan-
nel’s ability to deliver. It will become 
increasingly competitive – the best keep 
getting better and if you can’t keep up 
then you will fall behind.

tell us something most people 
do not know about you
I sang for a few years in a four-part 
harmony barbershop quartet.  

what goal do you have to achieve 
before you die, and why?
I’d like to fly my little aeroplane around 
the world. It would be a great challenge 
flying over some huge stretches of 
water – and a very long holiday.

what would be your desert 
island mp3s?
How Long, by Ace; Respect, by Aretha 
franklin; Pick Up The Pieces, by 
Average white Band; Nessun Dorma, 
by Puccini; Stuck In The Middle With 
You, by Stealers wheel; Song for my 
Father, by horace Silver; and Harem 
River Drive, by Bobbi humphrey.

what is the best book you have 
ever read?
Peter f. hamilton’s The Reality 
Dysfunction.

and the worst film you’ve ever seen?
Lost in Translation by Sofia coppola, 
with Scarlett johansson and Bill murray.

what was your first car and how 
does it compare with what you 
drive now?
I bought my first car, a Vauxhall Ventora 
3.3 litre, in 1980. I bought it at night for 
£50 from a bloke staying at the same 
hotel as me who needed to get rid of 
it because his contract had expired. 
It cost me double to insure it for six 
months and I sold it a year later for £75 
after replacing the clutch. I’m now driv-
ing an Audi A8 with the height of tech-
nology and Quattro drive and it couldn’t 
be more different from the Ventora. It 
doesn’t smell of petrol, the clutch works 
and it drives beautifully up hills, unlike 
my first car.  

who would you least like to be stuck 
in a lift with? why, what did they do?
Eric cantona, because I would prob-
ably do him some damage and get into 
trouble. In 1986, he scored the goal at 
wembley against my team, liverpool, 
to win the double and fA cup for 
manchester united. In sporting terms, 
that was the worst moment of my life – 
and it was entirely his fault.

if you could be any animal for a day, 
what would you be and why?
I would be a golden eagle because I 
would love to be able to fly. If it was only 
for a day, I would spend the whole time 
aloft in the sky.

if you could take part in one event 
in the olympics, which would you 
choose and why?
It would need to be boxing, as that is the 
only proper Olympic sport I tried seri-
ously as a young lad.

if you were facing awesome peril 
and impossible odds, which real 
or fictional person would you most 
want on your side and why?
daniel craig, 007, as he always man-
ages to get himself out of trouble. he is 
very cool and a local lad from chester.

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?
my money’s on the bookies – they are 
the only ones making money on this. ■

“The prospect of 
making progress is 
what gets me up 
in the morning”

five-minute interview

tell us what you do for a living.
I’m managing director of Networks  
first, a provider of network services 
for the channel. 

why are you the right person 
for this job?
I know this business really well, having 
spent 17 years in the industry getting 
to know it. I know what we are good at 
and believe in the business to take it 
forward. I can encourage the growth of 
the business, which is ultimately what 
the shareholders want.

what gets you up in the morning?
There is nothing more satisfying than 
making progress. Some days it can be 
relatively minor and other days you can 
take a big step forward. Occasionally 
you have to accept that you’ve taken 
a step back, but what gets me up 
the next morning is the prospect of 
making progress.

what is the best business advice 
you have received?
Always stay in control of yourself and 
never lose your temper unless you 
mean to. Also, don’t make enemies,  
as what goes around comes around.  
It is important to always leave a busi-
ness relationship on a good note as 

Tom Mulvaney
Networks First
MicroScope puts its questions to Tom Mulvaney, 
managing director of Networks First

› click here to read more  
five-minute interviews online
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