
£ 9 . 0 0

I S S U E  2 :  S P R I N G  2 0 1 5

65

95% 35

72

Connected 
future
How the internet of things is driving 
the next industrial revolution

The Microsoft Dynamics team shares its 
intelligent manufacturing operations vision 

SK Telecom explains how it’s providing 
indoor location-based services to customers 

Microsoft’s Anthony Salcito defines the 
future of the education landscape

Former EC Digital Agenda commissioner 
Neelie Kroes on her latest venture

GameStop is harnessing cloud and mobile 
to revolutionise its in-store experience
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www.veeam.com

Veeam® bridges the availability gap by providing 
Availability for the Modern Data Center™, which delivers 

RPOs and RTOs (RTPO™) of < 15 minutes for ALL applications and data.

http://www.veeam.com/
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www.veeam.com/availability

Veeam Availability Suite v8

Veeam Availability Suite™ combines industry leading backup, restore and 
replication capabilities of Veeam Backup & Replication™ with the advanced 
monitoring, reporting and capacity planning functionality of Veeam ONE™. 

Veeam Availability Suite delivers everything you need to reliably protect and 
manage your VMware vSphere and Microsoft Hyper-V environments

http://www.veeam.com/availability
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Putting IoT on the 
political agenda

R E B E C C A  L A M B E R T :  E D I TO R ,  O N W I N D O W S

The internet of things has arrived. For some, the technologies that have come to 
define IoT – machine-to-machine, remote monitoring, sensors, beacons and so 
on – have been embedded in their business processes for years. But, in most in-

stances, IoT is something that is still considered to be relatively new, and it’s only now 
that businesses and public sector organisations are beginning to harness its potential.

The good news is that governments worldwide are starting to explore how they can 
help businesses get their IoT projects underway – something former vice-president 
of the European Commission and commissioner for the Digital Agenda Neelie Kroes 
highlights in an exclusive interview this issue as being pivotal for realising the true 
potential of new technologies and trends.

In the US, the Federal Trade Commission recently released a report laying out some 
best practices for businesses to fully realise the benefits of the internet of things while 
protecting consumers’ privacy and security. 

South Korea’s government has put aside 50 billion won (US$48.87 million) to be used 
over the next few years to seek out new revenue from the IoT industry – of which 37 
billion won is going directly towards developing core IoT technologies. 

In his March 2015 Budget address, the UK Chancellor of the Exchequer George Os-
borne pledged to invest £40 million into internet of things research, describing it as 
“the next stage of the information revolution, connecting up everything from urban 
transport to medical devices to household appliances.”

And according to China’s R&D Center for Internet of Things, the Chinese govern-
ment plans to invest more than US$600 billion by 2020 in IoT and machine-to- 
machine technology. 

So, it seems, the best of IoT is yet to come. It will be interesting to see just how differ-
ent our world will look in the next few years as more companies are given the tools 
they need to embrace this new level of connectivity and tap into a continuous stream 
of real-time actionable data that will make our lives, homes, workplaces and cities 
even smarter and more efficient. 

I hope you enjoy the read.
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N E E L I E  K R O E S

She may have recently retired 
from her position as vice 
president of the European 
Commission for the Digital 
Agenda for Europe, but Neelie 
Kroes’ passion for technology and 
entrepreneurship is stronger than 
ever. We find out more 
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IronKeyTM Workspace.
A secure, Windows 8.1 optimized PC on a Stick.

It doesn’t just go in your PC, it is your PC. IronKey Workspace solutions 
deliver a high performance, high security platform for enterprise  
Windows To Go deployments featuring military-grade security, device 
management and provisioning to securely outfit a workforce on the go.  

Find out more at www.ironkey.com/wtg

™

http://www.ironkey.com/wtg
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22
3 0   Cows, babies and cars  

Damianos Soumelidis explains why the advantages of 
IoT far outweigh the disadvantages

3 1   Fujitsu  
We discover how the IT organisation is achieving a ‘one 
company’ vision with Avanade’s social application

1 2 8   T H E  L A S T  W O R D  
Aberdeen Group’s Peter Ostrow on the future of 
social interactions in business

2 2   C O V E R  S TO R Y 
Peter Cluskey explores how businesses 
are harnessing the internet of things 
to better serve their customers, 
accelerate product innovation and 
achieve massive cost savings

2 8   Is your data centre ready for IoT?  
Polina Vasilyeva highlights 
the importance of a reliable IT 
infrastructure for supporting IoT

3  W E L C O M E

1 2  M A R K E T WATC H

A roundup of key updates from Microsoft and 
its partners, including more on what’s to come 
at this year’s Hannover Messe, top features in 
Windows 10 and much more
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3 4  Redefining business models 
Microsoft’s Rikke Helms on the new 
face of the telco industry

3 6  Going global SK Telecom brings 
indoor location-based services to 
customers worldwide

3 8  Sporting highlights Why 
broadcasters rely on Azure Media 
Services to stream live events

4 0  Distributech/InvestorCom 
Increasing IT availability with Dell 

F I N A N C I A L  S E R V I C E S

4 4  Innovation in insurance with 
IoT Tony Jacob on using smart 
meters and devices 

4 6  Growing in a global market 
Lindsay James charts the evolution of 
retail banking association Efma

4 9  Lone Star National Bank Dell 
SecureWorks team helps prevent 
data breaches

M A N U FA C T U R I N G  &  R E S O U R C E S

5 4  Connected and intelligent 
The Microsoft Dynamics team 
and partners highlight the value 
of harnessing technology to better 
engage customers

5 8  Putting IoT into practice in 
manufacturing Sanjay Ravi explains 
how manufacturers are unlocking 
business value 

6 0  IoT starts with collaboration 
Johannes Petrowisch on bringing IT 
and automation together

6 2  The edge of intelligence 
Simon Pontin explains why smart 
grid technology is key to progression

6 4  Sailing to success 
Rebecca Gibson finds out what will 
help the Ben Ainslie Racing team win

66 The future of manufacturing 
Mirko Baecker introduces the trends 
driving change in manufacturing

6 7  Industry 4.0: learning how 
to prepare Mike James on how 
businesses can adapt

M I C R O S O F T  E D I TO R I A L 
A D V I S O R Y  B O A R D C O N T E N T S

OnWindows is produced with 
the support and guidance of 
the Microsoft editorial advisory 
board, with representation across 
multiple industries:

5 0  Taking control Michael Witt 
highlights the value of taking 
advantage of an SaaS model in the 
insurance industry

John Burchett
Director, Worldwide 
Industry Marketing

Connie Dean
Audience Marketing, 
Worldwide Communications 
and Media
 

Paul Hart
Director, Government 
Marketing

Shagun Lal
Audience Marketing, 
Worldwide Manufacturing 
and Resources

Andrew Longstaff
Audience Marketing, 
Worldwide Financial Services

Rebecca Needham
Audience Marketing, 
Worldwide Retail and 
Hospitality
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7 6  Transforming the education 
landscape Microsoft’s Anthony 
Salcito defines the future of education

7 8  Modernised board meetings 
Alister Esam explains how to do away 
with paper meeting documents

7 9  Grove City College 
Veeam helps the college protect its 
virtual environment

8 0  JFK Catholic School 
Updating a slow, outdated data centre 
to a virtualised cluster

8 2  Defend and protect 
Defence operations rely on swift 
communication and insight.

8 7  National Taxing Team 
Dynamics CRM helps to handle 
24,000 claims a year

8 8  Cwm Taf Health Board 
Saving money while protecting data

9 8  The return of the store 
Using digital to attract customers

1 0 0  Next-generation store 
How GameStop is harnessing cloud 
and mobile to revolutionise the 
customer experience in store

1 0 4  Capitalising on new trends 
in retail Microsoft’s Worldwide Retail 
GM on new retail opportunities  

1 0 6  Cloud-powered user 
experiences Chad Brown introduces 
Xomni’s omni-channel cloud platform

6 8  JSC LEPSE Improving 
productivity and efficiency with 
Siemens PLM Software

6 9  Argas Addressing backup 
challenges and reducing costs

7 0  Airbus Building the A350 with 
3D software from Dassault Systèmes 

7 1  Tridel Avanade upgrades the 
building firm’s ERP and CRM

7 2   Instron Company moves data 
to Office 365 in just two months

89 Bupa New content 
management system improves 
customer experience

9 0  Machines for living Frederic 
Dot explains how cities can use 3D 
digital models

9 2   Serving the citizen How cities 
can reap the benefits of the cloud

9 4  The mobile working 
revolution Organisations must take 
a fresh approach to BYOD, says 
Nicholas Banks

9 5  Why now is the time to 
modernise Mark Bruneman on 
Windows Server 2003 migration

1 0 8  Enriching engagement Tom 
Nix highlights the value of mobile and 
beacon technologies

1 1 0  Securing a better future for 
EMV FreedomPay is equipping US 
retailers for the 2015 switch

1 1 2  Planning for success A profile 
on JustEnough Software’s Keith Whaley

1 1 4  Why brick is the new black 
Baljit Dail explains why the store 
remains key in omni-channel

1 1 6  Putting insight into CPG 
We explore a new analytics solution 
from Accenture and Avanade

1 2 0  Realising the value of 
data analytics How Intel is helping 
retailers gain actionable insights

1 2 2  SteadyServ iKeg Helping bars 
and restaurants keep on top of their 
beer inventory

1 2 4  Unilever Siemens PLM Software 
provides the framework for product 
innovation at the CPG company

1 2 6  Genoa How Metafile is helping 
a pharmacy save time and money

1 2 7  Husqvarna Group Aligning 
service and sales to boost business

R E TA I L  &  H O S P I TA L I T Y
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Microsoft is the world leader in software, services 
and solutions that help people and businesses 
realise their full potential.

Dell empowers countries, communities, customers 
and people everywhere to use technology to realise 
their dreams.

Veeam provides solutions that deliver Availability for the 
Modern Data Center, which provides recovery time and 
point objectives of < 15 minutes for all applications and data.

S P O N S O R S 

P U B L I S H I N G  PA R T N E R S

A N A LY S T S  A N D  I N D U S T R Y  O R G A N I S AT I O N S

Intel is a world leader in computing innovation. The 
company designs and builds the essential technologies that 
serve as the foundation for the world’s computing devices.

Accenture is a global management consulting, technology 
services and outsourcing company, with more than 223,000 
people serving clients in more than 120 countries.

Dassault Systèmes, the 3DEXPERIENCE Company, 
provides businesses and people with virtual universes to 
imagine sustainable innovations.

PA R T N E R S

Avanade provides business technology solutions and 
managed services that connect insight, innovation and 
expertise in Microsoft technologies.
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Industry 4.0 to top 
Hannover Messe agenda 

Microsoft will focus on ‘reimagining the enterprise in 
a connected world’ at Hannover Messe, which will 
take place at the Hannover Exhibitions Grounds in 

Germany from 14-17 April 2015. 
During the event, which is expected to be attended by more 

than 180,000 delegates from over 100 countries, the company 
will join industry experts, scientists and solution providers 
to showcase how manufacturers can leverage the internet of 
things (IoT) and connected devices to build on their existing 
infrastructures and develop the smart factories of the future. 

“Microsoft will showcase how it is helping customers 
leverage IoT to build on existing systems and infrastructure 
for big impact,” said Sanjay Ravi, managing director of 
Worldwide Discrete Manufacturing at Microsoft. “We are the 
company best suited to provide the technology backbone that 
allows manufacturing and resource companies to embrace 
Industry 4.0 by improving efficiency and reducing costs, 
increasing business agility and connecting employees and 
machinery with mobile- and cloud-based solutions.”

Microsoft and several of its partners, including ICONICS 
(for more information visit onwindows.com/iconics), will 
co-exhibit on the two-level C48 booth in Digital Factory 
Hall 7. Delegates will be able to watch demonstrations and 
speak with customers to find out how Microsoft technology 
has helped to transform their businesses by improving 
efficiency, pursuing new opportunities with connected 
products and new service offerings, and enabling 
collaborative innovation.

They can also attend one-to-one executive briefings, 
live theatre sessions and a device bar, which will 
showcase ruggedised devices and new mobile apps. 
In addition, the Microsoft Digital Crimes Unit will 
demonstrate how it works with law enforcement 
agencies – such as Europol, the FBI and Interpol – 
and other academic, global governmental and non-
governmental organisations to prevent cybercrime and 
improve digital security. To find out more, visit 
www.microsoft.com/hmi

Microsoft and its partners will explore the technology enabling 
manufacturers to develop the smart factories of the future 

Delegates will be able to view the technologies that will shape industry 4.0 at Hannover Messe 2015

http://www.microsoft.com/hmi
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HANNOVER MESSE: KEY TOPICS

Industrial automation and IT
Hannover Messe will explore the 
manufacturing and process automation 
solutions and assembly systems that will 
reshape the industrial landscape.

The rise of energy and 
environmental technology
Discussions will consider how new and 
greener technologies can be used to 
replace large power stations that run 
on fossil fuels.

  

Power transmission and control
Delegates will discuss how power 
transmission trends – such as 
electrical and mechanical drive 
systems, hydraulics and pneumatics 
– can drive efficiency, boost 
sustainability and impact on the 
Industry 4.0 movement. 

Industrial supply, production 
engineering and services 
Sessions will highlight how 
developments in materials research 
and production technologies can 
help to improve the sustainability of 
industrial processes and products.

R&D
From adaptronics, to 
nanotechnology and organic 
electronics, delegates will find 
out more about new technology 
delivered by R&D organisations.

KEY THEME

Integrated industry – join the network!
Top of the agenda at Hannover Messe will be Industry 4.0 and 
exploring how manufacturers can leverage new technologies to 
develop the smart factories in which machines can communicate, 
production lines can autonomously reconfigure themselves and 
cyber-physical systems monitor physical processes. Presentations 
and exhibitor demonstrations will highlight how IT-based automation 
solutions, networked production plants, innovative production 
processes, IoT devices and next-generation industrial robots with 
integrated sensors will help manufacturers to transform business 
models, achieve universal standards for machine-to-machine 
communication and maintain data security.  

EXHIBITOR SPOTLIGHT 
Dassault Systèmes
Dassault Systèmes will showcase how intelligent integration solutions 
can support manufacturing innovation at Hannover Messe. Exhibiting 
at D28 in hall 7, the company will demonstrate how German 
household appliance specialist Miele and the Fraunhofer Institute 
for Production Technology have used the 3DEXPERIENCE platform 
to develop a washing machine in a virtual environment. Delegates 
will be able to watch live demonstrations and videos to see how 
the virtual simulation technology was used throughout the concept 
planning, design and final manufacturing stages to enable everyone 
involved in the project – such as marketing, manufacturing and sales 
representatives – to collaborate and view a full 3D representation of 
the product at any time. 

EXHIBITOR SPOTLIGHT 
Copa-Data
Industrial automation software provider Copa-Data will exhibit on 
the Microsoft booth and showcase its zenon 7.20 software, which 
is designed to help manufacturers harness cloud platforms and big 
data analytics tools to develop smart factories. The human machine 
interface/supervisory control and data acquisition, and dynamic 
production reporting software, can be deployed on-premise, in hybrid 
environments or in the cloud to enable companies to construct flexible 
and scalable value networks. Copa-Data will also demonstrate how its 
zenon software can help to optimise processes and improve energy 
management, overall equipment effectiveness and more.
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OSIsoft is one of the strategic partners 
joining Microsoft at Hannover Messe 
in April. Here, the company will take 
the opportunity to showcase how it is 
helping manufacturers achieve business 
agility with the internet of things (IoT). 

As Mário João, OSIsoft EMEA’s 
strategic alliances principal, explained, 
in particular it will demonstrate how 
it can help companies to advance the 
use of the PI System – the company’s 
flagship product – in conjunction with 
IoT to deliver operational intelligence. 
“The future world of our customers 
will be a hybrid of sensor-based data 
accessed through traditional and 
legacy system interfaces and gateways,” 
he said. “We are positioned and 
experienced to support our customers 
as they transition.” 

Among other things, the company 
will soon be announcing new 
integrations with Microsoft Power 
BI and Azure, as well as an Azure 
PI cloud service – all in the name of 
helping its customers embrace IoT. 

While the IoT is, by and large, 
considered a new trend, much of 
today’s IoT is focused around sensor 
data. OSIsoft has, in fact, been 
delivering systems for collecting and 
managing real-time data for over 30 
years. “Many of our customers have 
already been using connected systems 
and sensors to gain operational 
insights,” said Prabal Acharyya, 
worldwide director for Microsoft and 
IoT Alliances.

According to Tim Johnson, OSIsoft’s 
worldwide director of Partners and 
Alliances, what is different today is 
that companies are now able to use the 
internet and modern technologies to 
add sensors and enable much broader 
access to their operational data. “What 
used to just be dumb sensors are now 

intelligent,” he said. “This is making 
people reconsider how they connect 
their assets to gain new insights to 
make intelligent, informed decisions.”

OSIsoft alone has just under one 
billion data streams licensed already. 
“This is helping manufacturers better 
understand their data and find new 
ways of creating and delivering 
value on top of their products,” 
said Acharyya. Now, working with 
Microsoft and other partners, the 
company is delivering new solutions 
to help customers gain greater insights 
into their business.

At the end of last year, for example, 
OSIsoft launched PI Integrator for 

Esri ArcGIS – an infrastructure for 
viewing real-time and historical 
operational data within the context 
of a geography. This capability can be 
used to bring rich operational data 
from sensors, control systems, real-
time calculations, as well as events 
onto a live map. 

“From integration with sensors such 
as wearable devices and gateways 
at the ingress side to integration 
with big data and machine learning 
systems at the egress side, the OSIsoft 
PI System continues to provide a 
common infrastructure for partners 
and customers to deliver operational 
intelligence,” said João.

INTERVIEW

The real-time intelligence specialist will be demonstrating how 
manufacturers can use its PI System to enable new IoT scenarios

Predicting the future with PI Server
Following Hannover Messe, OSIsoft will be hosting its Annual Users 
Conference where attendees will get the opportunity to see the new 
release of its flagship product – PI Server 2015 – an open enterprise 
infrastructure to connect sensor-based data, operations and people to 
enable real-time and actionable insights.

The release will include a number of new features including the 
capability to natively capture, store, analyse and visualise data with 
future timestamps, like forecasts and predictions. According to Johnson, 
PI Server 2015 marks the beginning of a PI System-wide initiative to 
expose and leverage future data, giving manufacturers the tools they 
need to operationalise intelligence and carry out predictive analytics. 

OSIsoft plans to integrate its PI System with Microsoft Power BI

OSIsoft helps manufacturers embrace IoT
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Azure Media Services 
helps to launch sports app
Next Generation Sports Network 
(NGSN) has launched a beta 
version of a new sports website 
and mobile application using the 
Microsoft Azure Media Services 
platform. 

With Azure Media Services, 
NGSN is able to deliver end-to-end 
live streaming of football matches 
from various European and South 
American domestic leagues in the 
cloud, including live transcoding 
and adaptive bitrate streaming. The 

company can also deliver video on 
demand, seamless content delivery 
network integration, and use the 
growing ecosystem of partners 
in the online video platform and 
technology space.

NGSN will now be able to take 
advantage of Azure Media Services’ 
seamless integration with other 
Microsoft Azure services, such as 
websites, storage, SQL Database, 
Redis Cache and the Push 
Notification Service.

OFFICE 365 IMPLEMENTATIONS 

American Red Cross

Humanitarian organisation American 
Red Cross has employed Unisys as a 
managed service provider to deploy 
Office 365 to improve file sharing and 
communication between its 25,000 
employees and volunteers at 500 
locations in the US. 

Henkel

German chemical products 
manufacturer Henkel has boosted 
productivity and improved 
collaboration between its 47,000 
employees in 75 countries by 
replacing its ageing IT infrastructure 
with Microsoft Office 365.

3M
Technology company 3M rolled 
out Microsoft Office 365 ProPlus to 
60,000 employees and 6,000 mobile 
devices to improve collaboration. 
Employees can download Office 365 
on up to five PCs and mobile devices, 
enabling them to perform tasks from 
anywhere, anytime.

Alaska Airlines 
Alaska Airlines aims to migrate to 
Office 365 to boost productivity, shift 
from manual to digital workflows, drive 
collaboration between flight crews and 
employees on the ground, and provide 
easy access to data and insights.  

Unisys earns double Microsoft 
Gold certification
IT company Unisys became the first 
Microsoft partner in Portugal to 
obtain gold-level certification for 
both cloud productivity and cloud 
platforms in November 2014. 

Unisys earned gold certification for 
cloud productivity in recognition 
of its implementation of more than 
7,500 Office 365 licences in its various 

plans. The company is currently 
running projects to migrate a total 
of more than 2,500 users, which 
will enable it to surpass 10,000 user 
migrations. 

Meanwhile, the company gained 
gold cloud platform certification for its 
efforts to support customers with using 
at least US$100,000 of Azure Services.

K3 supports 
Charles Tyrwhitt expansion 
K3 Retail has implemented a fully integrated global platform based 
on Microsoft Dynamics AX to enable British menswear brand Charles 
Tyrwhitt to expand into 
international markets. 

Visit onwindows.com/k3 
to see a video featuring Simon 
Kerry, the company’s CIO, 
about the partnership with 
K3 and how the Dynamics 
implementation will support 
Charles Tyrwhitt’s plans.
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Microsoft is to replace its Windows 8.1 
operating system (OS) this summer. Packed 
with advanced features, Windows 10 will 
offer a touch-first user experience, improved 
integration between desktop programmes 
and Windows apps, and the popular start 
menu that was dropped in Windows 8. 
Here are the top five productivity-boosting 
features for enterprises:

1. Increased interoperability – the OS 
will provide a consistent user experience 
across all devices and enable users to switch 
between desktop and tablet mode via the 
Continuum feature.

2. Universal Windows Apps – all apps will 
be integrated across a user’s devices and will 
have context-sensitive interfaces to ensure 
that they are automatically configured to 
each device’s input model and screen size. 

3. Multitasking – Task View allows users to 
switch between multiple desktops and all 
open apps with one touch, while the Snap 
Assistant enables them to view four different 
apps in a single window.

4. Skype – the platform will be built into 
Windows 10 as a native app, allowing users to 
automatically make audio and video calls, or 
send instant messages via any device.

5. Enhanced security – from built-in 
mobile device management for all devices, 
to improved user identification processes, 
Windows 10 will ensure data is protected as it 
is synched across devices.  

Smartphone payments to 
replace cards by 2020
UK consumers expect smartphone payments to increase over the 
next five years despite concerns over online security, according to a 
study produced by global information services company Experian. 
The Banking Moving Forward study also showed that by 2020:

33% of the UK population believes smartphone payments 
will overtake credit and debit card payments

67% expect cash to decrease in popularity 

80% think secure online payment platforms that enable 
people to shop using cards or bank accounts without sharing their 
financial details will become more popular

14% of respondents expect biometrics, such as retina or 
fingerprint scans, to become commonplace 

44% would make payments via biometric scanning

20% would consider paying for goods and services using 
voice authentication

FIVE THINGS YOU NEED TO 
KNOW ABOUT WINDOWS 10 REPORT

Siemens PLM apps

Solid Edge Mobile Viewer
Users can leverage the Windows 
8.1 interface to view and save 
Solid Edge 3D Models and 
Drawings via touch gestures 
or mouse and keyboard. This 
enhances collaboration between 
a company’s employees, suppliers 
and customers.

JT2Go 
The app provides an intuitive 
interface for navigating assembly 
structures found in engineering 
or architectural models stored as 
3D JT files, which are generated 
from computer-aided design, 
manufacturing and 
engineering tools.

SPOTLIGHT
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Dell supports BYOD with updated 
device management tool 
Dell has released the latest version of its Kace K1000 
Systems Management Appliance, which includes new and 
enhanced functionality to improve the way organisations 
discover, configure, secure and manage computers and 
devices in the workplace. 

Version 6.3 of the software provides agentless inventory of 
Windows servers and PCs, as well as an option to integrate 
server monitoring logs and alerts for Windows, Linux and 
Unix servers. The solution also includes enhanced agentless 
device discovery and asset management of any connected 
device, including printers, projectors and smartphones. 

Speaking to OnWindows, Jason Tolu, senior product 
marketing manager of Dell Endpoint Systems Management, 
explained that the updated solution is designed to help 
IT departments improve the way they manage different 
platforms and devices. 

“Today, many businesses find themselves running three or 
more systems management tools to handle all the devices and 
platforms being used across their organisation,” he said. “The 
great thing about Dell Kace K1000 is that it allows companies to 
manage multiple devices and assets from one single solution.” 

Dell recently sponsored a survey by Dimensional Research, 
which found that the number of devices being used in an 
organisation is continuing to rise exponentially and this is 
creating challenges when it comes to tracking what’s connected 
to the network and how everything is managed. 

According to the report, 90% of respondents expect the 
total number of devices requiring management to increase in 
the next three years. And 60% were sure, or suspected, that 
there were unknown devices or applications connected to 
their networks. 

“Thanks to trends around BYOD and mobility, companies 
are finding themselves with more connected devices in their 
environments, which is creating greater complexity,” said 
Tolu. “With Kace, they now have a day-to-day management 
tool to oversee what’s going on.” 

Among the new features in the software, Tolu highlights 
agentless asset management of Windows systems and 
greater visibility of a broad spectrum of non-computer 
devices as key benefits. “Users could get top line 
information on anything connected to their network before, 
but now we’ve added significant enhancements including 
the ability to self define SNMP data, choose what objects to 
manage and map to existing fields, and create automated 
alerts,” he said. 

In addition, this latest version streamlines patch 
management with real-time status reporting, and seamlessly 
integrates with Dell Enterprise Mobility Management by 
enabling single sign-on.  

Enterprises focus on hybrid cloud deployments 
Enterprises are increasingly implementing a hybrid cloud strategy that encompasses public and private clouds as well as 
existing virtualised environments, according to RightScale’s 2015 State of the Cloud Survey. The study also showed: 

RESEARCH

93% of organisations are running cloud applications 
or experimenting with infrastructure-as-a-service

82% of enterprises have a hybrid cloud strategy, 
an increase from 74% in 2014  

43% of IT teams have already developed a self-
service portal for access to cloud services

55% reported that while a significant portion of 
their existing application portfolio is not in cloud, it is 
built with cloud-friendly architectures 

88% of organisations use public cloud platforms, 
while 63% have deployed private cloud infrastructures 
to support their business operations 
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Commonly regarded as one of the most influ-
ential politicians in Europe, and making the 
Forbes list of ‘The World’s 100 Most Powerful 

Women’ five times over, Neelie Kroes has led an ex-
traordinary career. 

Kroes entered Dutch politics in the 1970s as a 
member of the liberal-conservative VVD party. 
She was minister of Transport, Public Works and 
Telecommunication in the Netherlands during the 
1980s; advisor to Karel Van Miert (then Commis-
sioner for Transport) from 1989-1991; and president 
of Nijenrode University for a decade.

After a long period of working on the board of 
commissioners of several multinational corpora-
tions including Volvo, Thales, MMO2, Lucent and 
P&O Nedlloyd, Kroes returned to active politics 
when she became the European Commissioner for 
Competition for the Barroso Commission. She con-
tinued to serve in the second term in the Barroso 
Commission as the new European Commissioner 
for Digital Agenda and then became vice president 
of the European Commission for the Digital Agenda 
for Europe. After five years in this role, she stepped 
down last November, aged 73. 

During this time, Kroes’ passion for technol-
ogy, and unwavering resolve to facilitate digital 
growth, has led to a huge number of achieve-
ments. “My biggest accomplishment, I think, has 
been putting digitisation in Europe at the top of 
the political agenda,” Kroes says. “Under the new 
European Commission, the Digital Agenda – as 
well as the Digital Single Market – has become key 
to creating jobs and growth. In a way I have been 
succeeded by three men.” 

Kroes says that the key to her success is that, in 
the face of risk, she hasn’t tried to pull the brakes. 
“Digitisation requires an open attitude to change,” 

she explains. “Embrace change and failure in order 
to learn from it as rapidly as possible. I have learned 
more from my mistakes than from my successes.” 

But Kroes acknowledges that facilitating change 
isn’t always easy, especially in today’s challenging 
business environment. “The biggest issue Europe is 
facing is youth unemployment, which has reached 
over 60% in some countries. This is unacceptable,” 
she says. “At the same time, Europe has many va-
cancies in IT, but not the people with the right skills 
to fill these in. This is an opportunity. We must 
bridge the skills gap and at the same time solve un-
employment. Creating startups is also a very attrac-
tive way for young people to start a career.

“I feel that lots of creativity and development is 
blocked by regulations that don’t leave room for 
startups and solutions for the problems of the 
21st century,” she continues. “Governments play 
a crucial role in creating opportunities. More 
and more, I encounter good examples of how we 
should facilitate startups. For instance in the case 
of Airbnb (a website for people to rent out lodg-
ing), the City of Amsterdam was the first city in 
the world to adopt Airbnb-friendly laws. I’ve also 
met governments that have changed their pro-
curement procedures, no longer demanding that 
a supplier exists for over five years. This way start-
ups can comply, contribute, grow and in some 
cases become the next big tech giant.”

Kroes is absolutely confident that startups and 
entrepreneurs play a fundamental role in facilitat-
ing change. “An entrepreneurial attitude makes all 
the difference to how you address challenges and 
create opportunities,” she says. “As a politician I al-
ways looked at how can we get things done – what 
is the next step? Perhaps this is also the reason why 
I feel so inspired by the younger generation who are 

Neelie Kroes 
B Y  L I N D S AY  J A M E S 

She may have recently retired from her position as vice president of the European 
Commission for the Digital Agenda for Europe, but Neelie Kroes’ passion for technology 
and entrepreneurship is stronger than ever. We find out about her career to date, her 
newfound focus on startups and her thoughts on the future of the IT industry 



“Embrace change and failure, in order to 
learn from it as rapidly as possible”

19



20 w w w. o n w i n d o w s . c o m

I N T E R V I E W

building their startups and finding new ways, some-
times with little and meaningful innovations, but 
sometimes also really disruptive innovations. These 
are fascinating times. The startup entrepreneurs that 
I meet mean it when they say that they are going to 
make a difference. They want to set the pace and 
create change. Like, for example, changing the way 
we work. Changing the way we cooperate. Changing 
the way we live our lives. Changing mobility. Chang-
ing climate change. Anything is possible, if we want 
it to happen. Believe me when I say that there are no 
limits, but only the ones we set ourselves.” 

It’s these beliefs that have led Kroes to create 
StartupDelta – a government-backed organisa-
tion in the Netherlands which aims to help start-
ups accomplish their goals. “Together with Sigrid 
Johannisse, director of StartupDelta, I formed 
a team that can tackle obstacles that block the 
growth path for startups,” Kroes explains. “The 
Netherlands is potentially the largest startup eco-
system in Europe. Many Dutch entrepreneurs 
know it, but few tell it. There is no reason to be so 
modest when it comes to this. It is my ambition 
for the Netherlands to attain a top three position 
in the European league of startup hubs, in line 
with London and Berlin.”

With strong international mentor networks in 
place and corporates that share their global net-
works, the Netherlands is a solid launch pad for 
companies in Europe. If startups can validate their 
product there, they can scale up to other, bigger 
economies in Europe and even across the ocean. 
“The Dutch are tech savvy and embrace game 
changers,” Kroes says. “Our corporates are adopt-
ing startups to enhance their innovation. And our 
governments are open to change. Here, startups 
grow fast. The Netherlands is a good place to start 
a business, but we can’t be satisfied until we reach 
a digital single market in Europe.”

Looking to the future, Kroes believes that tech-
nology is key and will remain fundamental to all 
the changes in the way we live, work, communi-
cate, travel, transact and more. “Thinking of cloud 
computing, big and open data, the internet of 
things, but also mentioning photonics, nanotech-
nology or quantum computing – we are entering 
a whole new era,” she says. “Because this is all hap-
pening so fast and on a global scale, it is important 
to make sure society and citizens are closely in-
volved. Society, economy and technology should 
go hand in hand.  I think we are only standing at 
the beginning of what is possible.” 

Improving communications, adding 
jobs and investing in digital
Some of the key achievements that Neelie Kroes made during her five-year term as vice 
president of the European Commission for the Digital Agenda for Europe include:

•  Making communication better, faster and cheaper: Today, Europe is the only continent 
where 100% of people can access the internet wherever they live and wherever they travel. 
Roaming costs have been reduced by 50% for calls and by 93% for data. The result is savings 
of €2.4 billion per year, thanks to the Commission’s pressure on telecoms companies

•  Multiplying digital skills, jobs and entrepreneurship: The Commission has put €340 
million into its strategy for cloud computing, which can create 2.5 million jobs and boost 
GDP by €160 billion by 2020. The ‘StartUp Europe’ programme helps entrepreneurs find the 
necessary resources for their businesses

•  Investing in digital: 5G connectivity is the next generation of mobile. The Commission’s 
5G partnership is resourced with €3.5 billion to make Europe a global leader by 2020. It will 
increase wireless capacity by a thousandfold, serve over seven billion people and save 90% of 
energy. Meanwhile, investment in micro- and nano-electronics of €100 billion by 2020 is set 
to create 250,000 jobs. The EU is also creating new innovation partnerships for smart cities 
– using digital, energy and transport innovations to make cities smarter, greener and more 
pleasant to live in.

DIGITAL AGENDA
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There are some technological developments 
with the potential to totally transform the 
world of business, and the internet of things 

(IoT) is one of them – a cloud-based ‘revolution’ 
that’s expected to generate a remarkable US$3.2 
trillion in new economic value annually by 2020.

The world is never short of babble about the next 
‘big thing’, but what’s different about IoT is that 
it’s the latest link in an evolutionary chain that be-
gan with our ability to ‘connect’, developing to the 
point where we can now use that connectedness 
to innovate and do business more efficiently.

Just look at where we stand. Connectivity has 
gone mobile through phones, tablets, watches 
and even clothes. Our cars feed data back to their 
owners, their dealers and their manufacturers. 
Smart homes, smart buildings and even smart 
towns are a reality. And that’s the least of it.

The thing to remember though is that the real 
value of IoT isn’t in the connected devices them-
selves, as those who are driving this ‘fourth in-
dustrial revolution’ point out. 

The value lies in turning the mass of data gener-
ated by that world of connected devices into “tan-

gible, actionable, business insight” – and that’s al-
ready happening with extraordinary results every 
single day, benefiting businesses from the world’s 
largest oil producers to the leading fast food chains.

To be able to mine that value, however, we need 
to be able to see IoT in the round, and not just as 
a function of its connectivity, and that’s crucial, 
says Enrique Andaluz, director of strategic busi-
ness development, Worldwide Discrete Manu-
facturing, at Microsoft. 

“Devices are connected through a net-
work of things, but also through a 
network of people and services,” 
Andaluz explains. “So when we 
talk about IoT, the concept is in-
complete unless we talk about the 
internet of things, the internet of peo-
ple and the internet of services.”

That more holistic view of connected devices al-
lows us to see not just their ‘industrial’ side – where 
they fit into the processes and systems of which 
they are part – but also their consumer side, how 
their owners interact with them. That’s where much 
of the innovation occurs and value is generated.

B Y  P E T E R  C L U S K E Y      I L L U S T R AT I O N S  B Y  D A N  S C H L I T Z K U S

Businesses the world over are harnessing the internet of things 
to better serve their customers, accelerate product innovation 
and achieve massive cost savings across their organisation. 
No wonder experts are hailing this latest phenomenon a key 
driver of the next industrial revolution

Connected
future
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“When we talk about 
IoT, the concept is 

incomplete unless 
we talk about the 

internet of things, 
the internet of 
people and the 
internet of services”

E N R I Q U E  A N D A L U Z
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It can often seem simple, even effortless, so so-
phisticated and unobtrusive has this transforma-
tion of data-into-value become.

For example, it’s a sunny day and you’re out for a 
walk. Suddenly on your phone there’s an offer of a 
free ice-cream with every sandwich bought at your 
local McDonald’s, which, as it happens, is just a few 
hundred yards away. Well, why not! It’s a good deal. 
You’re pleased to receive it.

What’s happening here is that McDonald’s has 
been working with New Zealand-based mobile 
marketing experts, VMob, on ways to harness 
the data in its IoT, personalise its customer expe-
rience – and as a result, boost sales.

They’ve combined the standard features on the 
McDonald’s app – such as its restaurant locator 
– with more ‘contextual information’, such as 
weather data. So if the day is wet, the special of-
fer may be for coffee. If you’re moving quickly, it 
may point helpfully to the nearest drive-through.

For those whose appetites are whetted main-
ly by return on investment, consider this: fig-
ures from January 2015, show that as a result 
of using the VMob platform, McDonald’s in the 

Netherlands alone – it’s also being piloted in Ja-
pan and Sweden – has seen a 700% increase in 
offer redemptions.

What’s more, Dutch customers using the mod-
ified app are returning to restaurants twice as of-
ten as before – and better still, in tight economic 
times are spending 47% more per person.

Putting IoT into petrol
The relentless demand for oil from countries the world over puts enormous pressure on the 
petroleum supply chain, which must operate around the clock. The equipment involved in 
mining, moving, refining and selling it is expensive, and rugged, and comes from hundreds of 
manufacturers. 

Until now, monitoring these processes has been difficult to say the least, but that’s about to 
change. Rockwell Automation is building systems, enhanced by IoT, to monitor these valuable 
capital assets and use that data to transform the petroleum supply chain. 

The company has developed cloud-based solutions, using software, sensors and devices to 
predict equipment failures along the supply chain, track performance in real time, and help refine 
designs and processes to prevent those failures in the future. 

The solution is already benefiting a number of organisations. One oil company in the US, 
for example, uses highly efficient and reliable electrical submersible pumps from Rockwell 
Automation that are connected to the cloud, so they can be monitored continuously from the 
company’s command room. 

And Trigg Technologies, also in the US, has modernised its oil-transfer ‘skids’ with sensors and 
the cloud to enable them for remote service and maintenance. 

Another organisation is working to connect and cloud-enable fuel pumps. Cloud gateway 
appliances at each fuelling station collect data on everything from inventory to equipment 
functioning and securely send it to Rockwell Automation’s cloud platform. 

With these solutions, Rockwell Automation is creating connected enterprises and 
transforming the petroleum supply chain. The result is bottom-line results in global 
productivity and competitiveness, which could pay off at the pump. 

PROFILED

McDonald’s is using 
the VMob platform to 
provide customers with 
contextual infomation
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It comes as little surprise then that 60% of en-
terprises globally already view IoT as strategic to 
their businesses, according to the 2014 IoT Sur-
vey by global market intelligence analysts IDC. 

And those sectors that haven’t been early adop-
ters – such as traditional retailing, for instance 
– are already struggling desperately to catch up, 
shows the recent Deloitte report Global Powers of 
Retailing 2015: Embracing Innovation.

“IoT is very much economically motived and 
driven,” says Sam George, who is responsible for 
IoT within the Cloud and Enterprise Division at 
Microsoft. “Essentially, it’s a way of improving 
businesses by using additional signals and the 
data from those signals.

“But it’s important to see that in context. At Mi-
crosoft, we have a fundamental principle which 
we always convey to customers by telling them: 
it’s the internet of your things…

“By that we mean that you don’t need to deploy 
new things to take advantage of IoT. Our customers 
already have a lot of these signals. It’s about being 
able to harness them from disparate devices and 
sources, and using advanced analytics to find that 
‘needle in a haystack’ that allows them to improve 
their products or provide exciting new services.”

While its core concepts are certainly com-
plex, there’s been considerable internal focus at 

Microsoft, says George, on making advanced 
machine learning intuitive and easy for custom-
ers to use – “almost drag ‘n’ drop” – using the 
cloud computing platform and infrastructure 
Microsoft Azure.

“As a business, I want to take my data and have 
simple ways that allow me to extract operational 
insights. So we have simple but robust data ware-
housing and pipelining systems, such as Azure 
Data Factory. After that, it’s about operational-
ising those insights, so we provide real-time ca-
pabilities, such as Azure Stream Analytics and 
Azure HDInsight Storm.”

Having extracted those valuable business in-
sights from the data, the next stage is to plug 
them into the business. A good example, says 
George, is the German manufacturing company 

C O V E R  S TO R Y

Data-driven insights
When it comes to working with IoT, successful implementation is all about well-informed 
problem solving.

“It may be that I want to turn a jet around faster at an airport gate to reduce delays and save 
money,” says Dan O’Hara of Avanade, a joint venture between Microsoft and Accenture. “Or 
perhaps I want to move a very large truck around a mine more quickly, because that will allow 
me to process more iron ore.

“So I start with a problem statement and ask: what data do I have that can help me solve this 
problem? In most cases there’s already a lot of data. But then I realise that it’s also quite easy 
and cheap to add additional sensors to existing things to generate more specific information 
that can also help…”

That is how you get the proliferation of your things, according to O’Hara, who is vice president 
of digital transformation at Avanade, which specialises in applying Microsoft technologies to 
large enterprise clients.

“As you get to grips with the problem, you see what data you have, you see what more would 
help – and you set out to mine it,” he says. “Even where businesses are pretty much convinced 
of the value of IoT, most decide to pilot it initially. It’s a sensible approach that allows customers 
to make the business case for IoT – which is incontrovertible. Then, when it works, they can 
scale it up quickly.”

INTERVIEW

“IoT is very much economically motived 
and driven. Essentially, it’s a way of 
improving businesses by using additional 
signals and the data from those signals”
S A M  G E O R G E
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ThyssenKrupp Elevator, which uses Azure IoT 
services to power the next generation of eleva-
tor support, offering predictive maintenance and 
pre-emptive service for its customers.

“It’s not just enough to detect that an elevator 
needs service,” he explains. “You also need to do 
something about that in your businesses pro-
cesses, such as starting a customer service ticket 
or scheduling a visit to the elevator by the main-
tenance team. So we provide a set of business 
connectivity capabilities as well, such as Noti-
fication Hubs, BizTalk services, and a range of 
platforms that allow you to integrate with your 
business processes in any way you see fit. That is 
where real efficiencies are found.”

The simple fact is that data – to quote Microsoft 
itself – is only ones and zeros until you turn it into 

business insight – and that potential can be found 
in the most surprising and unlikely places. 

Take Lido Stone Works in New York, a produc-
er of beautiful architectural stone products that 
needed to modernise its business and automate 
its production processes. 

Realising the potential of IoT, it created an in-
telligent system that connected the plant’s ma-
chines to the experts in Italy who built them 
and regularly flew to the US to maintain them 
– harnessing the flow of data via a secure cloud-
based connection.

That was just the start. IoT has transformed 
Lido’s business culture, increasing revenue by 
70% and productivity by 30%. And it’s just be-
ginning to realise the possibilities for product 
innovation and customer service. 

Lido Stone Works 
is improving 
productivity with IoT
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Is your data centre 
ready for IoT?

P O L I N A  VA S I LY E VA :  V E E A M  S O F T WA R E

Much like today’s 24/7 businesses, the internet of things 
requires a reliable IT infrastructure with always-on availability

Science fiction stories about robotic man-
ufacturing and full automation have now 
become a reality in many businesses. For 

example, if you were to take a peek inside one 
of the fully automated and uber-modern ware-
houses of online shoe giant Zappos, you would 
see an incredible number of Kiva robotic min-
ions sorting, stowing and packing merchandise 
for deliveries. Equipped with sensors, mobile 
robots roam the warehouses by reading barcode 
stickers on the floor. Each bot is wirelessly con-
nected to the cloud and can be controlled in real 
time. Every time you shop online and click the 
‘order’ button, you send a processing request to 
one of the robots. This is exactly how the internet 
of things (IoT) works – connecting the physical 
and the digital worlds.

IoT is associated with permanent connections 
and non-stop operations. By constantly track-
ing physical facility performance and predicting 
outcomes, IoT deployments reduce unplanned 
downtime. So how does this work? Real-time 
data retrieved by embedded sensors can be used 

for analysis to help you foresee equipment fail-
ures. After all, if you know about the potential 
problem in advance, you can fix it before it has 
any operational impact. This helps companies 
not only reduce associated downtime costs and 
increase ROI, but stay competitive in a world of 
mobility and continuous interactions. 

Today, businesses are under the pressure of 
non-stop operational demands. There has been a 
clear shift from the nine-to-five mentality to pro-
viding services and access to data 24/7. Accord-
ing to a recent survey among 760 senior IT deci-
sion-makers by Veeam, over 90% of enterprises 
have increased their data centre availability re-
quirements in the last two years. IT pros now say 
they have no tolerance for downtime and data 
loss because of increasing customer demands to 
become an always-on business. 

In many ways, IoT, which perfectly fits this 
new paradigm, can help enterprises meet cus-
tomers’ needs and build reliable production 
infrastructures. However, if you are on your 
way to becoming an always-on business with 
operational efficiency improvements thanks to 
IoT, you’ll first want to ensure that your ena-
bling technology itself is protected and working 
steadily at all times. 

The cornerstone of the IoT concept is real-time 
continuous data collection and analysis. There 
means that there is no tolerance for failures, 
downtime or data loss, all of which will disrupt 
business connectivity and put new technology 
investments at risk. 

“Today, businesses are under the pressure 
of non-stop operational demands. There 

has been a clear shift from the nine-to-
five mentality to providing services and 

access to data 24/7”

28 w w w. o n w i n d o w s . c o m
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In essence, IoT leverages cloud computing as its 
core technology, which, in turn, is enabled by vir-
tualisation. Cloud platforms acquire data received 
from multiple interconnected ‘things’ and provide 
resources for continuous access and processing, 
as well as for centralised management. 

Both virtualization and the cloud belong to 
next-generation data centres and are two major 
areas that may require an update if you are on 
your way to deploying an IoT infrastructure. If 
you are already there, congratulations – you’re 
now officially part of the global trend towards 
modernisation. Our survey findings show that 
81% of enterprises are either currently mod-
ernising or have already modernised their data 
centres, investing in multiple state-of-the-art 
technologies including server and network vir-
tualisation, private and public clouds, and stor-
age upgrades. 

If your data centre is up to date, you are prob-
ably already benefiting from high network 
bandwidth, storage that supports IoT big data 
processing, and you likely have a virtual infra-
structure and cloud-based platform in place. 
But is that enough to ensure that your IoT de-
ployment works perfectly fine and allows for 
24/7 operations? Unfortunately not. Even with a 
modern data centre you can’t guarantee that in 
the case of a failure that you would be able to 
restore your data in a matter of minutes and get 
the system up and running again. 

Without reliable data protection, there is no 
way to be sure that everything will be alright. 

This is confirmed by our survey numbers: over 
90% of CIOs have said that new data protection 
and disaster recovery solutions are one of their 
key investment priorities. 

What’s more, even after they have modern-
ised their data centres, 82% of CIOs still feel 
that they have a gap between the capabilities 
they have in place and the level of availability 
they need to provide their businesses with. In 
summary, the next important technology you 
need to implement should be a solid availa-
bility solution that allows you to fully protect 
your investments. 

According to our research, companies who aim 
to be an always-on business need a solution that 
will give them restore capabilities of less than 15 
minutes. This is the threshold for the maximum 
average allowance of lost data and unavoidable 
downtime in terms of recovery point and recov-
ery time objectives. 

The IoT concept opens up a whole new world 
of business opportunities, particularly when it 
comes to complete automation and failure-re-
sistant production environments. However, 
reaching that new world will be a struggle if 
you’re relying on legacy infrastructure and soft-
ware. For your IoT and data centre modernisa-
tion investments to pay off, it’s time to make the 
shift to modern availability solutions that will 
truly enable the always-on business. 

Polina Vasilyeva is a business and technology 
writer at Veeam Software

Veeam supports always-
on availability, which is 
key to the IoT concept
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You would be forgiven for being con-
cerned about the impact of new tech-
nologies and trends around sensors, 

wearables, machine-to-machine and internet 
of things. From security breaches to the ‘big 
brother’ effect, there are enough conspiracy 
theories and real-life examples of what can go 
wrong when these technologies fall into the 
wrong hands.

But the truth of the fact is that these technol-
ogy developments offer far more advantages 
than disadvantages when used properly. Soon, 
they will become an indispensable part of the 
world’s economy.

Imagine a small business dairy farmer. To-
day, this is pretty much a dying business model 
– profit margins have been squeezed to almost 
nothing thanks to rock-bottom prices and strong 
competition. However, if many farmers unite in 
a milk-sharing network that provides them with 
access to new technologies such as sensor-based 
feed and health monitoring tools for the cattle, 
allowing early detection of health issues, quality 
optimisation and more efficient processes, they 
would stand a far greater chance of long-term 
success. The produced milk would be ‘fed’ into 

the network and all parties would share the on-
going operational costs. 

The milk, meanwhile, could be distributed by 
the sharing network (together with other goods) 
in sensor-controlled containers to families and 
individuals via a flat-fee subscription, providing 
our children with access to a steady supply of 
high quality, fresh milk.

Speaking of children, consider how the inter-
net of things could be used to help with such 
things as SIDS (Sudden Infant Death Syn-
drome). My kids belonged to the risk group 
and I can tell you, continuous false alarms did 
nothing to improve my quality of life. I am 
looking forward to the day where baby mon-
itors and other equipment will be replaced by 
reliable multi-sensor baby suits that track heart 
and breathing rates, sleeping curves, tummy 
movements and, last but not least, the state of 
their nappy, 24/7.

There are certainly many other futuristic ex-
amples I can imagine that may or may not come 
true. Take the Tesla car. It is packed with sensors 
that monitor almost every component of the car, 
delivering a continuous stream of (big) data. The 
next step in this development will be enabling 
cars to communicate with each other to improve 
traffic management – all in the name of safety, 
sustainability and convenience in the new col-
laborative economic era. 

Damianos Soumelidis is managing director at soft-
ware development and consulting firm Nagarro

“Consider how the internet of 
things could be used to help 

with such things as SIDS”

Cows, babies 
and cars

D A M I A N O S  S O U M E L I D I S :  N A G A R R O

Today’s sensor dominated world may seem scary on the face of it, but the 
advantages of the internet of things far outweigh the disadvantages
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P R O F I L E D :  F U J I T S U  

Improving communication 
across the globe 
Avanade’s social application helps Japanese IT company Fujitsu to develop a 
new global communication platform and achieve its ‘one company’ vision 

Founded in 1935 as a subsidiary of the Fuji 
Electric Company, Fujitsu is the world’s 
second oldest IT company and the world’s 

fourth largest IT services provider by revenue. 
Fujitsu has operations in 151 countries and re-
ported sales of US$46 billion and total assets 
of US$28.7 billion on 31 March 2014. 

Recognising that pooling its intellectual 
capital was key to transforming its business 
performance and unlocking value, Fujitsu re-
cently decided to develop a new global com-
munication platform and instil a collaborative 
working culture across the company.

To enable Fujitsu to achieve its ‘one company’ 
vision and leverage the ‘global power’ of its skills, 
assets, and knowledge, Avanade integrated an 
enterprise social application into the company’s 
existing global communication infrastructure. 

Part of an ambitious drive to embed a collabo-
rative work culture and environment within Fu-
jitsu, the project began as a pilot and culminated 
in Fujitsu releasing a new global platform. 

There were three key drivers for the success 
of the initiative, which included Avanade’s 
global capabilities, its proven methodologies 
and expertise in Microsoft technology, and its 
compelling customer case studies in imple-
menting social collaboration solutions. These 
factors convinced Fujitsu to move forward 
with the project.

Currently, the platform enables around 
50,000 users and more than 500 active com-
munities to share information, knowledge and 
best practices. In 2015, Fujitsu will extend 
the platform’s footprint to include its nearly 
170,000 employees operating from both Japan 
and its overseas offices. 

Fujitsu’s new 
enterprise social 

platform supports 
50,000 users
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The way we access content today is significantly dif-
ferent from just two or three years ago. No longer 
dictated to by broadcasters’ schedules, we can now 
simply stream content as and when we want it. 

With this in mind, the ability to stream content relia-
bly, securely and cost-effectively has never been more 
important. On page 38, you can find out more about 
Microsoft’s Azure Media Services offering – the tech-
nology behind the record-breaking streaming for the 
Super Bowl, the Winter Olympics and the World Cup.

B O B  D E H AV E N :  M I C R O S O F T

C O M M U N I C AT I O N S 
A N D  M E D I A
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I N T E R V I E W

B Y  R E B E C C A  L A M B E R T

Wanting to be more than just simply 
providers of basic connectivity in to-
day’s digital world, telco companies 

are searching for new ways to boost their prof-
its and attract new customers. As revenue from 
traditional services such as voice and texts con-
tinues to fall into decline, telco providers are 
shifting their focus to developing new offerings, 
while lowering operational costs and delivering 
more engaging customer experiences.

Research firm Analysys Mason estimates that 
between 2013 and 2017, voice revenue for the 
telecommunications sector is set to drop by 
US$38 billion. On the flipside, data revenue is set 
to grow by US$128 billion in that same period. 

“Telco operators are constantly having to balance 
their revenue streams and keep up with the latest 
customer demands, and that means they’re having 
to adjust their business models and deliver new 
services,” says Rikke Helms, managing director of 
Global Telecommunications at Microsoft. “As their 
traditional offerings become increasingly com-
moditised, telcos are having to find new sources of 
income and ways of holding onto their customers, 
and that requires a completely different outlook.”  

Much like in other industries, telco providers 
are finding that they need to move away from 
a product-centric model to a customer-centric 
one. “Retention is one of the telcos’ biggest is-
sues, but it’s something that they must tackle to 
ensure a sustainable business,” says Helms. “It 
actually costs a great deal more to attract new 
customers than it does to hold onto your existing 

client base. That’s why customer service is now 
considered a top priority within the industry.”  

In particular, telcos are finding that they need to 
deliver a consistent level of service across multiple 
channels – from in-store to the call centre to on-
line – so that whenever a customer interacts with 
the company, the person on hand to serve them has 
access to all the information they need to deliver 
a personalised and relevant experience every time. 

With the raft of mergers and acquisitions taking 
place in the industry at the moment – BT in the 
UK is currently in the process of acquiring mo-
bile network EE in a deal worth a reported £12.5 
billion – having the right tools in place to capture 
customer information from disparate sources and 
consolidate it is becoming more and more critical. 

“Microsoft has a big role to play equipping tel-
co providers with the productivity, communi-
cation and customer relationship management 
tools they need to better serve their customers 
and gain the business insights they need to suc-
ceed in future,” says Helms. “From SharePoint 
and Dynamics CRM to our enterprise-grade 
cloud and BI tools, we have the end to end suite 
required to meet their specific needs.”

What has become clear is that it’s the custom-
ers, not the telcos, which will dictate how the in-
dustry will look in the coming years. And that 
could mean that rather than delivering the same 
products and services – which they’ve been do-
ing for the last decade or so – carriers could end 
up diversifying, focusing on cloud services, the 
internet of things, TV and media, and so on.

In the face of declining revenues from their traditional service offerings, telcos are 
now exploring new sources of income and better ways of holding onto their existing 
customers, as we find out from Microsoft’s Rikke Helms

Redefining 
business models 
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At Mobile World Congress in March, Telefónica 
announced that it had entered into a joint initi-
ative with Microsoft to deliver TV content over 
the internet to Windows Phone devices, building 
on the success of its already popular Movistar TV 
Go service. Speaking about the move, Michael 
Duncan, CEO of Global Video Unit of Telefónica, 
said: “The availability of our television services on 
mobile devices increases the attractiveness and 
potential for enjoyment of the content we offer to 
our users, and places Telefónica at the forefront of 
video products with an offer of TV everywhere, 
which is increasingly diverse.”

As Helms notes, it’s critical that telcos keep up with 
new technologies and have insight into their cus-
tomers’ demands to ensure they continue to meet 
their expectations. It is therefore expected that telcos 
will go far beyond providing a basic level of connec-
tivity, and will look to new revenue streams, whether 
that may be reselling services such as Office 365 or 
bundling services to include TV and music. 

To help telcos keep up, Microsoft is finding its own 
relationship with them changing too. “We’ve got a 
long history supporting the telco industry,” says 
Helms. “But until recently we have primarily sold 
our Windows productivity tools for their own con-
sumption. Now, we are finding that we’re selling to 
them, with them and through them.”

From a sell-through point of view, Microsoft is 
seeing huge growth in its cloud business, driven 
largely by the telcos’ desire for more sophisticated 
cloud services, which they can not only use them-
selves but resell to their customers. “We’re seeing 

greater demand for our Azure platform and host-
ing capabilities,” says Helms. “Rather than building 
their own cloud infrastructures from scratch, it’s 
much more cost effective for them to use ours. It’s 
all about efficiency and taking advantage of the ex-
isting infrastructure out there.”

When asked what will distinguish the market 
leaders from the laggards in the coming years, 
Helms is convinced that great service is key. “It’s  
about understanding customer needs and having 
the ability to move fast to keep up with their de-
mands,” she says. “Price is no longer enough of a 
differentiator; customers expect a great experience 
and access to the most innovative services and 
technologies. It’s up to us to work with the telcos 
to bring these new services to market as quickly as 
possible, in the most cost-effective manner.” 

“It’s all about 
efficiency 

and taking 
advantage of 

the existing 
infrastructure 

out there”

C O M M U N I C AT I O N S
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I N T E R V I E W

B Y  R E B E C C A  G I B S O N

Guiding your way around large and crowd-
ed indoor venues, such as shopping malls, 
sports stadiums, museums, convention 

centres and hospitals, can be difficult. Signage 
is often ineffective and the global positioning 
technologies built into mobiles cannot be used 
indoors because they require a clear satellite sig-
nal to work effectively. Today, many companies 
are realising the benefits of deploying indoor lo-
cation-based services (ILBS) solutions that not 
only help people navigate venues easily, but also 
provide them with contextual information to en-
hance the visitor experience.  

“Indoor spaces are becoming much larger so 
there is new demand for ILBS tools that use wi-fi 
networks or Bluetooth beacons to pinpoint the ex-
act location of individuals and use contextual in-
formation to guide them around indoor venues,” 
says Kyle Rhee, manager at South Korea’s leading 
wireless telecommunications operator SK Telecom.  

Recognising the demand for such service in 
South Korea, SK Telecom introduced its own 
Bluetooth 4.0 beacon-based ILBS solution in 
2013. Named Wizturn, the B2B ILBS solution is 
hosted on the Microsoft Azure cloud platform 
and uses Bluetooth to automatically detect the 
exact location of consumers and deliver relevant, 
real-time information to their mobile devices. 

To date, Wizturn has been integrated with 
geo-fencing and zone-based check-in servic-
es and implemented in various indoor venues 
across South Korea. “For example, convention 
centres have implemented Wizturn to enable 
visitors to use a mobile app to access information 
about each booth and plan their schedule before 

they even enter the building,” explains Rhee. 
“Exhibitors have also harnessed the solution to 
send targeted promotional offers directly to vis-
itors’ mobiles to help boost foot traffic and en-
hance customer engagement. Plus, the technol-
ogy has been used at sports arenas to notify fans 
about discounted merchandise or food offers, or 
to encourage them to enter fan competitions.”

In addition, Wizturn has been integrated with 
various back-office solutions on the Azure plat-
form – such as business intelligence or customer 
relationship management tools – to enable com-
panies to capture and analyse data about their 
customers’ behaviour.

“Using these analytics tools to better understand 
the data captured via our beacons helps compa-
nies to develop targeted marketing campaigns, 
improve operational processes and boost custom-
er engagement,” says Rhee. “For instance, retailers 
can use analytics tools to track peak visitor times 
to plan staffing rotas, identify popular products, 
determine where to place promotional products 
or even to send personalised offers to consumers 
as soon as they step into the shopping mall.”

Now Wizturn is well established in South 
Korea, SK Telecom plans to extend its services 
across the globe with the help of Microsoft and 
its partners in 2015. Rhee believes one of the key 
factors that will help to achieve international 
growth is the fact that Wizturn is available as a 
software-as-a-service solution on Azure.   

“As the first solution to integrate ILBS technol-
ogy with a globally available public cloud plat-
form, Wizturn can easily be deployed anywhere 
in the world without customers needing to in-

We speak with Kyle Rhee at SK Telecom about how his company plans to leverage its 
partnership with Microsoft to provide indoor location-based services to customers

Going global  
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vest in their own on-premises infrastructures,” 
he explains.  “Plus, our StorSimple solution al-
lows customers to store the vast amounts of data 
gathered in on-premise resources and on Azure, 
providing them with a secure and flexible way to 
access information whenever they need it.” 

SK Telecom also aims to leverage Microsoft’s ex-
tensive network of system integrators, independ-
ent service vendors, software developers and other 
partners to expand its services into new markets.

“We already have a solid partner base in South 
Korea, but this year we intend to join forces with 
Microsoft partners in the Asia-Pacific region and 
elsewhere in the world,” explains Rhee. “We also 
plan to establish a co-marketing campaign with 
Microsoft and train its partners to deliver our 
ILBS solution themselves. Eventually, we hope that 
WizTurn will gain the necessary certification to be 
offered as part of the Microsoft technology stack.”

To help elevate its position in the global ILBS mar-
ket, SK Telecom also plans to increase the accuracy 
of its geo-positioning technology to identify the lo-
cation of individuals within a distance of 50cm. “We 

will also add asset tracking functionality to Wizturn 
to enable our customers to tag equipment with Blue-
tooth beacons and track these items in real time, 
helping to improve operational efficiency or securi-
ty,” says Rhee. “For example, police forces could use 
it to track rifles, or it could be used by factory work-
ers to track shipments and inventory stock.” 

As the global ILBS market continues to grow, 
Rhee is confident that by extending its partnership 
with Microsoft and adding and upgrading the fea-
tures to Wizturn, SK Telecom will be able to quick-
ly gain customers in new markets. “Our experience 
as a wireless telco operator allows us to provide 
some of the most accurate positioning technol-
ogy in the market, while our advanced beacon 
technology, routing engines, map-authoring tools, 
geo-fencing, check-in, analytics solutions provide 
everything a company needs to offer customers a 
reliable context-driven ILBS service,” he concludes. 
“2015 marks the start of our global expansion and 
we look forward to building a win-win partnership 
in the growing indoor location space business with 
many capable partners.” 

C O M M U N I C AT I O N S

Wizturn is being used 
in sports stadiums 
to send location-
based information to 
customers
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Broadcasters of the world’s biggest sporting events such as the Super 
Bowl, the Winter Olympics and the World Cup are increasingly relying on 
Azure Media Services for their streaming services. We find out why

F E AT U R E

Sporting
highlights

B Y  L I N D S AY  J A M E S

For the world’s biggest broadcasting companies, 
being able to stream major sporting events is 
something that is taken extremely seriously. 

Take the recent Super Bowl. Over 11 hours of con-
tent were streamed to 2.5 million unique users with 
a peak of 1.3 million concurrent viewers.

Meanwhile, the 2014 Winter Olympics was 
watched by over 100 million viewers around the 
globe, with roughly 2.1 million concurrent HD 
views when the US and Canada faced off in the 
men’s hockey semi-finals. And last year’s World 
Cup football match between Cameroon and 
Mexico in June set a new record for simultane-
ous viewers at 2.8 million.

Microsoft Azure Media Services, along with 
its broadcast customers and technical partners, 
delivered the video for all three of these events 
flawlessly, with no service-affecting outages. “For 
this type of broadcast, there is no compromise 
on the need for 100% uptime,” explains Martin 
Wahl, principal program manager in Micro-
soft’s Azure Media Services team. “Broadcasters 
cannot afford to have outages in service when 
they’ve invested so heavily in particular events.” 

Microsoft Azure Media Services is a comprehen-
sive platform built on the public cloud for media 
companies to build scalable, cost-effective, end-to-
end solutions. This lessens the amount of money and 
resources which broadcasters and premium content 

owners need to spend on hosting, managing, sup-
porting and distributing their media. 

“For broadcasters, the infrastructure required 
for streaming can be very expensive, depending 
on how many channels they are streaming or the 
functionality they want to offer,” Wahl explains. 
“The benefit of Microsoft Azure Media Services is 
that it’s hosted in the cloud so it has an elastical-
ly scalable architecture – it can virtually create as 
many servers on the fly as needed. What’s more, it’s 
built around a shared cost model. Customers like 
the fact that they only pay for what they use.” 

Recognising the importance of security, Azure 
Media Services now offers a content protection 
service which includes encryption and digital 
rights management technology. This provides 
broadcasters with end-to-end content protec-
tion. “Piracy is a big issue for broadcasters and 
it’s something we take very seriously,” says Wahl. 
“Azure Media Services offers encryption on the 
fly, for both video on demand and live stream-
ing. Data will be encrypted by the server before 
it is sent out, and decrypted by the client to view. 
This allows video data to be transferred safely 
between the server and client, and makes the 
video data unreadable by any parties who inter-
cept it in between.” 

In addition to these extra security features, Mi-
crosoft has announced the availability of a new 
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speech recognition service that indexes and stores 
all speech found in the video as searchable meta-
data. The indexed text can then be used for close 
captioning, transcriptions and searching. “This is 
really valuable for broadcasters who, until now, 
have had to spend significant sums of money in 
transcription and translating,” Wahl says. 

Microsoft is also launching an entirely cloud-
based encoding solution that enables broadcast-
ers to send high quality broadcasts via MPEG-2 
transport streams to any Azure data centre and 
have it encoded and transcoded into multiple bit 
rates right in the cloud. “This eliminates the use of 
any additional on-premises hardware needed to 
simulcast and deliver their programmes online,” 
Wahl explains. “Our system is already set up to 
instantly convert those live streams into on-de-
mand assets so broadcasters and content owners 

can continue to monetise their content long after 
the event has occurred. This ‘cloud DVR’ feature 
is unique and could possibly eliminate the big set 
top boxes with hard-drives that are taking up way 
too much space in our family rooms.”

Looking to the future, Wahl believes that the un-
matched hyper scale of the Microsoft Cloud will 
continue to deliver rich and interactive live media 
to millions of viewers quickly, easily and cost effec-
tively. “It’s clear to me that, over the coming years, 
the amount of streamed content will grow exponen-
tially,” he says. “Younger audiences are increasingly 
viewing content via their mobiles and I expect this 
trend to continue. Broadcasters need to embrace 
this so that they don’t lose out. They need to make 
advertising more relevant too. We’re now in the pro-
cess of creating a cloud-based solution which can 
replace adverts during streamed content on the fly 
so that they are more relevant to the viewer.” 

This will be just one of a number of solutions that 
the Azure Media Services team will release in the 
months to come. “Azure is the future of Microsoft,” 
Wahl concludes. “The media industry is not just 
something we are dabbling in – we are absolutely 
committed. Over the coming year we will be con-
tinuing to innovate and release new features. Watch 
this space for some very big announcements.” 
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P R O F I L E D :  D I S T R I B U T E C H / I N V E S TO R C O M

Boosting IT 
capacity 
Dell helps Canadian SaaS provider Distributech/InvestorCom to increase IT 
availability, improve disaster recovery, enhance data security and reduce costs 

Founded in 1992, Toronto-based Distrib-
utech/InvestorCom initially handled the di-
rect mail marketing needs for some of Can-

ada’s major brands. As the number of companies 
outsourcing their marketing communications, 
financial publishing and e-commerce functions 
has grown, Distributech/InvestorCom has de-
veloped from a traditional marketing and print 
fulfilment company to a multi-platform soft-
ware-as-a-services (SaaS) provider.

Today, Distributech provides three SaaS plat-
forms, including a marketing automation web 
portal called DOXTM and an InvestorPOSTM 
reporting solution for the financial services and 
insurance industries. It also offers Pivotal Con-
tactTM, a data mining, analytics and business 
intelligence service for marketers.

According to Randy McIver, vice president of 
IT, the company’s SaaS operations are fast over-
taking its more traditional functions. “We’re 
quickly building out a set of strong SaaS offer-
ings from our legacy brick warehouse and print 
operations,” he says. “Half our growth is due to 
these new channels we’ve opened up.”

Each day, Distributech/InvestorCom’s IT infra-
structure handles millions of varied online data 
transactions, such as e-commerce orders, client 
files and data transferred via web service calls. To 
boost its capacity to manage such high levels of 
traffic and improve disaster recovery and secu-
rity, the company needed to replace its existing 
multi-vendor IT patchwork.

“We were starting to have availability issues 
and clearly needed to upgrade to newer technol-
ogy platforms,” says McIver. “At the same time, 
we needed to simplify and make our IT systems 
much more efficient to operate and grow.”

Assisted by Dell Deployment Services, Distrib-
utech/InvestorCom implemented an end-to-end 
infrastructure solution comprised of components 
from Dell’s hardware and software portfolios.

According to McIver, Distributech/Investor-
Com chose Dell because it was willing to share 
its architectural expertise before the sale to help 
design the solution, while Dell Financial Servic-
es provided a lease-to-own arrangement to en-
able the company to acquire the solution while 
conserving capital. 

The main reason for choosing Dell was that 
it could provide one source for the company’s 
much-needed refresh of its end-to-end infra-
structure, both at the Toronto co-location data 
centre near its headquarters and at another co-lo-
cated disaster recovery site in a nearby suburb.

“Dell could provide everything from switch-
ing to servers to storage, firewalls, and backup, 
which greatly simplifies overall IT management 
and scaling for growth,” explains McIver. “We 
saved months and a lot of risk in getting our 
solution designed, deployed and running by us-
ing Dell Deployment Services.”

Distributech/InvestorCom installed three Dell 
PowerEdge R620 servers, two Dell Networking 
N4024 10GbE Layer 3 switches and one Dell 
EqualLogic PS6210 storage area network with 
18TB of usable capacity in its main data centre. In 
addition, Microsoft Hyper-V was used to virtual-
ise 50 physical servers, which are managed by Mi-
crosoft System Center Virtual Machine Manager. 
The company also deployed a similar setup at its 
disaster recovery site for replication and failover.

“Overall we reduced our server footprint by 
75% and halved our energy use by virtualising 
our systems on Dell PowerEdge servers,” McIver 
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says. “At the same time, we boosted our systems 
availability significantly and we’re now seeing 
huge performance gains with our new Dell end-
to-end infrastructure.”

Meanwhile, the company implemented Dell Pow-
erVault tape backup systems and Dell SonicWall 
firewalls to provide Canada’s major banks and other 
financial institutions with improved data security 
and to help them achieve regulatory compliance.

In addition, Distributech/InvestorCom’s acquired 
a large quantity of Dell Latitude laptops for exec-
utive and sales teams, enabling them to remote-
ly connect to the company’s enterprise resource 
planning and customer relationship management 
systems. Dell Latitude 6 Series laptops and Dell 
OptiPlex PCs are now standard for all employees.

One of the biggest benefits of the new Dell infra-
structure is that Distibutech/Investorcom’s team 
can now manage all systems more easily. The 
team uses Microsoft System Center to manage the 
virtual servers and Dell OpenManage Essentials 
to control all the Dell hardware including serv-
ers, storage, networking and SonicWall firewall 
appliances. In addition, the OpenManage Mobile 
application also gives staff remote access to health 
status information via any smart device. 

“We estimate that it will save hundreds of 
hours of IT time-savings per year,” says McIver. 
“Morale is so much higher since the team is now 
doing a lot less ‘fire fighting’ and is able to work 
with some of the latest technologies.” 

Dell Latitude laptops 
and OptiPlex PCs are 
now used company-
wide at Distributech/

InvestorCom

C O M M U N I C AT I O N S
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The internet of things is making its mark on financial 
institutions worldwide. Indeed, we see the industry 
looking to IoT as a source of insight that drives new 
product development, risk identification, pricing and 
value-added services to strengthen customer loyalty.

You can hear more about this from Tony Jacob on 
page 44, as he discusses how insurance carriers are 
identifying customer patterns with connected car 
systems and apps. Also in this section is an exclusive 
interview with Accenture Duck Creek’s Michael Witt 
about the benefits of SaaS.  

K A R E N  C O N E :  M I C R O S O F T
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V I E W P O I N T

Innovation in 
insurance with IoT

TO N Y  J A C O B :  M I C R O S O F T

Insurance carriers are starting to explore the potential of the internet of 
things, using smart meters and devices to capture insights and identify 
consumer behaviour patterns

An increasing number of insurance carriers 
are looking to the internet of things (IoT) 
as a source of data and insight that can 

help with new product development, risk iden-
tification and pricing, and even new value-add-
ed services that support policyholder retention. 
IoT is new territory for insurance carriers, and 
they are looking to experiment and innovate to 
determine how data from vehicles and smart de-
vices can influence their businesses. To do that, 
they need to do rapid and cost-effective proofs of 
concept that enable them to determine the right 
business models and products to offer.

Microsoft Azure is a fully formed cloud-first 
data platform that makes all this possible by ena-
bling insurance carriers to quickly and efficiently 
gather, store, mine and analyse the vast quanti-
ties of data that an IoT project will generate.

Data gathering is enabled through Azure Informa-
tion System Services, a service bus in the cloud that 
can be used to gather data from any device, sensor 
or other asset you want to factor in. For telematics 
or usage-based insurance, that could be an in-car 
system, plug-in dongle or a mobile phone app that 

uses the phone’s GPS location data or accelerometer 
to track driving behaviour. In a smart home or smart 
facility, that could be any home automation or other 
smart device. Quite simply, any device will do.

SQL Azure is a cloud-based version of SQL Serv-
er – a relational database in the cloud – that can 
be quickly set up to store the volumes of data in 
these IoT projects, without investing in physical 
hardware or waiting for the infrastructure to be put 
in place. As it’s a database as a service, SQL Azure 
also can be quickly scaled up and scaled down like 
a utility, which also helps enable rapid innovation.

Azure Machine Learning provides cloud-based 
predictive analytics. It allows insurers to apply al-
gorithms to mine their data sets in an automated 
way, so they can identify patterns and valuable 
relational data. That’s important both because of 
the sheer volume of data you’re collecting, and 
because it can be a real challenge to find data sci-
entists. Azure Machine Learning allows you to 
automate some of that process.

Our data analysis toolset, HDInsight, along 
with the PowerBI presentation layer, enables data 
scientists and business users to analyse the data, 
make sense of it and bring that data into consid-
eration for product development, underwriting 
and risk, and for general customer analytics.

Our work with UK insurer Aviva shows the ben-
efits of Azure in action. Aviva developed the Aviva 
Drive mobile application for a telematics insur-
ance offering for both personal and commercial 
auto. The app was developed for iOS, Android and 
Windows phones, using the devices’ accelerometer 

“We’re seeing increasing interest 
among insurance carriers in the 

smart home or smart facility 
type of opportunity”
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or GPS positioning data to monitor users’ driving 
habits. Policyholders receive a discount on pre-
mium at the start, and then are eligible for other 
discounts as they improve their driving based on 
feedback provided through the app. With more 
than 300,000 downloads so far, Aviva Drive gener-
ates a huge volume of data that needs to be stored, 
managed and analysed effectively. Storing that data 
in the cloud enabled Aviva to put the programme 
together quickly and get it to market.

We’re seeing increasing interest among insurance 
carriers in the smart home or smart facility type of 
opportunity, where a growing collection of home 
automation devices, from internet cameras and 
motion sensors to gas and water leak detectors, 
is providing data and insights that can inform in-
surance products as well as value-added services 
that helps shift the conversation from insurance to 
protection. This can be an interesting proposition 
for carriers, but in these early days of the internet 
of things, many carriers want to better understand 
what is possible, based on better insight into the 
type of home or building automation devices that 
are available or being developed for the market. 

Our Microsoft Ventures team is investing in the 
development of those devices in partnership with 
American Family Insurance, a US insurer that is in-
terested in offering smart home policies. Together, 
Microsoft Ventures and American Family Insurance 
formed a four-month accelerator on the Microsoft 
campus in Redmond, Washington, to support start-
up firms that are developing home automation de-
vices. These start-up firms send employees to live 

and work near our campus, to access technical help 
from our engineering teams and data scientists who 
can help them understand how to collect and make 
use of the data their devices can provide, receive 
business coaching, gain exposure to potential cus-
tomers, and access potential investment opportuni-
ties. Interest in the accelerator has been enormous. 
Our Microsoft Ventures team expected about 100 
applicants for roughly a dozen spaces, but they re-
ceived close to 500 and we’re seeing a range of devic-
es, touching almost everything in the home. 

From our perspective at Microsoft, the internet 
of things is a fascinating place to be. Not only do 
we provide the infrastructure to ingest, house and 
analyse the data, but we also invest in joint ventures 
that support the development of devices that are 
pointing the way to an interactive and proactive re-
lationship between insurers and their customers. 

Tony Jacob is managing director of Worldwide In-
surance at Microsoft

Insurers such as Aviva 
are using apps to 

monitor driving habits 
and better service 

policyholders
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Over the last forty years, global retail bank-
ing association Efma has evolved consid-
erably. Starting off as a European organi-

sation formed by a small number of bankers and 
insurers, it has grown to become a truly global 
business, today meeting the needs of more than 
3,000 brands in 130 countries – including over 
80% of Europe’s largest retail financial institutions.

With an eye on the future, it has maintained a 
spirit of innovation and recognised the shifts in 
the industry that it has, in turn, adapted to. This 
has most certainly been the case in the last twelve 
months, during which time the organisation has 
undergone a huge transformation in a number of 
areas, which have helped to strengthen its position 
in an undeniably difficult market. Indeed, despite 
the ongoing effects of the crisis, Efma welcomed a 
record number of members in 2014. 

It’s fair to say that the organisation’s interna-
tionalisation strategy has proved far more suc-
cessful than expected. Today, Efma is the only 
truly global retail banking association, and it 
remains dedicated to strengthening its relation-
ship with banks in all regions and understanding 
each and every one of the unique challenges they 
face. Efma now has offices all around the world, 
including in Singapore, India and Dubai. 

“There are a number of activities which will 
help to bolster this international reach, but one 
initiative which is worth a special mention is 
the innovation portal and the related awards,” 
explains Patrick Desmarès, Efma’s secretary gen-
eral. “Launched in 2013, this initiative has been 

a tremendous success, with 599 innovations 
submitted by 252 different institutions from 69 
countries this year. Not only does the awards 
ceremony in October attract bankers and insur-
ers from the world over, but it also gets excep-
tionally good press coverage. It is also expected 
that Efma’s brand new portal dedicated to new 
entrants in the banking sector (www.efma.com/
newplayers) will become a benchmark – in the 
same way as the now classic Statistical Yearbook 
(www.efma.com/ranking).”

Efma’s commitment to digitisation has also had 
a major role to play in the organisation’s success. 
Recognising the move towards digital channels 
across the industry, it has launched a new online 
content platform and app to provide all members 
with a rich and diversified flow of retail financial 
services information covering a wide variety of 
geographies and topics. “There is currently no 
equivalent to this in the industry,” says Desmarès. 
“The next step is to develop new user interfaces 
and further personalise the content that members 
want to receive, delivering it to them in the format 
and at the frequency of their choosing.”

Another area that is the subject of reinvention 
is the Efma conferences. These events continue to 
be highly rated and are particularly popular with 
participants from distant countries. For example, 
in ten years, the number of paying participants 
from Africa, America and Asia has increased 
from 6% to 20% of the total. In contrast, the num-
ber of paying participants from large member in-
stitutions from old Europe has collapsed (-60%). 

B Y  L I N D S AY  J A M E S

In an incredibly challenging marketplace, global retail financial services 
association Efma is continuously evolving to stay one step ahead of 
industry trends. With new chairman Javier San Félix at the helm, we 
find out what’s in store for the organisation

Growing in a 
global market 

http://www.efma.com/
http://www.efma.com/ranking


“Efma’s commitment to digitisation 
has also had a major role to play in 
the organisation’s success”
J AV I E R  S A N  F É L I X

F I N A N C I A L  S E R V I C E S
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In light of this, Efma is working to move on 
from the traditional concept of conferences. 
It will focus above all on interactivity and ex-
changes of experiences, as well as in-depth case 
studies. It will favour venues that are far more 
informal and more welcoming, but above all less 
expensive. It will organise a smaller number of 
events, and rely on differentiation, quality and 
innovation to make its mark in a saturated con-
ference market. Moreover, it will steadfastly cul-
tivate its professional identity in order to stand 
out from sponsorship and exhibitor hunters.

Not only has Efma firmly cemented itself in its 
strongest position yet, but it has also secured the 
backing of one of the most influential bankers in 
the industry – Javier San Félix, senior executive vice 
president at Banco Santander – who has stepped 
into the coveted position as Efma chairman.

Bringing with him extensive international fi-
nancial services experience, San Félix will help 
to drive Efma forward into the next phase of its 
global and digital strategy. In his current role as 
senior executive vice president, global head of re-
tail and commercial banking at Banco Santand-
er, San Félix is responsible for leading the bank’s 
worldwide retail and commercial banking oper-
ations. Prior to that, he held a number of senior 
positions within the industry, including man-
ager of Santander’s Americas division; CEO of 
Banesto, until its merger with Santander; senior 
executive vice president of Non Euro Markets 
in Santander Consumer Finance; and executive 
member of the Santander Consumer Finance 
Board of Directors. 

San Félix’s experience in the industry, as well 
as his deep understanding of what it takes to run 
one of the largest banks in the world, will be in-
valuable in helping Efma to move forward into 
the next phase of its global and digital strategy.

“The current banking model is changing,” San 
Félix says. “The main challenge for the banks in 
a digital world is to develop new omni-channel 
customer propositions to attract and retain cus-
tomers. Increasingly, banks will need to win the 
battle against other non-banks to convert those 
better-informed online shoppers into customers. 
The challenge is global and gaining momentum 
as banks try to come to terms with technologies 
that have already transformed sector after sector.”

Desmarès believes that San Félix is an ideal 
candidate for the role. “Javier really understands 
where our industry is heading and is a fantas-
tic representative for Efma, which is continually 

looking to deepen its relationships with retail 
banks worldwide,” he explains. “Not only will 
Javier support us as we keep on growing our 
global presence, but he realises the importance 
of building strategic relationships with business-
es outside of our industry, such as retailers. His 
knowledge and experience will help us to build 
on our core strengths and develop a truly global 
Efma. I am delighted to have him on board and 
look forward to sharing the future successes that 
we will undoubtedly achieve together.”

There is an unquestionably exciting fervour 
within the association about what it can achieve, 
and it is resolutely committed to continuing along 
its path of evolution in the years to come. Look-
ing ahead, Efma pledges to keep moving with the 
times and provide its members with the knowl-
edge and insights they need to drive their innova-
tion efforts and to succeed for many years ahead. 

“The benefit of Efma as a global network 
is to help detect key initiatives and industry 
trends from around the world,” San Félix con-
cludes. “I truly believe we will play a strategic 
role within this new scenario and our commit-
ment is to firmly contribute to develop and 
strengthen the business.” 

“The benefit of Efma as a global 
network is to help detect key 
initiatives and industry trends from 
around the world” 
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Efma has recently launched a new online content platform
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Enhancing security 
US bank implements Dell SecureWorks to reduce the costs of 
managing network security and preventing data breaches 

As larger banks have begun to fortify their 
security defences, community and re-
gional banks have faced an increased 

number of targeted security threats. These fi-
nancial institutions need more effective and af-
fordable security tools to protect the confidential 
and valuable data stored on their networks from 
hackers and cyber criminals. These solutions 
also need to be easy to manage to ensure that 
banks can maintain high-quality customer ser-
vice and ensure regulatory compliance.

Founded in 1983, US-based Lone Star Nation-
al Bank (LSNB) provides financial and banking 
services to consumers and business from more 
than 40 branches in Texas, as well as its website 
and mobile apps. In recent years, LSNB’s IT team 
struggled to find the time to manage, monitor and 
update the bank’s in-house intrusion detection 
and prevention system to ensure that it was effec-
tive against ever-evolving attacks. The team also 
found it difficult to generate compliance reports 
and compile and analyse threat intelligence.

When its previous network security system 
approached the end of its life, LSNB decided to 
implement a data security solution that required 
less hands-on management and provided bet-
ter reporting tools. Rather than deploying an 
expensive in-house solution, LSNB opted for a 
more cost-effective managed intrusion detection 
and prevention security service from its long-
standing partner Dell. 

“Our previous security system was very expen-
sive and managing it took time away from our role 
of making the bank even more successful,” says 
Kevin Pilgrim, executive vice president and CIO 
at LSNB. “We needed to direct our IT resources to 
support customer service so we chose Dell Secure-
Works. It provides the services we need – includ-
ing 24/7 monitoring, reporting and access to threat 
intelligence – and it’s recognised by the industry.”

Together, the bank’s IT team and Dell SecureWorks 
configured and tested the solution, before deciding 
to expand it to other departments of LSNB. “We 

were so happy with Dell SecureWorks, we quickly 
signed to have Dell SecureWorks monitor and de-
fend our disaster recovery site too,” says Pilgrim. 

Since implementing Dell SecureWorks, the bank 
has simplified compliance procedures, doubled 
reporting efficiency and significantly reduced the 
costs associated with protecting its networks from 
unauthorised access. “We saved US$60,000 in the 
first year and did not need to hire a full-time se-
curity expert,” explains Pilgrim.

The solution also ensures that the bank’s infra-
structure remains secure if a workstation becomes 
infected, notifying IT staff about potential issues.

“Dell SecureWorks uses multi-layered protec-
tion, so it will shut down any malicious traffic and 
alert my team,” says Pilgrim. “The accuracy and 
speed of this solution also allows my team to be 
laser-focused during any clean up, rather than 
having to run through pages of network logs to 
identify the infected system.”

In addition, the solution has also enabled IT 
personnel to develop value-added services, such 
as a new robust customer relationship manage-
ment system, which will help the bank to expand 
in the future.

“We no longer have to spend time managing 
and monitoring security because Dell Secure-
Works takes care of it for us,” says Pilgrim. “Now, 
our IT employees can focus on using technology to 
help the bank improve its offerings and revenue, and 
realise its short-term and long-term goals.” 

Dell SecureWorks 
provides 24/7 
monitoring

F I N A N C I A L  S E R V I C E S

49



50 w w w. o n w i n d o w s . c o m

V I E W P O I N T

Taking control 
M I C H A E L  W I T T :  A C C E N T U R E  D U C K  C R E E K

Insurers of all sizes are looking for ways to take control of their core 
system functions while simultaneously improving efficiency and 
increasing business agility

“We are confident this business model, 
supported by the Accenture Cloud 

Platform, using Microsoft Azure, delivers 
the outcomes insurers are looking for”

Today’s insurers are fighting hard to trans-
form their businesses, but it’s no easy feat. 
Faced with a lack of alignment between 

their business and technology, combined with a 
high-maintenance legacy IT infrastructure, short-
age of resources, and dwindling candidates with 
the right skill set to maintain an antiquated sys-
tem, it’s clear that to be viable in the here and now 

requires more than just shifting priorities. 
Most insurers accept that in order to succeed, they 

need to transition to a modern platform. To take full 
advantage of digital technology, this often means 
moving to a cloud-based solution. However, with so 
many different options available – software as a ser-
vice (SaaS), infrastructure as a service, platform as a 
service, as well as hybrid models – it’s no wonder that 
most insurers have yet to make the leap. Transition-
ing to a modern platform is a daunting proposition 
for many, who worry about which solution will best 
meet their needs with the least amount of disrup-
tion, how their own IT resources will be impacted 
and what it will cost both now and in the future.

At Accenture Duck Creek, we believe a SaaS 
model is more than just cloud-based infra-

structure hosting and application outsourcing 
combined with software. Carriers should expect 
more. From our experience, a SaaS model should 
incorporate a one-to-many infrastructure and 
operations, defined SLAs that are designed to 
meet or exceed a carrier’s typical needs, inherent 
‘always current’ upgrades and software revisions, 
all delivered in a predictable price and commer-
cial model. Insurers should know what SaaS 
options are possible before making their final 
software and service provider selection.

The SaaS contract is an attractive modernisa-
tion option for insurers that would prefer to focus 
their internal IT resources on being responsive to 
their business instead of responding to hardware 
and software maintenance issues. Companies can 
leverage pre-defined templates and pre-existing 
configurations based on best practices and the 
experience of the SaaS provider. And with this 
approach, businesses typically experience shorter 
implementation times and have access to remote 
IT maintenance and monitoring capabilities, mit-
igating the need to maintain these specialised 
skills in-house. This type of solution means that 
insurers will never again be faced with issues due 
to an outdated legacy system because of the in-
herent upgrade capability included with a SaaS 
solution. What’s more, insurers can become ex-
tremely nimble – they can scale their capabilities 
up or down to better respond to market demand 
and customer needs. 

How do we know this innovation works? Expe-
rience. With a proven track record of successfully 
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operating SaaS within several insurers over the past 
two years, we are confident this business model, 
supported by the Accenture Cloud Platform using 
Microsoft Azure, delivers the outcomes insurers are 
looking for. Our current customers cover the indus-
try from very large personal lines insurers to carriers 
with US$150M in direct written premiums. 

Insurers’ success with non-core SaaS solutions, 
such as SalesForce, is being reported through-
out the market, which has escalated interest in 
viable options for core solution SaaS. We have 
seen a significant increase in active opportuni-
ties that are preferring SaaS capabilities across all 
segments and tiers of our market. In a compet-
itive industry, any advantage is pursued. With 
so many benefits to migrating to this solution 
– predictable costs via a pay-as-you-go struc-
ture, improved system functionality, expedited 
product development and deployment, and no 
hardware or maintenance expenses – insurers 
are likely to see an impact on operational results 
and customer service levels. 

Looking ahead, it’s important for insur-
ers to prepare for the future, and a SaaS ap-
proach will keep their investments current 
while reducing the business disruptions from 
upgrades and maintenance cycles. Today, the 
most successful insurers are beginning to real-
ise that they need all of their resources focused 
on their core business. This means enabling IT 
to refocus on being a change agent for deliv-
ering product and shifting capital away from 
software and infrastructure to investments 
that can drive more top-line impact. Sooner 
or later (most likely sooner), shifting key sys-
tems to a SaaS solution will be a competitive 
imperative; those who move earlier are like-
ly to see it as an advantage. Any insurers who 
haven’t begun modernising their systems will 
need to move now or acquiesce that they will 
likely play catch up for years to come.  

Michael Witt is global SaaS product lead at 
Accenture Duck Creek





M A N U FA C T U R I N G 
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Ç A Ğ L AYA N  A R K A N :  M I C R O S O F T

As they increasingly turn their attention to the cus-
tomer experience, manufacturers are exploring 
new ways to connect their operations, devices and 
end-products to gain valuable insights into what cus-
tomers want and how their products are being used.

With insight from Microsoft’s Colin Masson and  
Sanjay Ravi, plus some of our key partners, in this 
section we discuss everything from the impact of the 
internet of things and cloud computing to the latest 
mobile and social innovations. Microsoft will be show-
casing its IoT innovations and much more at this year’s  
Hannover Messe. If you’re attending, we look forward 
to seeing you there.
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Connected
and intelligent

Developments such as Industry 4.0, 3D printing and the internet of things are 
garnering vast amounts of consumer attention – and for good reason. Here’s 
how manufacturers can harness these new technologies to engage customers 
with amazing experiences, supported by intelligent operations

B Y  S E A N  D U D L E Y

Concepts such as Industry 4.0, 3D printing, 
the (industrial) internet of things (IoT) 
and connected devices are not new with-

in the manufacturing industry. But increasing 
awareness of these developments with consum-
ers presents a distinct opportunity for manufac-
turers – helping them to not only better serve 
their customers, but achieve improved margins 
through rapid prototyping and agile manufac-
turing, and engender loyalty along the way.

“Many manufacturers haven’t really focused on 
the customer journey until now,” says Colin Mas-
son, global industry director for manufacturing 
at Microsoft Business Solutions. “But thinking 
beyond the engineering of a product and about 
how they can get more insight from product us-
age forms the basis of intelligent operations. It 
involves going outside the four walls of manu-
facturing; it’s about getting feedback from these 
products once they’re deployed at a customer or 
end consumer.”

By focusing on a number of ‘moments of truth’ 
along the customer journey and connecting to 
devices at the consumer end, manufacturers can 
gain valuable insights into how their products 
are being used. With this information, compa-

nies can create ‘customerised’ products that are 
designed and engineered to meet the specific 
needs of customers. For example, 3D printing 
is making it easier for manufacturers to rapidly 
prototype and then deliver products that are as-
sembled to order, made to order or engineered to 
order, differentiating their products and services 
to a greater degree than ever before.  

In order to achieve the required insights and use 
this information to deliver these compelling cus-
tomer experiences, however, companies require 
connected marketing, sales and service capabili-
ties. “Manufacturers can market smarter with new 
insights gained by listening to smart connected 
products and social sentiment, blended with data 
from customer touchpoints across the market-
ing, sales and service channels they want to use 
– whether digital or not,” says Masson.

 The core customer relationship management 
tools of Microsoft Dynamics CRM provides us-
ers with sales tools, social engagement capabil-
ities and a unified service desk. By pooling in-
formation from sources such as websites, phone 
conversations and social media, they can then 
develop a 360-degree view of the customer – and 
their devices.
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Through Microsoft Azure Services for IoT, 
Dynamics CRM can also connect to customers’ 
smart connected products and provide insight 
into how they’re being used and how they’re 
functioning. This means staff can be proactive 
when it comes to interactions with their custom-
er, giving them a competitive advantage. 

While these ‘moments of truth’ are of vital impor-
tance, in order to deliver an enhanced customer 
experience, companies need to be responsive to the 
needs and demands of customers when it comes to 
the supply chain and manufacturing process too. 

“You can connect marketing, sales and service 
agents to try and deliver great customer expe-
riences, but satisfaction and loyalty still comes 
down to fulfilling the promises you’re making to 
each customer,” Masson explains. 

Microsoft Dynamics AX can help manufacturers 
stay on top of their supply chain by tracking supply, 
work in progress and finished goods inventory, and 
providing accurate timeframes to customers, such 
as when a product will be ready for delivery. 

Masson believes that the walls have to come 
down between manufacturing and supply chain 
operations, marketing, sales and service opera-
tions – and research and development operations. 

VIEWPOINT

Putting BI 
at the centre

Intelligent operations is essentially fact-
based decision making, with real-time 
analytics integrated into day-to-day 
business processes. 

eBECS positions BI as an integrated 
component of its overall solutions, including 
Microsoft Dynamics CRM and Dynamics 
AX. We believe that the paradigm shift 
towards intelligent operations is enabled 
by cloud-based technologies such 
as Microsoft Azure. This mainstreams 
technologies such as machine learning to 
any size manufacturer, because they either 
did not exist or were simply too costly.

Stephen Wilson at eBECS 
discusses the impact of cloud 
computing 

M A N U FA C T U R I N G

The top three priorities manufacturing executives are focusing on this year
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“It’s a culture change that’s got to come on the 
manufacturing shop floor but to do that you need 
modern systems like Dynamics AX, which is an ag-
ile digital business platform for manufacturing and 
supply chain execution,” Masson says. “It’s about 
ensuring that things run smoothly. It might be a 
great customer experience, but if a product doesn’t 
arrive on time, nothing is forgiven at that point!”

Throughout the entire customer and product 
journey, one thing is key – staff must have in-
sight into the same information as their custom-
ers, not only to ensure they serve them better, 
but also so they can stay up to date on the latest 
requirements and trends. This requires them to 
have access to and be armed with the same level 
of technological capabilities as their customers. 

“Take mobile, for example,” says Masson. 
“Companies need to ensure that whether it’s in 

manufacturing or sales, their staff have the latest 
tools. This means access to the latest informa-
tion, easy-to-use software and apps that are built 
to do their job wherever they are. You don’t just 
need to invest in plant automation, manufactur-
ers need to reinvent productivity with a modern 
workplace. Microsoft can help here as well, with 
Office 365 available across all the major mobile 
platforms, and secure cloud services to aid their 
deployment and management.”

In an age of connected devices and a growing 
skills gap in manufacturing, systems of intelli-
gence are required, according to Microsoft CEO 
Satya Nadella, speaking at Convergence 2015. “In 
a world of big data, small patterns matter,” he said. 

“With IoT data from smart connected devices 
and manufacturers’ smart products, users can 
run Azure Machine Learning across that data 
and start looking for significant business events,” 
Masson explains. “This enables staff to be pro-
active about service, look for patterns in data, 
segment customers in more intelligent ways and 
continuously adapt marketing strategies.”

By analysing the vast amounts of data that is cre-
ated by connected devices, sales teams can iden-
tify cross-sell and upsell opportunities, such as 
when a contract is about to expire, or if a machine 
is being run at several times its designed capacity. 

VIEWPOINT

Linking the 
supply chain

Today, all elements of your supply chain 
must link together seamlessly, and this 
requires a system that can connect 
everything together. 

Dynamics AX was built on the principle 
of intelligent operations. For example, 
the order-to-cash process includes all the 
information you need, both internally and 
externally, as you create your business 
plan and consider what your gross profit 
margins are going to be. 

To execute this throughout the whole 
business, you’ve got to have a system 
that’s linked together. After all, every 
single link of the chain is only as strong 
as the previous one; any weak element 
can jeopardise your entire operation. 

What we at Ibis bring to the table is 
the breadth of understanding required 
to minimise the dangers of any links 
in the supply chain from breaking – 
from pricing, to ordering, delivery, 
procurement, all the way to invoicing 
and payment. 

Without an intelligent system, you 
won’t have the tools in place to gather 
and make sense of your business 
information. That means you cannot 
make smart, informed decisions and you 
are therefore not running your business 
in the most efficient manner.

Dominic Telaro at Ibis stresses 
the importance of having a 
strong and seamless supply 
system in place “Companies need to ensure that 

whether it’s in manufacturing or 
sales, their staff have the latest tools”
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“These opportunities to engage customers in new 
ways and servitise manufacturing doesn’t just hap-
pen by connecting devices; that happens by adding 
business context, insight and making it actionable,” 
Masson adds. “That’s really where connecting Azure 
Services for IoT with business applications such as 
Microsoft Dynamics CRM and AX enables manu-

facturers to transform their business with intelligent 
customer engagement and intelligent operations.

“Microsoft’s innovative partner ecosystem is al-
ready taking advantage of our investments in so-
cial, mobile, analytics, cloud and IoT, and we’ll be 
with many of them showcasing our journey to in-
telligent operations at Hannover Messe.” 

VIEWPOINT

Next-generation operations

Intelligent operations are the next 
generation of business process 
management. With intelligent 
operations, the focus shifts from 
efficiency and cost reduction 
to effectiveness and proactive 
responses to customer activities. In 
other words, intelligent operations 
allow people to harvest data to 
predict potential problems and 
generate actionable insights.

By definition, ‘intelligence’ implies the 
ability to apply knowledge within the 

context of a need. To do this, traditional 
business applications like ERP and CRM 
will need to be extended with contextual 
business rules and real-time intelligence 
from social channels and smart 
connected products to empower more 
people to make better decisions faster.

Cincom provides an intelligent selling 
platform for manufacturers who want 
to make intelligent operations a reality. 
Cincom has the only multi-channel 
configure-price-quote (CPQ) solution 
in the market that is based on an 

underlying expert system. 
We have always seen CPQ as the 

tip of the iceberg. There are many 
barriers within sales operations – most 
of which are dependent upon expert 
knowledge and insights. Cincom CPQ 
for Dynamics CRM and Dynamics AX 
is used by companies to guide sales 
reps and customers through every 
step of the sales process. Deployment 
via Microsoft Azure and support for 
mobile devices makes this guidance 
available anywhere, anytime.

Cincom’s Jim Wilson says that improved intelligence and 
awareness can be key to improving the effectiveness of sales teams

VIEWPOINT

Meaningful insights

Intelligent operations is the ability 
to use data from machines, tasks 
and industry metrics to provide 
information on how to improve 
efficiency, revenue and profit margin. 

In the past, this data has been 
entered into applications and then 
analytics were applied to identify 
trends, see where bottlenecks occur 
and so on. We are now finding ways 
to leverage machine-to-machine 
communication, harness data and 
apply robust analytics. 

Hitachi Solutions provides 
manufacturers with applications to 
capture data, as well as the analytics 
tools to transform that data into 
meaningful information. As of 
this year, companies investing in 
analytics are seeing average returns 
of US$13.01 for every dollar spent. 

For those manufacturers that sell 
and service equipment themselves 
or through dealers, we provide 
applications on top of the core 
Dynamics AX ERP to capture the 

full lifecycle of the equipment from 
inception to retirement. We then use 
the Microsoft analytics tools to provide 
key metrics to help manufacturers 
optimise their parts inventory, 
schedule their techs for efficient 
route management and increase 
customer satisfaction. The data is also 
used to provide engineering teams 
with information on the equipment 
design and engineering change 
management, which leads to reduced 
downtime and failures.

By capturing vital data, significant business benefits can be 
realised, says Deb Marotta of Hitachi Solutions 
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Across the globe every day, businesses are 
connecting their things and harnessing 
their data to create powerful new business 

value. Connecting devices to IT systems is only 
the first step. The real value lies in the data that 
is created by and transmitted from those devices 
as they interact with other devices and human 
beings, and the compelling business insights and 
new business models that this data can enable. 
Together, this is what the internet of things (IoT) 
is all about. 

According to IDC, the potential market size of 
IoT will be US$7.3 trillion by 2017. During that 
same timeframe, manufacturing companies that 
take advantage of their data have the potential 
to raise an additional US$371 billion in revenue 
over companies that don’t. 

To achieve these gains, there are four key areas 
where IoT can unlock the most business value 
and new revenue growth opportunities for man-
ufacturers: connected marketing, sales and ser-
vice, connected devices, connected operations 
and connected product innovation.

In a connected world, marketers, sales reps, 
and service reps need to collaborate over a sin-
gle and comprehensive source of customer in-
formation to provide unprecedented service. By 
tapping into the IoT, you can not only achieve a 
360-degree view of your customers, but dig deep 

into what your customers respond to and the ex-
periences they are seeking. 

With advanced analytics, manufacturers can 
give customers what they want, before they even 
know they want it. Gathering richer data from 
customers also helps identify the most potential-
ly lucrative new markets for your products. 

Devices, meanwhile, have the potential to say a 
lot, but only if there’s someone, or something, on 
the other end to engage, react and listen. Smart 
connected products like a smart TV, wearable 
device or smart appliances can fundamentally 
change how manufacturers design, deliver and 
service products—all focused on an ability to de-
liver context-specific rich consumer experiences 
and services. 

From sensors to handheld scanners to autono-
mous vehicles, the devices in your business can 
also create efficiency and insight if you enable 
them to talk to each other, your employees and 
your customers. 

Similar results can be achieved by connect-
ing the manufacturing systems, devices and 

Microsoft’s Sanjay Ravi explains how manufacturing companies are unlocking 
business value and driving transformation with the internet of things

Putting IoT
into practice

in manufacturing

“According to IDC, the potential 
market size of IoT will be 
US$7.3 trillion by 2017”
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people that drive your operations. Automating 
production processes frees up workers to meet 
increased demand without sacrificing quali-
ty. A more nuanced and detailed view of your 
production data helps you shift your focus from 
repairing machines to fine-tuning their perfor-
mance over the long term. Simplifying the way 
your machines work together makes it easier to 
bring new plants online in emerging markets. 

You also stand to gain new opportunities for 
revenue growth through services, enabling trad-
ing partners to monitor devices from remote 
locations to proactively offer new services such 
as condition-based maintenance that enhances 
equipment performance.

IoT can also help deliver innovative products that 
customers want, faster. A connected product devel-
opment solution will help you design, develop and 
improve products using technology to collaborate 
and create content based on information, analytics, 
and insights from customer interactions, product 
performance, and social networks, with real-time 
availability to accelerate innovation. 

Take Surface, for instance. When people sign 
up for the experience programme, Microsoft en-
gineers get anonymous information on product 
usage, like when a keyboard is used versus a pen 
on the tablet. This insight helps manufacturers 
like Microsoft fine-tune information to design 
the next product.

We already have a number of great examples of 
how manufacturers and partners in the industry 
are putting IoT into practice to drive business 
value and excite customers. 

Take the work Samsung Electronics is doing. 
By using Microsoft’s Azure cloud platform, 
which powers connectivity, data analysis and 
content delivery capabilities, the company is 
able to offer a variety of additional content and 
services to customers through its Smart TV plat-
form and app store. 

In the automotive sector, Qoros is developing 
connected car infotainment services using Mi-
crosoft Azure. Called QorosQloud, the services 
will span entertainment, navigation, commu-
nication and vehicle monitoring functions, 
accessed by the vehicle occupants through an 
eight-inch infotainment touch screen. 

Delphi is also an innovator in connected info-
tainment systems. Using Microsoft Azure, it has 
developed a unique global connectivity solution 
that allows drivers to interact with their vehicles 
from wherever they are, personalise the in-vehicle 
experience by downloading apps, access internet 
radio, understand service needs before hitting the 
road, customise the instrument panel and more.

Another really innovative company in this 
space is Toyota. About three years ago, the car 
manufacturer decided to use Microsoft Azure 
for its telematics platform for Toyota plug-in hy-
brid and fully-electric vehicles. By using Azure’s 
enterprise-grade, scalable platform, Telematics 
is able to deliver everything from digital enter-
tainment to driving information like GPS and 
traffic updates to energy management and other 
data-driven services in a vehicle.

We’ll be showcasing these scenarios and much 
more at the upcoming Hannover Messe event in 
Germany in April. You can read more in the Mar-
ketwatch section on page 12 and please do visit 
our booth, C48, if you’re attending the show. 

Sanjay Ravi is managing director of Discrete 
Manufacturing at Microsoft

QorosQloud uses 
Microsoft Azure 
to deliver in-car 
entertainment and 
information services
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IoT starts with 
collaboration

J O H A N N E S  P E T R O W I S C H :  C O PA - D ATA

To successfully leverage the internet of things, manufacturers have to 
establish a beneficial relationship and mutual understanding between 
people operating in the two fields of IT and automation

The internet of things (IoT) and the growing 
number of internet-enabled devices in use 
offers manufacturers a fantastic opportunity 

to significantly increase their productivity, quality 
and flexibility. This is especially the case for man-
ufacturers with multiple dispersed production 
sites, who can benefit from reduced consumption, 
performance improvements as well as energy 
management initiatives on a company-wide basis. 

However, many companies fail on the road to 
creating a ‘smarter factory’ – often because of a 
reason most people wouldn’t expect: human re-
lations. Indeed, IT professionals and automation 
engineers, when faced with the exact same situa-
tion, often think or act very differently.  

To take advantage of IoT, you need to bring the 
right people together, find a common language, 
create a mutual understanding of the business ob-
jectives, determine the ideal status, clarify respon-
sibilities and match technologies. 

This interdisciplinary project team should involve 
(but is not limited to), people who understand the 
automation and control mechanisms as well as 
the production processes, people who know what 
is possible from a technological point of view and 
those who are aware of  the company’s objectives. 

Usually, such scenarios include engineers and op-
erators from field level, IT professionals, supply 
chain managers and C-level executives. The teams 
often recognise very early on that connecting 
‘things’ in terms of IoT may sometimes be easier 
than connecting all people involved. For example, 
whereas IT professionals usually see security as one 
of their main concerns, automation engineers often 
don’t give security issues enough attention.

If manufacturers successfully manage to combine 
the two previously separated worlds of IT and au-
tomation, the benefits of implementing a complete 
end-to-end IoT solution seem endless: improving 
company-wide overall equipment effectiveness; 
performance increases and benchmarking; mul-
ti-site dashboarding and analysis based on real-time 
and historical data; predictive maintenance; better 
forecasting; and reduced consumption of resources 
such as energy, water and chemicals. 

Coming from the automation field, COPA-DATA 
also aims to approach previously classical IT fields 
in order to offer additional services to our custom-
ers and meet the rising demands of smart factories. 
Therefore, we have – in strategic alliance with Mi-
crosoft – developed a machine-cloud system which 
supports IoT scenarios. The system starts with 
equipment from the field, connects to the cloud 
and combines machine data with ERP data, pro-
viding a global view on real-time data and enabling 
comprehensive company-wide analysis. 

Johannes Petrowisch is partner account manager 
at COPA-DATA

“To take advantage of IoT, you need to bring 
the right people together, find a common 

language and match technologies”
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The edge of 
intelligence  

S I M O N  P O N T I N :  I T R O N

In the age of IoT, it has never been more important to leverage the 
power of real-time decision making. Smart grid technology is key to the 
progression from simply being connected to actively doing

In 2008, there were already more ‘things’ con-
nected to the internet than people. By 2020, the 
amount of internet-connected things will reach 

50 billion, with US$19 trillion in profits and cost 
savings coming from the IoT over the next dec-
ade, according to Cisco Systems. Among these 
connected devices are smart meters, which are 
projected to reach an installation base of nearly 
800 million globally by 2020.

Smart meters and smart grid technology play an 
integral role in making the internet of things (IoT) 
possible in the utility sector. Today, these technol-
ogies are delivering tangible benefits to both util-
ities and consumers; however, while smart grid 
networks and devices do a fine job of moving data 

around today, will simply connecting devices be 
enough to meet the needs of a modernised grid 
tomorrow?  With increasing demands of the grid, 
including electric vehicles, renewable energy and 
distributed generation, we are moving away from 
a centralised generation and delivery model to a 
dynamic, distributed collection of ‘micro-grids’ 
that will need to be synchronised, monitored and 
maintained in real time. 

Beyond being smart, the grid needs to be ac-
tive, meaning it also needs to have the inherent 
capability to respond in real time. Today, me-
tering and grid systems collect reams of data 
and make sense of it in the utility’s back office.  
The active grid leverages data to make real-time 
changes in the field. The active grid harnesses 
the power of the IoT to improve efficiencies and 
create value for both utilities and communities.  

With this approach to the grid, utilities can 
capitalise on the potential of these connect-
ed devices that have the computing power to 
not only measure and communicate, but solve 
problems on the grid in real time. Imagine 
data analysis and decisions taking place where 
it makes the most sense – at the edge of the 
network rather than only in the utility back of-
fice.  Imagine using devices that dynamically 
detect theft situations or transformer overload 
before it happens–improving safety, reliability 
and ultimately, profitability.  This is true edge 
intelligence.

Distributing intelligence across the smart 
grid network allows utilities to economically 
solve problems that couldn’t be feasibly solved 
before, greatly increasing the significance and 
timeliness of smart grid analytic applications 
as well as network capacity use. To achieve 
this potential, meters, grid sensors and other 
types of intelligent devices require a common 
set of technology attributes, namely: locational 
awareness; multilingual devices; and in-field 
processing power.

“Distributing intelligence across the 
smart grid network allows utilities 

to economically solve problems that 
couldn’t be feasibly solved before”
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The ability for edge devices to know exactly 
where they are, process and analyse data inde-
pendently and communicate with other types 
of devices creates many new possibilities for 
improving the accuracy, resolution and time-
liness of analytic applications. In addition, a 
secure, reliable and cost-effective cloud com-
puting and infrastructure platform, such as 
Microsoft Azure, helps utilities better harness 
the value of the data generated by their smart 
grid and smart distribution investments.

With these capabilities, a clear opportunity 
exists to deliver new business value in areas 
such as localised demand response/load con-
trol, asset monitoring and management, outage 
detection and response, renewables integration 
and diversion detection. This approach allows 
utilities to put intelligence where it makes the 
most sense, whether that’s in the field area net-
work, in the edge device itself or at the enter-
prise level, meaning analytics no longer must 
always take place in the back office where to-
morrow or next week is no longer good enough.    

In addition, utilities need a reliable, cost-ef-
fective and flexible communication network to 
help ensure the fastest and most reliable com-
munication path for every message based on 
location, network operating conditions and 

the nature of the application or data. This is 
best achieved using standard protocols, such 
as IPv6, which make leveraging existing in-
vestments possible and drive industry momen-
tum. For example, Itron and Cisco have taken 
a leading role in combining these capabilities 
and IPv6 standards to create, in essence, an ex-
tension of the functionality we have all come to 
expect from the IoT.

Many utilities throughout the world are in 
a good position to leverage these recent and 
significant advancements in network archi-
tecture, edge intelligence and analytics as they 
implement their grid modernisation strategies 
and connect to broader opportunities beyond 
operational efficiency to smart cities and IoT. 

There is absolutely no doubt that the conver-
gence of information technology and opera-
tional technology in the global utility industry 
will continue and accelerate, and that technol-
ogy advancement will continue to outpace the 
asset lifecycle paradigm utilities have so long 
operated within. Nevertheless, thresholds are 
reached that warrant a shift in thinking about 
how to approach and solve problems. For to-
morrow’s grid, that time is now. 

Simon Pontin is chief technology officer at Itron

Utilities can use 
connected devices to 
manage their grid in 
real time
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In June 2017, the Ben Ainslie Racing (BAR) 
team will join several other sailing clubs from 
across the world to compete in the 35th Amer-

ica’s Cup race in Bermuda in a bid to take the 
title from current champions Team Oracle USA. 
Led by British Olympian Sir Ben Ainslie, the UK 
team will sail in a 62ft wing-sailed AC62 catama-
ran designed to ‘fly’ above the water on hydro-
foils at speeds near 50mph. 

Building a boat for such a demanding race is 
challenging. “Unlike most sports competitions 
which are held according to a fixed sched-
ule, the America’s Cup takes place whenever 
a qualified yacht club challenges the current 
trophy holders – this means there could be 
one year between the races, or there could be 
a decade,” explains Andy Claughton, technical 
director at BAR. “The uncertainty surround-

ing the next race means that we only have one 
chance to get it right.”  

In addition, competitors are prohibited from 
sailing their boats until 150 days before the event, 
which means that BAR’s 22-strong engineer-
ing team will need to largely rely on 3D virtual 
modelling technology to design and optimise the 
boat’s structure and onboard operating systems. 

BAR has teamed up with Siemens PLM Soft-
ware UK, and its professional services partner 
Majenta PLM, to leverage its product lifecy-
cle management, NX, Teamcenter and Femap 
software to design, simulate, test and refine the 
boat’s structure and onboard systems before 
manufacturing it. BAR will have access to any 
new software updates and Siemens’ engineering 
expertise for at least three years.

According to Claughton, this will offer multiple 
benefits. “Ideally, we want to spend as long as pos-
sible on the design phase to ensure that each com-
ponent is optimised and that the boat will perform 
well in a variety of different scenarios before we fi-
nalise its structure,” he explains. “The beauty of the 
NX system is that we can quickly go from a paper 
sketch to a fully functional virtual 3D model that 
can be extensively fine-tuned and reworked.”

Fundamentally, using the NX software will 
enable BAR to create the basic 3D structure of 
the boat, capture the dimensions and then link 
all of the different components using parametric 
modelling techniques.

“This will allow us to experiment with the 
shape, size, thickness or weight of different in-

B Y  R E B E C C A  G I B S O N

We explore how Siemens’ 3D modelling and virtual simulation software will help the 
Ben Ainslie Racing team to claim victory in the America’s Cup in June 2017 

I N T E R V I E W

Sailing to 
success
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dividual components and be confident that 
each time we make an alteration – such as in-
creasing the width of the hull – all of the other 
components will be updated in real time,” says 
Claughton, explaining that this will ensure the 
team always has access to a fully functional 3D 
representation of the boat. “Without these para-
metric capabilities, we would need to manually 
restart the whole design process every time we 
wanted to alter a component, which would waste 
time, resources and money.” 

Meanwhile, Siemens’ Femap software will be 
used to perform finite element analyses, allow-
ing the engineering team to identify how they 
can improve the overall structure and aerody-
namic performance of the boat. For example, 
they can pinpoint the components that need to 
be strengthened, or those that need to be light-
weighted to increase balance.  

“Working with 3D models allows us to create 
computational fluid dynamics simulations to test 
how the boat will flow through the water and how 
it will perform in different sailing conditions,” 
says Claughton, adding that this will help the sail-
ing team to train for different eventualities.  

Using simulation software will also help BAR 

to accelerate the final manufacturing processes. 
“Ideally, we want to be able to make the final race 

boat in as short a timeframe as possible because 
this will give us the maximum amount of time 
to fine-tune the structure of the boat,” explains 
Claughton. “NX allows us to simulate various 
manufacturing processes and accurately calculate 
how long it will take to build the final boat. Not 
only will this assist with planning our production 
schedule and meet our deadlines, it will also en-
able us to find ways to optimise these processes.” 

BAR has already used the NX system to build 
and launch its first 45ft prototype boat, and to 
mould the material for the second test boat, 
which it aims to debut in mid-2015. “We will 
continue to refine the structure of these boats 
and by the end of this year, we expect to make a 
lot of the major decisions about the final design 
of the AC62 competition boat.”

While the BAR team has a long way to go before 
it finalises the AC62 boat, Claughton is confident 
that the America’s Cup trophy is well within BAR’s 
grasp. “Siemens’ software will enable us to design 
an aerodynamic boat that will perform well in 
various sailing conditions and we have a strong, 
talented sailing team – of course we will win!” 

“The beauty of the NX system is that we can 
quickly go from a paper sketch to a fully 

functional virtual 3D model”

M A N U FA C T U R I N G
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Today, we are on the cusp of a fourth in-
dustrial revolution, which has been driven 
by the evolution of new technologies like 

cloud, big data and the internet of things.
Over the next 10 to 20 years we will see future pro-

duction facilities become much more modular and 
flexible. This will be made possible by miniaturised 
processors, storage units, sensors and transmitters 
that will be embedded in machines, products, tools 
and software to structure data flows. 

These innovations will enable products to carry a 
digital memory from the beginning of the manufac-
turing stage and communicate with other products 
and machines throughout the production process. 
They will become cyber-physical systems that merge 
the real and virtual worlds to enable factories to con-
trol manufacturing processes more flexibly. 

Cyber-physical systems will lead to the growth of 
the ‘light-blue collar worker’, who will inhabit a role 
between today’s manual labourers and knowledge 
workers. They will be connected with stakeholders 
on both sides of the production lifecycle in areas 
such as design feedback and consulting, supply 
chain optimisation and customer experience. 

To develop the factory of the future, manufac-
turers will need to eliminate discontinuities in 

media and data transmission. This will enable 
them to make production operations cheaper, 
while achieving more rapid innovation cycles. 
Plus, the development of cyber-physical systems 
will combine with associated manufacturing 
processes to prompt a 30% increase in industrial 
productivity. 

The production environment created by this 
interconnectivity will gradually expand beyond 
the machines on the factory floor to include a 
myriad of other systems. For example, data from 
an enterprise resource planning system will be 
able to be transferred to a manufacturing ex-
ecution system by linking the management of 
materials logistics, personnel planning and cost 
calculations with production operation control. 

In this connected world, product designers and 
manufacturers will have to become more agile to 
incorporate feedback, trends and data sources di-
rectly into the design process. This will allow them 
to react quickly to evolving customer demands.

Many of the technologies needed to develop smart 
factories and bring about the fourth industrial rev-
olution already exist. These include the internet, 
standardised data connection protocols, simulation 
software and advanced collaboration portals. Manu-
facturers can prepare for Industry 4.0 by implement-
ing the right machines, analytics, data, IT and com-
munication systems, and making the connections 
that will bind these elements together. 

Mirko Baecker is EMEA marketing director for 
Siemens PLM Software

“Many of the technologies needed to 
develop smart factories and bring about 

the fourth industrial revolution already exist”

Manufacturers can prepare for the fourth industrial revolution by implementing 
the right machines, analytics, data, IT and communication systems 

M I R KO  B A E C K E R :  S I E M E N S  P L M  S O F T WA R E

The future of 
manufacturing 
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In the last issue of OnWindows I outlined the 
technologies and thinking behind the fourth 
industrial revolution. The question still on the 

table is ‘what steps do manufacturers need to 
take to prepare for Industry 4.0?’ 

We know that manufacturing will be very 
different in 20 years’ time, but we also know 
that technologies, materials, IT and society are 
changing fast. So we will have to be prepared to 
be flexible, putting in place processes and tech-
nologies that are adaptable and will achieve a 
much faster return on investment. 

To position your organisation for change, start 
with some basic actions:
• Establish a team to study Industry 4.0
•  Get them to study what exactly it is and how it 

will impact your business
•  Encourage the team to attend events and en-

sure they meet regularly to brainstorm ideas
• Control and direct current investments
• Experiment with new technologies
•  Be willing to try out different strategies, even 

if that means risking losing money. The ones 
that succeed will be the ones prepared to try 
out new ideas.

When charting the progress we’ve made 
through each of the industrial revolutions, it’s 
clear to see that as we’ve progressed, so has the 
degree of complexity in the technology we rely 
on. Back in the late 1700s and early 1800s we 
learnt how to harness water and steam pow-
er to enable mechanical production. Nearly 
a century later, we developed assembly lines 
and started using electrical energy for mass 
production – the first powered assembly lines 
were used at scale in the Cincinnati slaugh-
terhouses during the 1870s. More recently, we 
have developed IT systems to further auto-
mate production. And today, we’re starting to 
use cyber physical systems to create connected 
factories, devices and products. 

Ultimately, barriers to implementation are 
around skills and security. To help overcome 
them, the Manufacturing Operations Manage-
ment Institute is holding a series of global man-
ufacturing executive workshops over the course 
of the next few months, including a session in 
Ansty in the UK on 16 April, one in the US in 
Detroit on 7 May, and another at the ATS Train-
ing Facilities in Singapore on 16 September. 

For more information about these up-
coming events  and  to find out more about 
what we will be discussing, please visit  
www.mom-institute.org. I hope you will be able 
to join us.  

Mike James is the chairman and CTO of ATS 
International

“We will have to be prepared to be 
flexible, putting in place technologies 
that are adaptable and will achieve a 

much faster return on investment”

M I K E  J A M E S :  AT S  I N T E R N AT I O N A L

Manufacturing companies can take some simple steps to help prepare 
their business for change and the fourth industrial revolution

Industry 4.0: learning 
how to prepare

http://www.mom-institute.org/
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Optimising 
resources 
Russian aerospace firm JSC LEPSE is significantly improving productivity and 
increasing machine efficiency using solutions from Siemens PLM Software

The JSC Electric machine building plant 
LEPSE (JSC LEPSE) manufactures aircraft 
electrical equipment that can be found in 

every Russian production aircraft. 
Recently, the company realised it needed to en-

hance its competitiveness by improving quality 
and reducing production schedules. 

After evaluating the market, it determined that 
the best approach to meet its needs would be 
to adopt product lifecycle management (PLM) 
technology from Siemens PLM Software. Solu-
tions included Solid Edge software for new 
product and die mould development, NX soft-
ware for computer-aided manufacturing and 
Teamcenter software for complete PLM.

JSC LEPSE was able to implement an enter-
prise-wide master model during the deployment 
of Solid Edge. The master model drove tooling 
design, NC programming machines and engi-
neering evaluations. All required projections are 
generated based on 3D models.

“This approach enables our specialists to sig-
nificantly improve the quality of their work,” says 
Dmitry Emelyanov, deputy head of the JSC LEP-
SE Information Technology Directorate. “Appli-
cation of associative links significantly reduces 
the quantity of errors during design planning, 
design updates and modification development.”

Resources have been optimised too. “Devel-
oping a common product data bank and estab-
lishing a timely process for change management 
became vital, so we used Teamcenter to create a 
common information source,” says Emelyanov.

Teamcenter also enabled JSC LEPSE to stand-
ardise its process for filing engineering docu-
ments – some of which are held for many years.

The implementation of Teamcenter helped sig-
nificantly improve the efficiency of JSC LEPSE’s 

allocation of manpower. The PLM environment 
enables teams of specialists, such as designers, 
process engineers, and NC machine program-
mers, to work on a project in parallel.

“While the designer is working with the assembly 
and making updates, the process engineer may al-
ready start the tooling design,” says Emelyanov. “At 
the same time, another specialist can prepare the 
NC programming. By adopting this concurrent 
process, we are able to minimise the need for correc-
tive actions, such as updating complicated produc-
tion tooling, and ensure improved product quality.”

Using Teamcenter also helped enable LEPSE 
plant management to consolidate their design-
ers, process engineers and tooling department 
into one integrated team. 

Meanwhile, the use of Solid Edge has enabled 
the replacement of 2D drawings with 3D mod-
els. The associative master model created by the 
designer became the basis for the concurrent 
sharing and operation of other departments. This 
approach reduced the preproduction period and 
substantially increased product quality due to 
fewer errors and tight project development. 

JSC LEPSE 
manufactures aircraft 
components such 
as generators and 
electric motors
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Fast and 
reliable back ups 
Argas chose Veeam Backup and Replication for Hyper-V on Microsoft 
Windows Server 2012 to address backup challenges and reduce costs

Arabian Geophysical and Surveying Company 
(Argas) was one of the first companies in the 
eastern province of Saudi Arabia to virtualise 

its entire IT infrastructure on Microsoft Hyper-V. 
Approximately 55 virtual machines (VMs) run 

every critical application. Soon after Argas imple-
mented Microsoft Windows Server 2012, the com-
pany decided to replace its backup and recovery 
process because it was slow and disruptive.

“We needed a solution that could complete 
backup tasks within our backup window,” says 
Ameer Hussain, IT manager at Argas. “We also 
needed a reliable solution that allowed us to 
meet our recovery time objectives.”

Veeam Backup and Replication was chosen as 
the most suitable solution. Veeam provides pow-
erful, easy-to-use and affordable backup, repli-
cation and recovery of virtualised applications 
and data for organisations running Microsoft 
Hyper-V and VMware vSphere.

As a result of the implementation, Argas is ex-
periencing much faster backup and recovery. 
Before Veeam, it took two hours to back up four 
VMs. Now it takes four hours to back up 55 VMs. 
Restoring a deleted e-mail takes about three min-
utes, compared to up to 30 minutes before. 

Kasim Ahmed, IT administrator at Argas, 
uses Veeam Explorer for Microsoft Exchange to 
browse, search and selectively export items such 
as e-mails directly from Veeam backups of Mi-
crosoft Exchange VMs. “Veeam is so simple to 
use and its interface is so user friendly that there’s 
not much you can do wrong,” he says. “Usually 
interfaces are jam-packed with too many steps to 
create a backup. With Veeam it takes four or five 
steps and your backup is in place.”

Veeam also saves time for the IT team by reduc-
ing its workload. “Some backup tools require hours 

of monitoring and troubleshooting each day,” 
Ahmed says. “But with Veeam, we spend a few 
minutes each morning checking Veeam reports, 
and then we focus on other aspects of IT. Veeam is 
a great, easy-to-use and simplified solution. It has 
made our lives in IT a lot easier and more efficient.”

When the deduplication feature in Microsoft 
Windows Server 2012 is combined with Veeam’s 
built-in deduplication and compression, the size 
of VM backups at Argas decrease significantly, 
requiring 150% less storage, which will save the 
company up to 50% in storage costs.

In addition to decreased backup storage costs, 
Veeam Backup & Replication reduced the time 
needed for Argas to monitor and troubleshoot 
backups. With Veeam, the IT team checks re-
ports for a few minutes each day and moves on 
to other tasks. Before Veeam, the manual backup 
process took hours each day, tying up at least one 
member of the team when he could have been 
working on other projects. 

Argas offers its 
clients a full range 
of geo-science 
services
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Airbus has implemented the 3DEXPERIENCE platform from Dassault Systèmes to improve and 
accelerate the design and manufacturing processes for its new wide-body A350 XWB aeroplane 

Refining the 
flying experience 

From enhanced cabin ergonomics, to its aerody-
namic structure and carbon fibre fuselage and 
wings, the Airbus A350 XWB aeroplane offers 

passengers a completely new flying experience. 
To improve collaboration and accelerate the 

design and manufacturing processes when 
building the A350 XWB, Airbus deployed Das-
sault Systèmes’ 3DEXPERIENCE platform. 

“We wanted to ensure all engineers worked on 
the same design platform and communicated in 
a single environment, so we needed to develop 
tools that were radically different from those used 
to build the A380,” says Didier Evrard, executive 
VP and head of the A350 XWB programme. 

Previously, each of Airbus’ design and manufac-
turing teams worked from separate digital mock-
ups (DMU) of the aircraft, which led to a lack of 
communication and increased design time. It also 
introduced more errors and raised costs. 

“This time, we federated our development plat-
forms under one umbrella – ENOVIA – and pro-
vided Airbus employees and the extended enter-
prise with access to one unique data reference,” says 
Antoine Scotto, former head of the product lifecycle 
management programme for the A350 XWB. 

Around 4,000 people connected to ENOVIA 
each day, 85% of which were supply chain stake-
holders. “With all the right people accessing a 
common DMU, communication was easy, deci-
sions were made on the fly and problems were 
solved faster,” says Scotto.

Meanwhile, Airbus used CATIA to develop 3D 
designs of the aircraft’s structure, tubing, compos-
ites parts and other systems. This helped to rein-
vent the way Airbus sized and installed the hydrau-
lic and electrical systems, and decreased costs.

“Engineers halved the time needed to update 
an installation plan and decreased the design 

change requests for manual 2D drawings by 
25%,” said Scotto. 

Airbus also deployed SIMULIA to perform 
realistic nonlinear analyses in the initial design 
stages, and used DELMIA to shorten the assem-
bly stage. “It took around four months to com-
plete the final assembly stages for the Airbus 
A330, but we started the cabin installation earli-
er in this project and cut the A350 XWB assem-
bly process by 30%.” 

Airbus also used 3DVIA to develop a structur-
al repair and maintenance system that enables 
the after-sales team to access the DMU, rather 
than manually draw 2D illustrations, to identify 
parts that need to be repaired. 

The A350 XWB successfully departed on its 
maiden flight in June 2013. Now, with more aero-
planes on order, the team aims to use the 3DEX-
PERIENCE platform to accelerate production. 

“Making the A350 XWB presented technical 
and organisational challenges due to the com-
plexity of the programme and the number of 
outsourced stakeholders,” Evrard says. “But Das-
sault Systèmes’ solutions unified our processes, 
methods and tools and saved precious time, 
which was spent on innovation.” 

Airbus developed 
the A350 using the 
3DEXPERIENCE 
platform
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Building a future 
on Microsoft
Avanade helps Canadian building firm to improve its enterprise resource planning and 
customer relationship management systems by deploying Microsoft solutions

Established in the 1950s, Tridel develops 
condominium communities and homes in 
Canada’s greater Toronto area. To manage 

all aspects of the building process, Tridel estab-
lishes multiple companies. To date, it has formed 
more than 400 distinct legal entities. 

In recent years, the company’s ageing enterprise 
resource planning (ERP) system has become in-
creasingly difficult to support. “Our enterprise sys-
tem was not tuned to how our company is set up,” 
explains Ted Maulucci, Tridel’s CIO. “We needed 
to achieve compliance across our organisation and 
find a system that would help us deal with the chal-
lenges of cross-company accounting.”

Tridel opted for Microsoft Dynamics AX and 
contracted an implementation partner. However 
the project halted after several concerns arose.

Tridel then appointed Avanade to perform the 
Dynamics AX implementation. And when Mi-
crosoft introduced Dynamics AX 2012, Avanade 
upgraded the company to the new version in just 
eight weeks.

To ensure the project was completed on time 
and within budget, Avanade leveraged its Con-
nected Methods phase-based delivery method-
ology and used offshore resources from India. 

Dynamics AX 2012 provides Tridel with two 
front ends: a rich client that can be installed on 
any computer and used like an app, and a web-
based enterprise portal built on its existing Mi-
crosoft SharePoint platform. The solution has 
streamlined the company’s financial systems and 
can be used to create reports, or accurately track 
project costs and profitability.

Tridel will consider whether to upgrade from 
the first version of Dynamics AX 2012 to the 
third version, which will add additional capabil-
ities such as mobile and Windows 8 apps.

“We’re seeing many solid business cases that 
prove the power of Dynamics AX,” says Maulucci.

In addition, Tridel wanted to deploy a custom-
er relationship management (CRM) solution to 
boost efficiency and provide a 360-degree view 
of all the customer data. 

The Avanade team performed phase one of the 
Dynamics CRM on-premise deployment in six 
months, migrating sales, marketing and custom-
er care employees.

“Dynamics CRM matches what we want to do, 
integrates well with our existing Microsoft plat-
form and the roadmap is very good,” says Mau-
lucci. “There are ancillary tools to help us with 
marketing campaigns and social integration.”

The CRM solution has automated Tridel’s sales 
and customer care communications, empowered 
customers to self-schedule appointments, increased 
efficiency and reduced costs. “Now that we have 
access to sales and marketing data, we can identify 
bottlenecks in sales and take next steps like social 
listening,” says Maulucci. “The data also helps us 
demonstrate the value of the investment to senior 
executives in a quantifiable way.” 

Tridel specialises in 
building condominiums 
in Toronto
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Accelerating 
SharePoint migration 
Dell software helps materials testing company to move data from 
Microsoft SharePoint 2010 to Office 365 in just two months

Instron was founded in 1946 to answer an im-
portant question: was it safe to replace silk with 
other materials, such as nylon and rayon, in 

manufacturing parachutes? After discovering 
that existing testing machines were not accurate 
enough to answer this question, Harold Hind-
man and George Burr – two researchers at the 
Massachusetts Institute of Technology in the US 
– developed a universal testing machine featur-
ing a strain gauge load cell to provide the neces-
sary results. Together, they then formed Instron 
to deliver technologies and services that pushed 
the boundaries of research, quality control and 
service-life testing.

Today, Instron designs testing systems that 
evaluate the mechanical properties of materials 
used to create everyday items, such as water bot-
tles, native tissues, suspension bridge cables and 
windmill blades. Using an Instron testing system 
enables customers to manufacture high quality 
and safe products.

To meet the needs of its innovative customers, 
Instron uses the Microsoft SharePoint platform 
to share technical knowledge, data and ideas 
with other employees and customers around 
the world.

“It’s very important that Instron collaborates 
with our customers on a daily basis,” explains 
Raymind Cruz, a business analyst at Instron. 
“We use SharePoint to control the complexity of 
some projects, which also allows the customers 
to be engaged along with the process. More than 
98% of our 1,500 employees use SharePoint.”

As Instron’s need for collaboration and mo-
bility increased, the company decided to move 
SharePoint to the cloud. “Most of our employees 
are working out in the field and we wanted to 
give them greater access to their content,” ex-

plains Cruz, who helps Instron to introduce new 
technologies and transition them into IT oper-
ations. “Moving it to the cloud allowed them to 
edit and save all their content.”

In addition, the company’s SharePoint server 
needed upgrading and the IT operations group 
did not have the resources to support it. Thus, 
Instron, a company that can identify the break-
ing point of almost any material, faced a stress 
test of its own: migrating from SharePoint 2010 
to Office 365 in the shortest possible timeframe. 

After an extensive search for the right software 
tool, Cruz recommended that Instron reach out 
to Dell. “We considered other products such as 
Metalogix, AvePoint, Axceler and Sharegate, but 
Migration Suite for SharePoint met our needs 
because it was cost effective, the user interface 
was rich, it was easy to use, and it did everything 
we needed it to do in a very short time,” he ex-
plains. “We did not want any hiccups from the 
software. When it came to the migration, our 
biggest concern was to transfer permissions of 
our content in our sites and retain its integrity.”

For Instron, sacrificing productivity due to serv-
er migration issues was not an option. Migrating 
the content manually would have taken more than 
nine months, but by using Dell’s Migration Suite 

for SharePoint software, the company was able 
to complete the project in just two months. This 
helped to minimise the impact to the business. 

“Migration Suite for SharePoint allowed 
Instron to migrate lots of data and be 
assured that everything had transferred”
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“You can lose track of time during migra-
tions and there could have been a large loss of 
productivity for our end users, but Migration 
Suite for SharePoint allowed Instron to migrate 
lots of data and be assured that everything had 
transferred,” Cruz says, adding that he was 
particularly impressed by the software’s robust 
reporting capabilities. “When you completed a 
migration it told you what object had failed, so 
you wouldn’t leave any content behind.”

Instron’s business teams and departments now 
use Office 365 for their SharePoint workflows, 
calendars and workspaces. Plus, they can lever-
age additional Office 365 services, such as Mi-
crosoft Lync. “The migration was a success and 
was perceived as such by our internal employees 

because they did not lose any content or experi-
ence any downtime,” says Cruz. 

For example, the company has optimised 
business processes for human resources req-
uisition in Europe. “We use SharePoint 2013 
workflow to automate the authorisation and 
signature process from each department man-
ager,” Cruz explains.

Above all, migration to the cloud has made 
it easier to collaborate, which has accelerated 
feedback and helped ideas to reach implemen-
tation. “We can collaborate with other busi-
ness units that are not tied in with our Instron 
network,” says Cruz. “Collaboration is criti-
cal to what we do, and Dell software helps us 
achieve that.” 

Instron employees 
use SharePoint to 
share information 
with each other as 
well as customers

M A N U FA C T U R I N G



          don’t want to throw it  
     away, can we eat it instead?

Nutritious packaging –
a dream our software could bring to life.

Innovative thinkers everywhere 
use the 3DEXPERIENCE software 
platform from Dassault Systèmes 
to explore the true impact of their 
ideas. Insights from the 3D virtual 
world enable manufacturers to 
investigate new ways to package 
their products that improve both 
their commercial and environmental 
performance. How long before 
they’re improving their taste too?

It takes a special kind of compass to understand
the present and navigate the future. 

Discover our Industry Solution Experiences:
Perfect Package
Perfect Shelf
3DS.COM/CPG
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P U B L I C  S E C TO R 

Across the world, technology is transforming the 
public sector. With new solutions, defence operations 
are able to make more timely, efficient and informed 
decisions. Classrooms are being transformed and 
teachers are receiving better training. Whole cities are 
ensuring the safety, security and effectiveness of the 
services they deliver. And frontline workers in health-
care are able to deliver better care to patients. 

In this section you can hear from some of the industry’s 
top thought leaders about these topics and more. Plus, 
read about some of the latest developments helping or-
ganisations to drive positive change.

P E R  B E N D I X  O L S E N :  M I C R O S O F T
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Transforming the 
education landscape 

A N T H O N Y  S A L C I TO :  M I C R O S O F T

From personalised learning to better training for teachers, this year’s 
education event ‘Bett’ demonstrated how the education landscape is 
transforming for the better 

Around the globe, in classrooms big and 
small, rural and urban, technology is 
transforming education. This is tremen-

dous work, on a massive scale – the kind that 
takes time. It doesn’t happen overnight, but 
make no mistake: change is happening. 

At Microsoft, it’s our mission to make trans-
formative change in education not only possible, 
but real. So we were proud to play a leading role 
in the annual British Education Technology & 
Training (Bett) Show this past January. 

I was honoured to present a keynote in the main 
Bett Arena, discussing how technology is actively 
transforming education. We also had some ex-
citing announcements, including a new Moodle 
with Office 365 integration, which provides open-
source software solutions that bring out the best 
of Office 365 for teachers and students.

And this year we had some notable firsts, in-
cluding working with Bett organisers to create 
a formal Learn Live Theatre, which gave us the 
chance to show how tools such as Surface, Office 
Mix, Sway and OneNote help educators better 
prepare students for the world of work. 

Perhaps the most important – and rewarding – 
part of being at Bett is the direct interaction with ed-
ucators. I particularly enjoyed listening to teachers 
speak about the innovative ways they’ve transformed 
learning in their own classrooms. But whether I was 
speaking with teachers, school administrators or our 
partners, one message was clear: working together 
continues to be the most important task ahead. How 
do we best do this? Here are the three main themes 
that pervaded the week:

Personalised learning is paramount
Throughout Bett, educators and school leaders 
stressed the importance of personalised learning in 
improving active engagement within the classroom. 
The old ‘one-size-fits-all’ approach is no longer a vi-
able option in today’s classrooms, yet so many class-
rooms’ physical setups simply aren’t conducive to 
making a personalised approach happen. 

Part of the challenge is giving teachers the 
ability to monitor student progress individually, 
provide personalised feedback and then adapt 
learning programmes as needed. Using tradi-
tional tools, this can add a considerable burden 
to teachers’ workloads. 

Here’s where technology can play a starring 
role. In fact, one of the demos I gave was the 
OneNote Class Notebook Creator app, designed 
to help educators quickly set up, monitor and 
update personal workbooks for each student in 
their class. As personalised learning becomes in-
creasingly important, these tools will become the 
secret weapons of educators around the world. 

“Without the right training, these 
investments can be little more than 

expensive projects that don’t deliver 
the returns required to drive change”
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Teachers want and need better training
Teachers have always been under pressure to im-
prove learning outcomes, and often technology 
is introduced into a classroom as a silver-bullet 
solution. But without the right training, these 
investments can be little more than expensive 
projects that don’t deliver the returns required 
to drive change. We believe that educators must 
be placed at the heart of any technology pro-
gramme. Rather than looking to the latest in-
dustry trends, schools should first review the 
challenges they face and then find the right tools 
for their particular needs. 

From there, solutions can be implemented – 
all while working in tandem with the teachers 
to ensure they have quality training and a seat 
at the table. Empowering educators throughout 
this process is the only way to truly transform 
classrooms with technology. 

The jobs of the future are not the jobs of today 
Employer expectations are undoubtedly chang-
ing: they want problem-solvers, team-players 
and collaborative thinkers. Pew Research found 
a significant skills gap in education, showing 
how the education system of today is not ade-
quately preparing students for the jobs of the 
future. As the job market continues to tighten in 
many countries, having the right skills translates 
to finding the best jobs.

This was top of mind for everyone at Bett, es-
pecially the need to develop relevant skills from 
a young age. We’ve already seen some positive 

changes with the addition of coding in many 
curriculums over recent years, and programs 
that help graduates gain the right skillset be-
fore they enter the ‘real world.’ However, there 
are still many other skills needed for tomorrow’s 
workplace, and acquiring these skills can chal-
lenge the classroom status quo. 

Moreover, developing problem-solving and 
collaboration skills isn’t easy in traditional 
classroom setups. By empowering educators 
to allow their students to explore beyond the 
four walls of the classroom – an approach 
that more closely mirrors the world of work 
– students can get a leg-up on developing the 
skills they will need to be successful employ-
ees of tomorrow. 

Microsoft’s legacy of focusing on teachers, 
students and school leaders is without equal, 
and we create products for the world of edu-
cation with their needs in mind. We know that 
technology can help improve teaching and 
learning – but only when used as one piece 
of a larger solution. And while change on this 
scale is certainly not fast or easy, we’ve only 
just begun. With the right plans and tools in 
place, classrooms can transform, and students 
can be fully engaged in learning. Only then will 
the students of today be prepared to meet the 
changing demands of the 21st century, and be-
come the leaders of tomorrow. 

Anthony Salcito is vice president of Worldwide 
Education at Microsoft

Anthony Salcito 
presented at this 
year’s Bett event in 
London
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Modernising 
board meetings

A L I S T E R  E S A M  :  B O A R D PA C K S

Now is the perfect time for governing boards to update their 
processes and do away with paper meeting documents

Information is the lifeblood of a successful gov-
erning board. If the board are not aware of 
what’s going on, then they have a problem – a 

problem that could seep into classrooms and af-
fect student performance.

To discover how education boards approach 
governance, we conducted a survey with those 
responsible for it in schools, colleges and uni-
versities, focusing on how meetings and risks 
are managed, and the role of technology in 
these activities. 

Despite the fact that 73% believe digitising 
governance activities will reduce costs, as many 
as 69% of respondents still print meeting docu-
ments. For those of us who work with technology, 
this seems a little crazy when you consider that 
board meeting papers are often 200+ pages long.

The good news is that technology is em-
bedding itself in the working lives of those 
in education governance. Around 75% of re-
spondents stated that they were using or con-
sidering cloud-based solutions. When it comes 
to sharing meeting documents, 84% use e-mail 
and 28% use file-sharing solutions such as 
OneDrive. Of those using cloud solutions, just 
over half have chosen Office 365.

An alternative to printing meeting papers is to 
view them on a tablet. Of the respondents, only 
9% said they were part of a board where tablet us-
age was 75% or higher. But this figure is set to rise: 
31% intend to use tablets within the next year.

Access to up-to-date information is vital for 
board members to make informed decisions. 
On tablets, sharing documents, annotation and 
maintaining a version history is much simpler 
than handling paper copies. This information 
can really enhance the quality of discourse in 
meetings. It can also help to mitigate risk. 

Approximately two thirds of respondents said 
they manage identified risks through meetings. 
Businesses in the corporate world often use risk 
management software to keep track of their risk 
profile, but less than 10% of these education sur-
vey respondents do.

Of course, the education budget doesn’t 
necessarily allow for investment in the same 
software as corporates, but there is still an 
opportunity for schools to make better use of 
technology for governance.

For those currently using Office 365, the 
BoardPacks 365 app is the easiest way to get 
boardroom software for governors without ex-
travagant costs. And because your data is already 
stored in Microsoft’s cloud, there are no major 
implementation or infrastructure hurdles. 

Alister Esam is founder of BoardPacks. To find out 
more about the company’s research and to read the 
full report, visit boardpacks.com/education

“73% believe digitising 
governance activities will 

reduce costs”
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Grove City College in Pennsylvania, US, 
was an early adopter of virtualisation 
with Microsoft Virtual Server 2005 and 

ten Hyper-V virtual machines (VMs). Today, 
180 VMs run nearly all applications in the IT 
infrastructure, including Microsoft SharePoint, 
Microsoft Exchange and the enterprise resource 
planning system used to manage student data 
and administrative operations. 

Microsoft Hyper-V is the main hypervisor in 
use; however, some applications run on VMware 
vSphere VMs, such as HP TippingPoint Intru-
sion Prevention System and a printing system 
called WebCRD.

In addition to VMs, Grove City College has ten 
physical machines. When members of the IT team 
attempted to back-up their VMs with the same 
tool used to back up their physical machines, they 
ran into a problem with their Hyper-V VMs. 

“Our legacy backup tool is great for our phys-
ical machines, and we’ve used it successfully for 
many years,” said Vincent DiStasi, vice president 
and chief information officer for Grove City Col-
lege. “But since the majority of our mission-crit-
ical applications are virtualised on Hyper-V, we 
needed to find an agentless backup solution that 
would accommodate and support Hyper-V.”

The team also wanted to find a single virtual-
isation management solution to ensure the pro-
tection, performance and availability of their 
mixed hypervisor environment.

Grove City College selected the Veeam Availability 
Suite because it provides backup, recovery, monitor-
ing, reporting and capacity planning for VMware 
and Hyper-V in one affordable, easy-to-use solution.

“It’s so nice to use a solution that was developed 
specifically for virtualisation where VMware and 
Hyper-V coexist,” DiStasi said. “Sometimes Hy-

per-V support is an afterthought, but not with 
Veeam. You can tell Hyper-V support is just as 
important as VMware support.”

Veeam differs from physical backup products 
because it’s designed specifically for availability 
in the virtual world. It’s agent-free, making de-
ployment and setup fast and easy. 

“Backup is 50% faster, so we’re backing up more 
frequently and efficiently than before,” DiStasi 
said. “File-level recovery is also a breeze. One of 
our next steps is to take advantage of Veeam’s re-
covery capability for Microsoft Exchange.”

Veeam ensures the performance and availability of 
the entire virtual infrastructure through advanced 
monitoring, reporting and capacity planning. DiS-
tasi also said Veeam monitoring helps the IT team 
identify and react to incidents quicker than before. 

This helps the college’s IT team with capac-
ity planning and monitoring checks and alerts 
against a prebuilt database of best practices. This 
capability and the product’s knowledge base 
simplify and speed up troubleshooting. 

Veeam ensures the 
availability of the 
college’s entire virtual 
infrastructure

P R O F I L E D :  G R O V E  C I T Y  C O L L E G E

Veeam helps Grove City College protect and manage its mixed hypervisor environment

Organised 
infrastructure

E D U C AT I O N



80 w w w. o n w i n d o w s . c o m

P R O F I L E D :  J O H N  F.  K E N N E D Y  C AT H O L I C  S C H O O L 

Improving 
learning outcomes
Faced with a slow, outdated data centre, John F. Kennedy Catholic School 
in the UK has turned to Herts for Learning to help it implement a highly 
available virtualised cluster using Dell technology

Digital learning is nothing new in the edu-
cation sector, and neither is the idea that 
IT has to be value for money. Schools 

must always look to get the most out of their IT 
to ensure that teaching and learning is enhanced.

John F. Kennedy Catholic School (JFK) in 
Hemel Hempstead in the UK knows this only 
too well. With a data centre that was coming to 
the end of its lifecycle, it had growing volumes 
of data which were placing high demand on the 
storage. Backup and recovery strategy was be-
coming time consuming and it was clear that it 
needed to get more out of its IT budget. 

With this in mind, it turned to a not-for-
profit organisation in the UK called Herts for 
Learning (HfL) for help. The organisation exists 
to provide school improvement and business 
services. It’s owned by Hertfordshire schools 
and the county council, and has the goal of en-
hancing standards of education in the county 
of Hertfordshire and beyond. One of its many 
missions is to make sure schools have the best 
possible IT environments at the best return on 
investment. By representing so many schools, 
it has significantly greater buying power than if 
each school were purchasing individually. 

“We thought, let’s not just replace like-for-like,” 
says Ashley Turner, service delivery manager at 
HfL. “Let’s take a step back and see what’s availa-
ble today and best suits the school’s needs.”

JFK runs many applications familiar to any-
one involved in IT in schools: a SQL database 
for the library, Microsoft Active Directory, Cap-
ita’s SIMS suite of management information 
software and a managed printing solution. “It 
has large shared storage areas and lots of other 
shared resources,” explains Turner. “Data usage 

JFK’s new servers will 
scale with students’ 
data requirements



seems to grow exponentially, mainly because 
of the increase in use of multimedia files. It’s a 
high-achieving school, so technology needs to 
support the demands of staff and students. For 
them, no is not an answer.” 

HfL worked with JFK to deliver a high-
ly available virtualised cluster comprising 
two Dell PowerEdge R620 servers with two 
EqualLogic storage arrays and Dell Net-
working N4032 10 Gigabit Ethernet (GbE) 
switches providing the iSCSI connectivity to 
the storage. Of the two EqualLogic arrays, a 
PS4110XV has 2.5 terabytes (TB) of storage 
and is used for the school’s databases, taking 
advantage of the faster Serial Attached SCSI 

(SAS) drives, while a PS4110E has 24TB and 
is used for file storage. 

Two further PowerEdge servers – this time 
the more powerful R720XD – were installed 
in a separate location at the school to provide 
a remote backup site. These use Dell AppAs-
sure to protect and backup their virtual envi-
ronment and allow quick recovery times in the 
event of a disaster. 

Overall, the school has consolidated the num-
ber of servers in use. Feedback from staff on 
the benefits AppAssure has given JFK has been 
great. “The school likes the fact that it’s more re-
silient. If they want to reboot a server it comes 
back on in one or two minutes instead of the five 
or six minutes it used to take,” says Turner. 

The success of the implementation points to a 
strong future relationship between Dell and HfL. 
“Dell proactively assists us in any way it can. 
We’re already working on some projects for next 
year and the people there are happy to guide us 
with new developments in hardware to make 
sure we’re at the forefront of education technolo-
gy,” Turner concludes. 

“If they want to reboot a server 
it comes back on in one or two 

minutes instead of the five or 
six minutes it used to take”

E D U C AT I O N
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F E AT U R E

B Y  J A C Q U I  G R I F F I T H S

Defence operations rely on swift communication and actionable intelligence 
to enable timely, efficient and informed decisions. Microsoft is delivering the 
capabilities that empower defence workers to be their best

Defend
and protect

Defence forces vary across the world, but they 
share a key requirement: to ensure efficient, 
secure data management and communi-

cation with their own operatives and the agencies 
they work with.

“Defence forces across the world are at various 
stages of IT maturity,” says Colonel (ret.) D.A. 
Harris, industry managing director for Defense, 
Worldwide Public Sector at Microsoft. “Some rely 
heavily on manual processes, with just one or two 
computers at headquarters and little or no internet 
access, while others have extensive and sophisticat-
ed technology networks – but for all of them, tech-
nology is an important enabler.”

Defence and government agencies around the 
world rely on Microsoft and its extensive partner 
network to optimise that technology and provide 
the key capabilities to collect, process, store, display, 
disseminate and protect growing volumes of data 
from an increasing number of sources.

“Today’s information technology is being driven 
by the cloud and by rapid growth in the number 
and types of endpoint devices accessing it,” says 
Jennifer Byrne, chief security officer, Worldwide 

Public Sector at Microsoft. “Security is a funda-
mental part of this evolution. It’s a global concern, 
and a responsibility that is shared by the developers 
and operators of the infrastructure, architecture, 
and systems that make up our IT ecosystem.”

“The cloud is getting more important in today’s 
military environment because there is a huge in-
crease in the amount of sensory data provided by 
military equipment,” says Harold Vermanen, busi-
ness director NATO for Microsoft. “Coalition oper-
ations worldwide are using an increasing number of 
sensor-carrying solutions, from AWACS (airborne 
early warning and control) planes, satellites and 
UAVs (unmanned aerial vehicles) to the latest F35 
Joint Strike Fighter. Managing that amount of data 
efficiently is currently like drinking from the fire hose 
as it would demand a huge investment in existing in-
frastructures. But it can be quickly uploaded, stored 
in a secure way and efficiently managed in the cloud. 
Instead of waiting for the equipment with the data 
to land so the data can be uploaded, a secure cloud 
connection can enable immediate access and faster 
analysis of sensor data anywhere there is internet ac-
cess – and that’s a big advantage for operations.”
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Microsoft is a partner in helping government and 
defence organisations to move towards the cloud, 
so they can harness the analytic capabilities and 
achieve the savings the cloud has to offer while 
ensuring that data is protected. “At Microsoft we’re 
very conscious of a need to operationalise a data 
strategy and adopt a data governance framework 
to understand what can move to the cloud, what 
needs to be kept on-site, and what techniques 
might be employed to safeguard data in compli-
ance with policy for the categories between pub-
lic data and national security data,” says Barbara 
Perry, director of business operations and strategy,  
Worldwide Public Sector Services, Microsoft. “We 
look at where we can use techniques such as en-
cryption, masking or anonymisation to move ad-
ditional data safely into a cloud environment. As 
we go along that journey, our understanding of the 
data and of the classifications of data has enabled 
our customers to unlock the value of their data 

using cloud based services that address emerging 
capabilities such as the internet of things and ma-
chine learning, while ensuring that they are pro-
tecting the data at the required level.”

Those tools are delivering the capacity, flexibility 
and security to enable operatives to make faster, bet-
ter-informed decisions, in the garrison and the field. 
“Nothing will jump out at you from a spreadsheet,” 
says Harris. “You need to display information in a 
way that means something – to create a common 
operation picture as a basis for actions. If you can 
paint a geospatial picture, everybody can see what’s 
happening in relation to the geography. In addition, 

“ At Microsoft we’re very conscious 
of a need to think about data 
governance in a way that allows us 
to work with our customers”
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you can do temporal analysis to pick up any patterns 
occurring in the information you’re gathering.”

“Information comes from an overview of your 
data, and the way that data is processed can make 
all the difference,” agrees Vermanen. “Today’s tech-
nologies are enabling new, more efficient ways to 
analyse that data, by applying it to a model that de-
fines the information we need, rather than looking 
at the data to see what it tells us. For example, one 
of our partners is working with air forces, navies 
and other organisations to build models that can 
provide a total overview of availability for, say, a 
plane or a fighter pilot. Once you have that, you 
have the availability and the readiness of a whole 
squadron and if you have the squadrons, you have 
an overview of the whole air force.”

Actionable intelligence like this has a tremendous 
value – and it needs to reach the people who can 
use it as quickly as possible, wherever they are. De-
fence operations increasingly involve a network 
of government departments and agencies as well 
as military units, and this creates an increasingly 
complex command and control environment.

“There is a huge requirement to operate in a joint 
environment with different militaries and with 
non-military organisations and agencies,” explains 
Harris. “All those organisations need to interact with 
each other, but they often come with their own com-
mand and control systems, networks, software and 

hardware, making it difficult to pass information 
between the networks. This was the situation faced 
by commanders of the International Security Assis-
tance Force (ISAF) in Afghanistan, who identified a 
need for a common ISAF net that would allow com-
munication between the individual networks. The 
resulting Afghan Mission Network provided that 
platform, enabling integration and interoperability 
between NATO and national systems.”

“Commanders need to be networked with other 
forces, which means having identity management 
and a global address list for the multinational forc-
es and agencies they’re commanding and operating 
with,” says Jamie Wylly, general manager, Public 
Safety and National Security, Microsoft Worldwide 
Public Sector. “E-mail and chat are essential, as well 
as voice over internet protocol (IP), radio over IP, 
which enables communication with someone on a 
hand-held radio from any other device, and video 
teleconferencing over IP.”

Microsoft’s Lync unified communications (UC) 
platform is delivering unique capabilities to pro-
vide secure, instant and comprehensive commu-
nication for defence customers. “We can integrate 
video-providing weapon systems into this full 
UC capability,” says Wylly. “So if you have an un-
manned aerial vehicle or a drone taking video, 
you can give that system an identity and call it up 
with a click of the mouse to see what it’s looking 

Defence operations increasingly involve a network of government departments, intelligence and other agencies as well as military units
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at and manage the video. That gives battlefield 
commanders great flexibility to view more intel-
ligence-gathering systems and to share that video 
with the people who need to see it – in real time, 
fully encrypted, protected and secure.”

Mobility is also key to gathering and sharing 
vital information, in the field as well as at the 
command post. “Tablet usage in tactical envi-
ronments is really taking off now,” says Verma-
nen. “From a management and security per-
spective, Windows tablets are equal to a laptop. 
There is a full range of tablets available, from the 
specialised eight-inch tablets used by jet fight-
er pilots to the one we recently announced with 
Dell, which is secured up to secret level.”

“Being able to get information from the edge, 
from the people on the street or deployed in a 
remote location, and being able to process that 
information quickly so it becomes actionable 
intelligence, is really important,” says Perry. 
“Just as important is the ability to get infor-
mation from the central command and con-
trol out to the people on the frontline. We’re 
really flattening the command and control hi-
erarchy with mobile platforms that can access 
and transmit even large-scale information very 
quickly, and we have the data analysis tools 
to process and integrate that information and 
then disseminate it back out.”

Three pillars of security
Security is top of mind for defence agencies, and 
Microsoft has a three-pillar approach to making 
sure it’s built in.

Government Security Program
Microsoft shares its source code with government customers 
so they can examine it, test it and validate it for themselves. 
As part of the Government Security Program, it also shares 
cybersecurity and threat information with governments.

Cybersecurity offerings
Microsoft has a strong cybersecurity practice that works with 
defence customers to enable them to protect their data 
and to detect and respond to threats. Customers receive 
engineering and consultant support as well as information 
on threats that exist around the world.

Trustworthy computing
Security is built into Microsoft software with techniques 
such as encryption algorithms protecting it against outside 
threats, and privacy guaranteed from the inside. Microsoft 
doesn’t look at the data and it doesn’t let anyone else look 
at it without proper authorisation.

BUILT-IN SECURITY

D E F E N C E
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By enabling efficiencies in data analytics and com-
munications, these technologies address another 
key focus for governments and defence agencies: 
productivity. This could be a need to do more with 
fewer resources following cuts, or to manage grow-
ing volumes of data and sophisticated information 
gathering more efficiently. “All of this drives a need 
to become more productive, streamline your op-
erations and do more with less,” says Harris. “And 
that happens by leveraging technology.”

Customers have heterogeneous environments. 
They want a flexible cloud implementation and 
they want to build on their existing technolo-
gy investment. Cross-platform capabilities play 
a key role in helping to leverage existing tech-
nology investments, thus requiring support for 
Android, iOS and other devices. “Microsoft’s 
new, more open approach gives our customers 
the ability to work across platforms and is pro-
viding ever more capability to reach everyone 
in the gathering and dissemination of informa-
tion,” says Perry. “In addition, many open source 
platforms such as Linux can be hosted within the 
Microsoft environment, and we can run legacy 
enterprise workloads on Azure.”

New capabilities also mean more productive 
large-scale data consolidation and intelligence 
analysis. “Ultimately, we’re delivering the ability for 
our defence customers to find and access the con-
tent they need in a way that is encrypted and secure, 
and that they can control,” says Wylly. “There’s so 
much information being gathered now that it can 
be difficult to find the information you want, and 
productivity gains can be achieved simply by mak-
ing people to find and access the content they need. 
The Microsoft productivity platform has great 
search capabilities to enable that, and with machine 
learning we’re now able to create an environment 
where the system learns how you work and who 
you’re working with, so it can offer up decisions for 
you. For example, our Delve tool will alert users to 
an updated document that relates to their work. It’s 
pushing productivity to the cutting edge where the 
system is helping you instead of overwhelming you 
with information.”

Ultimately, improving defence operation capa-
bilities means optimising data management and 
communication in both garrison and field envi-
ronments, creating a standardised network that en-
ables seamless communication between agencies 
and individuals. In this endeavour, Microsoft is a 
trusted partner for defence agencies and govern-
ments around the world.

“In many cases, the network provides a better 
picture of what’s going on in the field than you’d 
see from the front,” says Harris. “Leveraging the 
technology in that network enables commanders 
to make better-informed decisions. So the network 

is the weapon system – it drives the employment 
of weapon systems to create a specific lethal or 
non-lethal effect on a target. It’s critical, and we 
need to standardise command centre networks so 
everybody can move seamlessly from one opera-
tional centre to another, equipped with a common 
work environment and the ability to communicate 
across the area of operation.” 

F E AT U R E

“ Being able to process information 
quickly so it becomes actionable 
intelligence, is really important”

Connected forces
Microsoft products are the foundation 
of many command and control (C2) 
systems, says Harold Vermanen.

“Microsoft has a long history of 
collaboration with NATO, and we are 
proud to provide technology services 
that support NATO’s Connected Forces 
Initiative (CFI), which will see the NATO 
Communications and Information 
Agency providing solutions for the 
1 German Netherlands Corps to 
help maintain NATO’s readiness and 
combat effectiveness through better 
use of technology.

“SharePoint, BizTalk and SQL are the 
foundation of many C2 information 
systems in NATO, and this is enabling 
CFI to develop solutions and share 
them with countries that are unable to 
do this for themselves.

“CFI exemplifies NATO’s efforts to 
promote ‘smart defence’ among allies by 
sharing common-funded solutions. This 
approach bolsters capabilities while at the 
same time enabling greater efficiencies 
and cost savings.”

MICROSOFT AND NATO
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Easing the 
admin burden
Dynamics CRM is helping the organisation effectively handle 
24,000 claims and £50 million in payments annually

The National Taxing Team (NTT), part of 
the Ministry of Justice (MoJ) in the UK, 
has gone live with a cloud-based case 

management system based on Microsoft Dy-
namics CRM Online, from public sector CRM 
specialists Optevia. 

The NTT is responsible for assessing and de-
termining the level of claims solicitors and 
barristers can apply for when they represent 
defendants in certain criminal cases. If, for ex-
ample, a court awards costs then, in certain cas-
es, the NTT is responsible for ensuring costs are 
handled, documented and processed correctly. 

Pre Microsoft Dynamics CRM Online, the NTT 
was using an old system, Polar, based on Access. 

Like all public sector organisations, we had 
been under pressure to transform, reduce costs 
and be more efficient – but our systems could 
not support that drive,” says Beverley Wilstrop, 
the National Taxing Team director at the MoJ. 
“No matter how much we needed to, we were 
unable to modify the Polar system.”

In late 2013/early 2014 the NTT tendered through 
the UK’s G-Cloud 5 framework for a new case man-
agement system. Optevia was awarded the contract. 

“Optevia had experience in this sector; they 
were already in discussions with the UK Supreme 
Court and they understood very quickly our re-

quirements and were committed to developing a 
solution that worked for us,” says Wilstrop.

Supporting 45 users, the new system eases the 
administrative burden and complexities of assess-
ing and processing claims. Users now have remote 
access to the system and can see the status of all 
claims and associated documentation instantly. 
This enables NTT to manage the demands of their 
business and allocate resources more efficiently. 

It includes built-in financial control checks – 
so, for instance, the same assessor is not allowed 
to input a claim on the system, allocate the claim 
and be responsible for determining the claim. 
Dynamics CRM also integrates with NTT’s pay-
ment provider Liberata, so the move to the new 
system for customers was seamless.

In the future, NTT will be looking at the option 
of providing portal access to solicitors and barris-
ters so they can upload documents and details of 
claims directly to the new CRM solution them-
selves. This will help further improve efficiency by 
significantly reducing the current manual loading 
of cases while also providing improved informa-
tion to solicitors and barristers. 

With Dynamics CRM, 
NTT is able to better 
manage claims

“Users now have remote 
access to the system and 

can see the status of all 
claims and associated 

documentation instantly”
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Cost-effective 
virtualisation 
Veeam Backup and Replication is helping the Welsh health board 
to save money while protecting critical data

Cwm Taf University Health Board is re-
sponsible for providing healthcare servic-
es to the population of Merthyr Tydfil and 

Rhondda Cynon Taf in Wales. Struggling with 
its legacy back-up system, which helps manage 
more than 100 Microsoft Hyper-V and VMware 
vSphere VMs in two datacentres, the organisa-
tion recently decided to implement the Veeam 
Backup and Replication solution to better pro-
tect critical data, optimise data centre costs and 
maximise efficiencies. 

“When we saw what Veeam Backup & Replica-
tion offered it was a no-brainer,” says Ian Alden, 
server manager in the organisation’s IT depart-
ment. “It’s not often you see a demonstration in 
the IT world that blows you away, but that’s what 
happened when we saw Veeam in action. It is abso-
lutely fantastic what Veeam can do for the money.”

Built specifically for virtualisation, Veeam pro-
tects multi-hypervisor VMs running the health 
board’s critical applications and data through fast, 
frequent backup and quick, reliable recovery.

“Veeam offers such fast backup that we can 
back up all of our VMs two to three times a day 
rather than once a day as we did with the legacy 
tool,” says Alden. “Restoring VMs with Veeam 
is much faster too. When an archive server went 
down, we restored it in under five minutes. The 
legacy tool would have taken at least a day.”

Veeam Backup & Replication also optimises 
data centre costs. “Veeam Software delivered a 
complete virtualisation solution and five years of 
maintenance that was 60% less expensive than 
what the legacy backup tool vendor could deliv-
er with one year of maintenance,” Alden says.

In addition, by combining deduplication in 
Microsoft Windows Server 2012 with Veeam’s 
built-in deduplication and compression, the or-

ganisation expects backup storage requirements 
to decrease significantly. 

Veeam also makes granular recovery fast and 
easy. Veeam Explorer for Microsoft Exchange lets 
administrators browse, search and selectively ex-
port items, such as emails, notes and contacts.

“Before deploying Veeam, we had to tell users 
we couldn’t restore their lost Exchange items be-
cause the process was prohibitively lengthy with 
the legacy tool—taking at least a day—and we 
didn’t have the luxury of extra time,” says Alden. 
“Soon, we’ll promote Exchange recovery as a 
benefit the ICT team can deliver.”

The ICT team also plans to use Veeam’s built-in 
replication feature. Veeam replicates VMs onsite for 
high availability and offsite for DR. The team will 
replicate critical VMs between datacentres for DR.

“Veeam offers many proactive capabilities, 
such as replication,” Alden says. “Veeam is an 
exceptional product in a crowded marketplace. 
It’s easy and straightforward to use. Veeam does 
exactly what it says on the tin.” 

Veeam protects 
the health board’s 
critical data
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Bupa offers health insurance to around four 
million Australians and is backed by a call 
centre and retail network. Providing per-

sonalised and meaningful interactions through 
its frontline staff is an important part of the way 
Bupa serves its health insurance customers.

In recent times, Bupa has embarked on a journey 
to overhaul its knowledge management system – a 
system where front-line consultants sourced infor-
mation for customers’ enquiries. But information 
within the system was often hard to find and fre-
quently required frontline consultants to reference 
multiple sources, routinely opening a number of 
PC windows to equip themselves to handle calls.

To ensure that customers received what they 
needed from their interactions with the front-
line, Bupa initiated a review of its system to re-
place it with a central hub of Bupa best practice 
knowledge and information, which would act as 
a reliable and trusted source of truth.

Avanade stepped up, partnering with Bupa’s 
CIO plus customer service and IT teams, to build 
Know-it, a responsive and proactive knowledge 
portal using the Sitecore Content Management 
System and built on the Microsoft platform. 

The Know-it system was designed to mesh 
with content repositories and posting processes 
on the knowledge development side, and incor-
porated tried and tested common processes for 
creating and using content. “Know-it is an in-
tuitive, flexible and adaptive system that makes 
life so much easier for our front-line teams,” ex-
plains Gael Filippini, Bupa’s director of customer 
service. “It gives them access at their fingertips, 
probably for the first time, to information that 
makes their roles just that little bit easier.”

Multiple Avanade expert areas were engaged to 
quickly help transform Bupa’s frontline consult-

ants’ access to timely information. Overall, Know-
it has become an important enabler of serving the 
current and evolving needs of Bupa’s customers.

The solution is delivering excellent results to 
date. Bupa CIO, Peter Powell, assessed the sys-
tem’s success and found himself amazed by the 
efficiency of the new system in providing sim-
ple and efficient access for frontline teams. Key 
solution benefits include access to readily availa-
ble current and accurate content on Bupa health 
insurance policies, products, operational proce-
dures, campaigns and technical communications. 

Frontline staff can easily access enquiry-based 
content to help them find answers, interpret infor-
mation and communicate with customers. They 
also benefit from a personalised user experience, 
where content is delivered based on their role. 

What’s more, there’s clear, easy-to-follow govern-
ance around content creation, approvals and re-use, 
simplifying roles for multiple Bupa professionals. 

Staff in Bupa stores 
now have access 
to useful customer 
information

Bupa’s front-line consultants needed access to systems that enable them to provide a 
more rewarding and satisfying customer experience. Avanade provided a solution 

Supporting frontline 
consultants 

P R O F I L E D :  B U PA H E A LT H
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Machines for living
F R E D E R I C  D OT :  D A S S A U LT  S Y S T È M E S

As they plan for the future, cities can take advantage of 3D digital models 
to help improve efficiency, security, public services and energy use

By 2020, 70% of the world’s population will 
be city dwellers. Existing cities will grow 
and many new ones will be built. In Chi-

na alone, city living has risen from 13% in 1950 
to more than 40% today. That figure is expected 
to rise to 60% in another 15 years. Worldwide, 
around 125,000 people move to cities every day. 

Cities need to plan for the future and Dassault 
Systèmes is working with many of them, deploy-
ing technology to create and evolve 3D digital 
city models. These are used as a central reference 
point for local government, urban planners, 
architects and citizens. 3D models help them 
define the future of cites based on ‘what if ’ sce-
narios around services such as heath provision, 
mobility, security and energy.

Simulating cities and their services means they 
can be considered as whole, interrelated entities. 
This new perspective integrates formerly dispa-
rate departments, making them better informed, 
more efficient and able to visualise the future 
with greater accuracy. 

With political, financial and security conse-
quences at stake, there is a growing information 
disjunction within and between city administra-
tors. Access to information via a 3D city model 

efficiently solves this problem by keeping people 
in synch with one another.

In the past, a great deal of technology has been 
used to help run city departments, but unfortu-
nately this has often led to greater complexity. The 
problem lies in the separate information stores, or 
silos, of data that inevitably arise when more than 
one computer system is deployed by an organi-
sation. Diverse systems struggle to access or read 
each other’s data, crucial decisions are often based 
on out of date, incomplete and disjointed informa-
tion. This can lead to wrong choices being made.

Today, cities are deploying technology from 
aerospace and other highly efficient industries 
such as F1 motor racing in a drive to improve 
services, promote universal access to informa-
tion and accurately envision future performance. 
Starting with a blank page, new cities can plan 
and operate using the same software that fosters 
industrial and commercial innovation through 
simulation. Existing cities can incorporate this 
technology in new projects. For example, Das-
sault Systèmes is currently working with the Ital-
ian government to help the county’s Ministry of 
Commerce and Finance streamline its internal 
and external information services. Using 3DEX-
PERIENCE technology as a platform, other pro-
jects, and any type of information, can be added 
over time to build a big 3D picture that is com-
prehensible and usable by all.

It is possible to make the mass of data that cities 
generate more useful and effective for security 
and energy planning purposes through 3D vis-

“Simulating cities and their services 
means they can be considered as 

whole, interrelated entities”
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ualisation. Managing data and using it to service 
city needs is possible by building layers of infor-
mation around a digital 3D city model that can 
be accessed by all stakeholders. 

Integrating a city’s information means that 
efficiencies can be introduced because people 
are aware of each other’s work and can organ-
ise departments and utility planning based on 
current information and needs. Unifying and 
co-ordinating systems around a 3D digital mod-
el encourages fresh ideas; people can more fully 
understand the impact of their decisions and, by 
having access to appropriate layers of informa-
tion, they can communicate them universally. 

Progressive cities are able to commit their 
work, including 3D digital models of buildings 
and services, to a unified platform and to build 
up an increasingly detailed services model of the 
city when new projects are added. As more users 
contribute information, a ‘time machine’ histor-
ic model will emerge. Historic situations become 
viewable while the progress of current work can 
be accurately recorded and traced. 

This visibility means the mistakes of the past 
can be avoided and routes to good decisions 
made because the unified platform helps people 
better understand the current situation and that 
of their predecessors.

This type of system is used by major aircraft man-
ufacturers, power plant operators, pharmaceutical, 
food and consumer product companies to ensure 
compliance. It also leads to accurate record keeping 
and ensures that intellectual property is retained.

Building up knowledge into a single 3D digital 
model that can grow over time to encompass any 
aspect of the city helps make complexity visible 
and therefore understandable. Having historic 
data readily available means that fewer research 
projects and reports need to be generated to ex-
amine the past. That saves time and allows pro-
jects to progress, knowing that all stakeholders 
are aware of the consequence of their decisions. 

Cities thrive on creativity. To become vibrant 
exciting places to live and work, cities need to 
accommodate the human urge for spontaneous 
creativity. Introducing order where it is needed 
and encouraging creativity within an efficient 
secure framework can help avoid chaos and lead 
to the natural, respectful expressions that give a 
city its soul. 

Frederic Dot is global industry development direc-
tor at Dassault Systèmes

Cities such as 
London are using 

Dassault Systèmes 
technology to create 

3D blueprints

C I T I E S
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B Y  S E A N  D U D L E Y

As the population of urban areas continues 
to rise, it’s vital that cities have the right 
infrastructure in place to help them cope 

with growing demands on their resources. 
In particular, city officials, councils and relat-

ed organisations need to help ensure the safety, 
security and effectiveness of the services they 
deliver, while also coping with what can be tight 
financial restrictions. By leveraging the power 
of the cloud, Christian Morin, vice president of 
Cloud Services at Genetec, believes that cities 
can improve their methods and sharpen their fo-
cus on delivering great services to citizens. 

“Thanks to the flexibility and elasticity of the 
cloud, cities can carry out tasks in a range of are-
as and meet the requirements of citizens,” he says. 
“They can also lower costs across the board.” 

Due to this ‘elasticity’, the cloud can assist with 
anything from day-to-day administration tasks to 
large-scale events where public safety is a top pri-
ority.  

“At Genetec, our focus is on using the cloud to 
help ensure the safety and security of the public,” 
Morin explains. “Due to the cloud’s flexible na-
ture, cities can host major concerts and events, 

while still maintaining the necessary levels of se-
curity for citizens.”

Through its unified security platform Security 
Center – which collects internet protocol security 
surveillance and displays it using a single intuitive 
interface – Genetec offers a range of cloud-based 
solutions that use Microsoft technology to help cit-
ies carry out their functions. One example is Stra-
tocast, a unique capability available to users of Ge-
netec’s Security Center solution. With it, users can 
deploy cameras that record streams in the cloud, 
meaning surveillance operations can be expanded 
to small and remote sites with ease. What’s more, 
the solution requires no on-site storage or record-
ing servers, and can be easily configured. 

When it comes to cloud adoption, one of the 
chief inhibiting factors can be concerns about se-
curity. “Larger cities tend to have quite a sizable 
infrastructure, but some smaller cities are having 
to improvise,” Morin says. “This can mean they are 
ill equipped to counter cyber security issues. Our 
approach is to encrypt data before it goes into the 
cloud. This level of management and encryption 
can help allay security fears, and ensure that pro-
tection and security levels are high.”

I N T E R V I E W

If cities and public sector organisations are looking to reap the benefits of 
cloud technologies, the time to act is now

“This is not an ‘all or nothing’ scenario. It’s 
important for organisations to identify 
where using the cloud makes sense, and 
where real benefits can be achieved”

Serving the citizen
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Morin says that if cities are considering adopting 
cloud technologies to improve their ability to meet 
the needs of citizens, the time to act is now. 

“I would recommend looking into the options 
out there and exploring what would be best for 
your situation,” Morin says. “This is not an ‘all or 
nothing’ scenario. It’s important for organisations 
to identify where using the cloud makes sense, and 
where real benefits can be achieved. Moving to 
the cloud can also be a gradual thing. Pieces can 
be moved at a time that is logical and when it suits 
with the needs of the organisation at hand.”

One area that many recent adopters of cloud 
technology are focusing on is storage, with a 
number of organisations looking to increase 
their data retention capabilities. This stored data 
can be analysed over time, and vital trends and 
information can not only be ascertained, but 
also used proactively to inform business deci-
sions going forward. 

“The cloud can be hugely beneficial when it 
comes to storage, due to its ability to facilitate 
massive amounts of information, but also the ease 
with which this data can be accessed,” Morin says. 
“Modern devices and systems are creating lots of 
information, and if you want to store it, today it 
makes sense to use the cloud to do so.”

While security remains high on the list of con-
cerns cities have when it comes to cloud adoption, 
Morin believes that fears can be allayed with the 
right education. “There can often be a lack of famil-
iarity when it comes to the cloud, and this can lead 
to scepticism or reluctance to look into what’s out 
there, particularly when the thing that cities feel is 
being put at risk is citizen data and information,” 
he concludes. “Approaching the cloud can be a 
gradual and deliberate process, which can not only 
be cost-effective and economically logical, but can 
also help cities deliver enhanced services and help 
improve the day-to-day lives of citizens.” 

C I T I E S
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The mobile 
working revolution

N I C H O L A S  B A N K S :  I M AT I O N

Mobile working is evolving and bringing with it new opportunities. 
To leverage these opportunities, a fresh approach is essential 

Bring your own device (BYOD) is a trend 
that has revolutionised how employees 
access, manage and store corporate data. 

There isn’t a single sector that hasn’t been im-
pacted by this seismic shift in working practic-
es, including healthcare. 

Having seen the productivity benefits of 
BYOD, enterprises don’t want to turn their 
back on it, but they need to be sure that they 
aren’t leaving themselves vulnerable to attack, 
data breach or loss of sensitive information. 
Leakage of that information – through theft, 
malware, spyware or just plain carelessness 
can come with severe consequences.  In fact, 
a recent Ponemon report into the cost of data 
breach in Australia found that the total average 
cost paid by a company in a breach increased 
to AUS$2.8 million. 

As a result, a fresh approach to mobile com-
puting becomes essential – one that equips 
employees with the flexibility they need by 
mobilising their work environment, but also 
protecting corporate assets.

With Windows To Go, organisations can con-
fidently embrace BYOD by giving employees 
access to the enterprise network while allow-
ing them to stay productive from a personal 

PC of their choice. Whether users always work 
on the same PC or roam between different sys-
tems in the office or at home, they can safely 
boot a full version of Windows 8.1 and all of 
their applications from any PC certified to run 
Windows 7.0 or higher. A consistent, fully mo-
bile desktop experience keeps employees pro-
ductive, and IT no longer has to support costly 
home computers. 

The possibilities for organisations are end-
less, enabling them to meet a multitude of 
mobility mandates with one solution. For ex-
ample, doctors can securely and easily access 
patient data whether at the hospital, in the 
office or at home. Clinical trial contributors, 
managers and auditors can securely enter or 
review trial data at any location with a PC. 
And medical staff can use touch tablets with 
Windows To Go to document health informa-
tion as they roam from patient to patient. 

IronKey’s Windows To Go devices secure 
data while letting IT centrally control access, 
even providing the ability to remotely wipe 
or disable lost or stolen drives. And, booting 
directly off the IronKey drive, users keep the 
integrity of their corporate workspace intact, 
making IronKey Workspace with Windows 
To Go a secure, high-performance solution 
for  allowing bring your own device scenarios 
within the healthcare sector. 

Nicholas Banks is VP of EMEA and APAC sales 
for Imation’s IronKey solutions

“With Windows To Go, organisations 
can confidently embrace BYOD”
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“Government agencies can’t 
operate unpatched servers”

Support for Windows Server 2003 ends on 
14 July 2015, and while most government 
agencies are aware of the problem, few have 

completed their migration plans. 
But migrating isn’t optional. Government 

agencies can’t operate unpatched servers. Win-
dows 2008 security patches will also reveal po-
tential vulnerabilities in Windows 2003, provid-
ing a roadmap for hackers to exploit. 

Microsoft is sounding the alarm and encour-
aging agencies to begin moving now. They warn 
that it can take as many as 200 days to complete a 
2003 migration, especially if done manually. But, 
with the proper tools and methodology, migra-
tion timelines can be reduced. 

In a recent proof of concept, Unisys person-
nel spent 26.75 hours over a two-week period 
moving a server with a moderately complex set 
of four applications (approximately 6.7 hours 
per app). The project was executed by an expe-
rienced and well-tooled Unisys team, although 
its scope did not include key migration activities 
such as application discovery, application assess-
ment or platform targeting. So, if an agency has 
just 1,000 applications to move, that represents 
at least 6,700 man hours of effort plus the time 
to complete discovery, assessment and targeting. 

By far the most daunting aspect of the Server 2003 
challenge is that many applications lack installation 
scripts, documentation or access to the developers 
who built them. Under normal circumstances, it 
might be economically prohibitive to migrate these 
applications. But the Unisys approach includes 
tools and processes that make it possible to extract 
most applications and reinstall them on targeted 
servers or cloud instances at an accelerated pace. 

Unisys will also leverage all existing resources 
including automated discovery and dependen-
cy mapping tools as well as manual processes to 
complete discovery. 

Additionally, applications will be assessed for com-
patibility with modern operating systems and hard-
ware. Findings and recommendations will include 
new application version licensing requirements and 
training. The physical migration of applications will 
then be accomplished through the use of automat-
ed tools and change management processes. Finally, 
user acceptance testing completes the process as ap-
plications are placed back into production. 

The Server 2003 Application Migration process 
may appear deceptively simple but migrating hun-
dreds or thousands of applications is a strategic ac-
tivity that needs to start now. The first step should 
be a pilot project to iron out the details in govern-
ment and contractor processes. After the pilot, 
multiple application migrations can be executed in 
parallel with a minimum of risk and downtime. 

Mark Bruneman is director of Portfolio Solutions 
at Unisys

M A R K  B R U N E M A N :  U N I S Y S

Charting the challenge, process and starting point for 
migrating from Windows Server 2003

Why now is the time 
to modernise

V I E W P O I N T
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Leaders in the retail industry have long recognised the 
need to deliver a consistent shopping experience across 
all their channels. And with the latest technologies at 
their disposal, retailers such as GameStop are able to find 
more exciting and valuable ways to connect with and 
serve their customers, both in-store, mobile and online. 

In an exclusive interview, Jeff Donaldson at GameStop 
explains how his company is revolutionising the in-
store experience using mobile and cloud technologies 
from Microsoft. Among the other articles in this sec-
tion, you can also discover how retailers are using data 
analytics to make smart, insightful decisions. 

T R A C Y  I S S E L :  M I C R O S O F T
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Armed with the latest technologies, retailers have the pulling power 
they need to attract customers into their stores and drive engagement

F E AT U R E

return
of the store

B Y  R E B E C C A  L A M B E R T

This year will bring incredible change and inno-
vation in the retail industry, especially around 
how retailers interact with their customers, 

says Brendan O’Meara, senior director of World-
wide Retail and Consumer Goods at Microsoft. 

Propelled by the latest mobile and in-store tech-
nologies, retailers are now able to bring the modern 
shopping journey to life, creating instant, personal-
ised experiences for shoppers on their smartphone, 
online and in stores. 

But they need to move fast. In its latest report, 
Global Powers of Retailing 2015: Embracing Innova-
tion, Deloitte says that “personalised websites and 
e-mails have become the norm, and consumers are 
looking for this personalisation to extend into their 
in-store experiences.”

In January at the National Retail Federation’s an-
nual convention and expo, Microsoft, alongside its 
partners, demonstrated how it is helping retailers 
to reinvent the in-store shopping experience for 
customers and showcased some innovative scenar-
ios to bring digital into the store.

One solution being presented was AvaRetail’s Shelf 
Tracker – a system that uses the Microsoft Kinect 
sensor to observe the behaviour of people in stores. 
“Shelf Tracker allows every interaction with the 

shelf to be monitored and recorded in real time,” 
says O’Meara. “What it’s actually doing is under-
standing where the shopper is in the store, the 
merchandise they’re in front of and, if they’re 
grabbing an item off the shelf, it can identify 
what exactly they’re planning to purchase. This 
gives retailers immediate insight into customer 
purchasing behaviours and enables them to per-
sonalise the shopper experience. For example, 
they can provide further details about a particu-
lar product they’re interested in.” 

Also on show was the NEC Biometric interface 
with the Kinect camera system, which can track 
who’s in store. Using facial recognition, the applica-
tion can determine an individual’s age and gender, 
helping retailers to provide a more personal selling 
experience. It can also provide 3D views of the cus-
tomer to determine their level of engagement with 
the products – and all of this information is stored 
away for further analysis by the retailer. 

Other ways in which retailers can create more 
immersive shopping experiences is by taking ad-
vantage of beacons. Together with Avanade, Foot-
marks demonstrated what is possible with beacons 
beyond broadcast messages and coupons, showing 
off a new social shopping experience that allows 

The
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customers to use the beacons to leave messages for 
family and friends who are likely to visit the same 
store. So if you’ve forgotten the milk, you can sim-
ply remind your partner who will get a message 
when they visit the store later.  

“Most retailers who are using beacon technology 
are using it to track the movement of shoppers in 
the store and, at best, to target them with relevant 
geo-spatial offerings,” says Avanade’s chief technolo-
gy innovation officer Florin Rotar. “We believe that 
this is a one-sided approach, so we have teamed with 
Footmarks to innovate scenarios where a shopper 
can instead use the beacon to leave a message for 
another family member who would likely go to the 
same store on a later occasion.”

As Chad Brown, CEO of retail omni-channel 
platform provider Xomni, explains, the key to de-
livering great in-store experiences is to deliver a 
personalised service, using technology to enhance 
rather than complicate the shopping journey.

“In the golden age of retail, customers used to walk 
into their local store and the owner would know 

exactly who they were,” he says. “As a result, he was 
able to offer products he knew they needed or want-
ed, and give them useful advice. And although that’s 
what we need to return to, we must make that expe-
rience relevant in the modern world.”

Highlighting GameStop as a great example of 
what retailers can do today to attract customers 
into their stores (see page 100), Brown says that it 
is those that find ways of responding to the cus-
tomer and personalising their shopping journey so 
that they are presenting the right product, price or 
promotion at the right time are the ones that will 
come out on top. “This requires technology that is 
flexible enough to enable new in-store scenarios 
that blend mobile, beacons, store devices and on-
line-powered back-end systems,” he explains. 

“More than ever, retailers must find innovative 
ways to connect and engage with their customers,” 
says O’Meara. “Implementing technologies like 
these will help retailers maximise customer sat-
isfaction and promote sales, giving them another 
way to compete in the modern retail landscape.” 

AvaRetail’s Shelf 
Tracker uses Kinect 
to track customer 
activity in store
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Next-generation store

Speciality retailers like GameStop are used 
to dealing with passionate customers. 
The company, which has more than 6,600 

stores across 15 countries, serves some of the 
biggest video gaming fanatics in the world – 
customers that are enthusiastic about the prod-
ucts they’re buying and expect a high level of 
service when they walk into a store or go online 
to make their next purchase. 

It’s Jeff Donaldson’s job to ensure that GameStop 
is on track to deliver the greatest experience possi-
ble to these customers. As senior vice president of 
the GameStop Technology Institute – a business 
unit formed in March 2014 to drive technologi-
cal innovation across the company – Donaldson 
is committed to accelerating the retailer’s pace of 
change, and he has been achieving that by working 
with universities and some of the leading technol-
ogy companies in the world, including Microsoft, 

to create new customer interaction technologies 
and business applications. 

“Our aim is not to just to keep up with the 
latest trends, but really advance the state of the 
experience we’re offering, and deliver it in a val-
uable and useful way to both our customers and 
staff,” says Donaldson. “We don’t want to be fast 
followers; we want to lead the way.” 

One key area Donaldson and his team are 
focused at the moment is bridging the gap be-
tween digital and the bricks-and-mortar store 
to better engage with customers. “I think it’s do 
or die for retailers when it comes to bridging 
that gap,” he says. “Customers’ expectations 
are growing and retailers need to evolve in line 
with their needs, using the latest tools at their 
disposal to deliver the best retail experiences.”

At the National Retail Federation’s annual 
tradeshow earlier this year, GameStop show-

GameStop is harnessing the latest developments around cloud and mobile to 
revolutionise its in-store experience. We speak with Jeff Donaldson about how the 
company is pushing the boundaries of innovation to better serve its customers 

B Y  R E B E C C A  L A M B E R T
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“What we’re aiming to do is 
take what a shopper does 

naturally outside the store and 
connect it with the in-store 

shopping experience”

R E TA I L

When customers are 
in store, they will be 
able to log into the 
GameStop app and 

buy products via 
their mobile device

cased some of the new ways in which it is using 
Microsoft technologies to revolutionise the in-
store experience. Taking advantage of the Mi-
crosoft Azure cloud computing platform, the 
retailer demonstrated how it can stream video 
game and promotional content direct to cus-
tomer and store associate mobile devices. 

When they’re in store, customers with the 
GameStop mobile app will be able to view ex-
clusive content, such as trailers and promo-
tional materials from GameStop’s catalogue of 
video games, on their smartphones and tablets. 
They can also choose what video game trail-
ers they would like to see on the new 4K ultra 
HD TVs that GameStop is rolling out across its 
stores over the coming months. And when they 
want to make a purchase, they will be able to 
skip the queues and buy products in store via 
their mobile device.
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For GameStop’s store associates, the technol-
ogy gives them a tool to provide an even more 
personalised shopping experience. On their de-
vices they will be able to access information for 
those customers who have opted in to receive 
and share information as part of the app, such 
as their unique shopping history. This gives 
them an opportunity to learn more about each 
individual they’re serving and provide them 
with personalised recommendations and offers. 

“What we’re aiming to do is take what a 
shopper does naturally outside the store and 
connect it with the in-store shopping expe-
rience,” says Donaldson. “In effect, the store 
responds to them every time they visit and 
rewards them, giving them a reason to come 
back time and again, and access the content 
they want to see in an easy and enjoyable man-
ner. The thing is, we love video games – they’re 
part of our DNA. And we want to make sure 
our customers really understand that and get 
the chance to experience exactly what it means 
to play an AAA title.”  

The GameStop Technology Institute worked 
with Microsoft partners Confiz and Xomni 
to create this new in-store experience. Confiz 
served as the system integrator, allowing the 
retailer to connect Azure Media Services with 
the app on customers’ mobile devices. Xom-
ni, meanwhile, delivered the entire product 
catalogue, which allows customers to browse 
available products in real time and make pur-
chases via their phones in store. 

Over the coming months, GameStop in-
tends to go live on the technology in a number 
of test stores across the US. 

This latest endeavour is not the first time 
GameStop has worked with Microsoft. “Our 
partnership goes back almost two decades, 
so we’ve come to know each other well over 
the years. Since we work on so many things 
together, both as a reseller and a customer, it 
was easy to establish the potential in this latest 
development. One real advantage of working 
with Microsoft is its partner ecosystem – it 
has a network we can plug into to find the best 
solutions and companies to work with.”

With a keen eye on the future, GameStop is 
betting big on its in-store experiences. “We want 
to be the first to show our customers how the 
gaming industry is evolving and the stores will 
be the first place they can come to see those de-
velopments,” says Donaldson. “We think that 4K 

gaming will happen and we want our customers 
to see just how awesome that will be. The same 
goes for augmented reality. At some point in the 
future, we’re looking to bring that to our in-store 
experience too. As long as the experience is con-
textual, relevant and personal – without being 
too intrusive – then customers will want to in-
teract and shop with us.” 



Real-Time Retail
It’s now or never. A retailer faces many consumer driven opportunities to 
make a sale. Today, retail is rarely ready for them. Are you presenting the right 
product, price or promotion at the right time?

XOMNI Cloud enables the retailer to differentiate their brand via a Cloud + 
Creative model uniquely capable of delivering a perfectly tuned experience 
for your customer. Innovative features like OmniPlay open up interaction 
between associates, consumers and store experiences. Social Hub and IoT 
Aggregation capabilities illustrate the value of OmniChannel.

XOMNI  CLOUD

•    Scalable, extendable and hyperper-
formant cloud catalogue

•    OmniPlay, real-time mobile interaction

•    Initiate social dialogue & capture BI

•     IoT Aggregation via rich APIs power 
intelligent, contextual experiences

•    SaaS model bennefi ts

CREATIVE  ECOSYSTEM

•    Best-of-Breed industry innovation 
versus Off-The-Shelf implementation

•    Unique experience for your Brand

•    No platform or technology constraints

•    Partnership and Sponsorship versus 
shrink-wrap mentality

•    Iterative, refi ned, future proof

“The XOMNI Platform has been a focal point and main attraction at the 
Microsoft Retail Experience Center. We are excited to see the product 
enter the market and look forward to the exciting new retail scenarios and 
workfl ows the platform will no doubt enable.”
Marty Ramos // Microsoft

OmniChannel Experience
Management

Tel: 206.260.3595  •  sales@xomni.com  •  www.xomni.com  •  twitter @xomni_cloud

About XOMNI
We are a SAAS company providing a 
powerful platform to retailers and agency 
partners who are building rich in-store 
experiences designed to engage consumers 
and their devices. XOMNI builds brand 
affi nity and enables retailers to engage 
directly with the consumer and instantly 
understand what customers demand.

Our best of breed partners enable us to 
deliver any experience, in any geography, 
at any scale.

Cloud Catalogue OmniPlay Social Hub IoT Aggregation

mailto:sales@xomni.com
http://www.xomni.com/
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Capitalising on 
new trends in retail
We speak with Microsoft’s Tracy Issel about what opportunities are out 
there for retailers to better serve their customers 

With all the latest technologies on show, 
from in-store customer tracking tools 
and beacons, to mobile POS devices 

and interactive HD touchscreens, this year’s 
National Retail Federation show provided a 
great opportunity to see what trends are shap-
ing the face of retail. In particular, Tracy Issel 
believes that POS modernisation, internet of 
things and data analytics all have a major role 
to play in the industry. 

“Retailers want to provide a seamless customer 
experience across all channels, which requires an 
integrated view of customer information across 
these channels and the supply chain,” says the 
general manager of Worldwide Retail at Micro-
soft. “What’s more, mobile device usage is grow-
ing, and retailers must engage with their custom-
ers in multiple ways through devices.”

Joined by its customers, including GameStop 
and TGI Fridays, Microsoft demonstrated exact-
ly how it is helping retailers to keep up – many 
scenarios of which involved mobile technologies.

According to Issel, figuring out how to apply 
mobile innovations within physical retail en-
vironments is something retailers are now be-
ginning to get their heads around. “I think we 
are currently in the third wave of innovation 
around this,” she explains. “First, early adop-
ters led the way, then retailers started using 
devices as a band aid to any problem. Now, we 
see the power of big data and insights leading 
to greater personalisation and the addition of 
a device completes the cycle. Combining these 
powerful tools, like GameStop and TGI Fri-
days have done, brings meaningful and limit-
less opportunities.”

Issel also sees massive potential in another ar-
eas: logistics. “There is huge demand out there 
to deliver goods and services quickly, with con-

sistently high quality, across all channels,” she 
explains. “As a consumer, I want this, my om-
ni-basket experience, to be seamless and easy. 
Getting all of this right is a huge task for the 
retailer and brand, and leveraging the right 
technology is crucial.

“And then there’s overcoming the issue of 
how to deliver all of this at the right price,” 
she adds. “Retailers are constantly challenged 
to innovate what personal and value means to 
that consumer. The theatre of retail means em-
ploying the right elements of mobile technol-
ogies and sophistication, as well as insights, to 
execute wisely.”

If she were at the helm of a retail company, 
Issel says that not only would she put the cus-
tomer at the centre of all strategies, but she 
would also focus more on her own people and 
look to hire more women in senior manage-
ment positions. “Today’s young leaders need 
development initiatives to get them into more 
senior management positions faster,” she says. 
“I would also challenge leadership teams to 
work together and adapt across diverse groups 
and settings, giving them a more realistic view 
of the customer base.” 

“The theatre of retail 
means employing 
the right elements of 
mobile technologies 
and sophistication, 
as well as insights, to 
execute wisely”
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It could not be more critical for retailers to 
bridge the gap between digital and their bricks-
and-mortar stores than it is today, says Xom-

ni CEO Chad Brown. “When you think about 
what the store does for the online channel, and 
vice versa, it should be about creating a sense of 
continuity,” he explains. “Bring those channels 
together and you truly maximise your return on 
investment, and satisfy the customer.”

Xomni – a company whose name stands for 
‘Experience Omni-channel’ – is achieving this 
vision through a cloud-based omni-channel 
experience enablement platform. The company 
caters for creative interactive agencies who want 
to leverage the Xomni Cloud to gain access to 
retailers’ existing systems, add new data sources 
(think IoT), orchestrate the data and leverage a 
consistent API to develop applications. Xomni 
Cloud also incorporates retail-specific function-
ality that makes building visually rich concierge, 
assisted selling and self-service applications easy.

“The idea of using a cloud platform to develop 
applications isn’t new,” says Brown. “However, 
we are not talking about one-size-fits-all appli-
cations. The Xomni model is unfettered UX and 
scenario development that enables contextual 
and personalised experiences without compro-
mising massive scale. If our channel partners can 
dream it, they should be able to build it.”

This March, Xomni launched the third gener-
ation of its cloud platform, complete with sig-
nificant scalability enhancements. “We base our 
performance requirements on what a retailer 

might experience during peak shopping days,” 
says Daron Yondem, CTO of Xomni. “For ex-
ample, a tier-one retailer’s requirements include 
60 queries per second and 11 gigabytes of data. 
With the release of Xomni Cloud v3 we can scale 
well beyond the industry’s current need.” 

Cost effective and quick to implement, the 
solution incorporates a blend of typical retail 
functionality along with some novel capability 
designed to accelerate innovation. 

One such feature is OmniPlay. Highlighted in a 
recent GameStop win (see page 100), OmniPlay 
allows individual assets, product views or the 
customer presence to be passed from one de-
vice to another, assuming certain rules are met 
(geofence, beacon location or device capability). 
In this implementation, video content can be 
initiated from a consumer or associate device 
and sent to a 4K display in store, significantly 
increasing the ROI of a passive digital sign by 
making it interactive. 

The GameStop experience is a compelling 
one, however, as Brown notes, one challenge 
that Xomni faces is the perception of complex-
ity. “The term omni-channel inspires thoughts 
of user-centric, integrated, immersive and, by 
connection, complicated experiences,” he says. 
“First, Xomni makes integration with existing 
systems easy; second, although Xomni provides 
a seemingly endless list of features and support-
ed scenarios, no one said you must use them all 
in one application! We encourage the use of what 
we call ‘micro experiences’ to engage customers 

Customer demands are changing – and fast. To keep up, retailers need a flexible, 
scalable platform that grows with their business, as we find out from Xomni

Cloud-powered

experiences
user
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in a meaningful but simplistic way. From there, 
you can encourage a deeper engagement.”

With the launch of Xomni Cloud v3, all the 
tools are there to build deep ‘macro experiences’ 
and more pointed ‘micro experiences.’ Version 
3.1, which is targeted for a June release, will build 
on this thanks to the adoption of API Manage-
ment – a new feature of Microsoft Azure. 

“APIs bring innovation and agility, and at 
the same time drive a lot of data that can and 
should be used to improve user experience,” says 
Evgeny Popov, principal program manager at 
Microsoft. “That is why we teamed up with Xomni 
to deliver a powerful end-to-end retail platform.”

“Really, Xomni Cloud v3.1 should be called 
v4 as we consider it to be a major release,” adds 
Brown. “It’s significant for many reasons, but 
primarily because it will allow us to easily incor-
porate super innovative third-party technology 
partners such as My Style Genie.”

A new Xomni Technology Partner, My Style 
Genie is an expert in dynamic recommenda-
tions and has technology capable of putting 
together coordinating products that are highly 
relevant based on personal style, preferences, 
use, or even margin. 

“Through this partnership, retailers are able to 
provide the high-touch personalised service of 
days gone by in store, mobile, outbound or on-

line,” says Laura Khoury, CEO at My Style Ge-
nie. “Our web service enables retailers to serve 
shoppers as a trusted personal assistant to help 
them find the best products for them, and sug-
gest complete ensembles tailored to their objec-
tives and style. The result is a win-win experi-
ence – customers are delighted with the personal 
service they receive and retailers have increased 
basket size and customer loyalty.”

Behind the Xomni-My Style Genie integration 
is thebigspace, a specialist in retail consumer en-
gagement and connected experiences.

“Our Omni-Channel Style Guide application 
needed the power, speed and flexibility of Xom-
ni and the dynamic integrated analytics of the 
MSG recommendation engine to quickly ana-
lyse data,” says founding director Dick Lockard. 
“Working together, we’ll be able to optimise the 
customer’s buying decision and create highly 
targeted and relevant connections while maxim-
ising profit for retailers.”

Of course, as Brown knows all too well, the fu-
ture of retail is always evolving. “The question is, 
what’s next?” he says. “If anyone tries to tell you 
definitively what the future of retail engagement 
is, they’re making it up. No one knows! This is 
why flexibility is core to our platform. We’ll in-
volve the best partners, give them the utmost 
flexibility and see what great things happen!” 

The Xomni platform 
with My Style 
Genie integration 
is being used by 
thebigspace to create 
personalised shopping 
recommendations
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Enriching engagement

Did you know that the average mobile user 
checks their phone around 150 times a 
day? At least that’s what’s been reported in 

the annual TomiAhonen Almanac, which means 
that when we’re not sleeping, we’re looking at our 
phones roughly every six minutes. 

For retailers, getting us to look up from our devices 
and interact with their brand is becoming more of 
a challenge. Of course, we may actually be on their 
website browsing their catalogue, or even making a 
purchase, but reports show that consumers still tend 
to be more profligate with their money when they’re 
in store – conversion rates in-store typically average 
around 20% compared to just 4.8% online, accord-
ing to a 2013 report by ShopVisible. 

“Retailers need to encourage the consumer to look 
up from their device and engage,” says Tom Nix, 
CEO of digital signage solutions provider Scala. 
“They can achieve that with anything from an in-
credible store design to interactive digital signage, 
but most importantly they need to connect that mo-
bile experience with the in-store experience.”

Nix notes that automotive companies in par-
ticular are already doing this well. “Recognising 
that many customers start the car buying process 
online, auto manufacturers are upgrading their 
dealership formats to provide a greater level of 
continuity in that shopping journey – think 3D 
configurators and video walls,” he says. 

At the beginning of this year, during the Na-
tional Retail Federation’s annual show, Scala 
showcased a variety of solutions to help retail-
ers revolutionise the in-store experience and 
better connect with consumers.  

On display was Lift and Learn, which uses a 
combination of LCD screens and RFID technol-
ogy to enable customers to compare and find out 
more information about products in store. They 
simply pick up a product and the embedded RFID 
technology automatically triggers the nearby 
screen to show associated information.

“With this solution, we’ve taken an experience con-
sumers have come to love online – the ability to com-
pare prices and spec – and brought it into the store 
environment in a fun and interactive way,” says Nix. 

Scala’s mobile info application called Fling is 
also designed to drive in-store engagement. By 
holding a smartphone near a beacon tagged 
product, the article information of that product 
shows up on the smartphone. The shopper can 
then swipe that information up onto a large play-
back screen. Importantly, all of their activity is 
being recorded in the back-end so that retailers 
can learn more about what they’re interested in. 

“The future has been written for us online,” says 
Nix. “Today, after three clicks on an airline website 
I can have tickets to Shanghai. I don’t mind shar-
ing personal information for that type of seamless 
experience. As long as they’re operating within the 
bounds of trust, it’s the retailers that connect my 
information with the shopping journey that will 
win, providing me with a truly valuable experience 
– both online and in-store.” 

Employing innovative mobile and beacon technologies to connect the in-store and 
online shopping experiences will ultimately help retailers better engage with their 
customers. We spoke with Tom Nix of Scala to find out more

“Retailers need to 
encourage the consumer 
to look up from their 
device and engage”
TO M  N I X

Scala demonstrated 
its Lift and Learn 
solution at the NRF 
show in January
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While the vast majority of countries 
across the globe have been using 
EMV-standard cards for some time, 

the US has lagged behind. However, with cy-
ber-crime continuing to threaten citizens across 
the country, it has become abundantly clear that 
US financial entities need to step up. 

“Last year, millions of Americans became vic-
tims of identity theft,” said US president Barack 
Obama at the recent Consumer Financial Pro-
tection Bureau in Washington. “These crimes 
don’t just cost companies and consumers bil-
lions of dollars every year, they also threaten the 
economic security of middle-class Americans 
who have worked really hard for a lifetime to 
build some sort of security. The idea that some-
body halfway around the world could run up 
thousands of dollars in charges in your name 
just because they stole your number, or because 
you swiped your card at the wrong place in the 
wrong time, that’s infuriating.”

Stopping it requires issuers and merchants 
across the US to shift to EMV. “We’re going to 
begin making sure that credit cards and cred-
it-card readers issued by the US government 
come equipped with two new layers of protection: 
a microchip in the card that’s harder for thieves to 
clone than a magnetic strip, and a pin number you 
enter into the reader just as you do with an ATM,” 
Obama explained. “We know this technology 

works. When Britain switched to a chip-and-pin 
system, they cut fraud in stores by 70%.” 

In an attempt to make progress in this regard, 
the major credit card brands are demanding that 
new payment security standards be adopted in 
the US as of October 2015. This means that af-
ter this date, those issuers and merchants using 
non-EMV compliant devices that choose to ac-
cept transactions made with EMV-compliant 
cards assume liability for any and all transactions 
that are found to be fraudulent. 

On the back of this, according to The Payments 
Security Task Force, by the end of the year, 575 mil-
lion chip cards will be issued by the end of 2015, 
representing about 71% of credit cards and 41% of 
debit cards. This represents real progress given the 
scale and complexity of this overall effort. 

However, in this new environment, it is more 
important than ever that issuers and merchants 
remain focused on security. “Navigating a pay-
ments landscape that continues to evolve means 
that new threats emerge with increasing regulari-
ty,” says Christopher Kronenthal, chief technology 
officer at FreedomPay. “What’s more is that while 
EMV technology confirms that the card and the 
cardholder belong together, it does not encrypt the 
payment data passing through the merchant’s en-
vironment on the way to the payment processor.”

In response to this, the Payments Card Industry 
(PCI) council has established a set of standards 

B Y  L I N D S AY  J A M E S

Emerging standards like the 2015 switch to EMV in the US are sending merchants 
scrambling for new payments solutions. Thankfully, there are simple solutions out 
there designed to help them maintain a secure network, safeguard cardholder 
data and adhere to the latest security policies

Securing a
better future for EMV
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that seek to make payments more secure and eas-
ier for merchants to manage. “Specifically, PCI’s 
point-to-point encryption (P2PE) standard me-
ticulously defines the procedures that a payment 
solution provider must adhere to and, in doing so, 
enables merchants to process payments securely 
while keeping their network environment com-
pletely out of scope for PCI security audits,” says 
Kronenthal. “With P2PE, transactions are entirely 
encrypted before they even enter the merchant’s 
location, essentially removing cardholder data 
from the merchant’s POS and network.”

Many vendors in the payments industry are 
claiming to offer P2PE, usually bundled with a 
POS system and/or payment terminal and/or 
payment gateway. However, as Kronenthal cau-
tions, merchants must beware of false claims and 
misstatements. “Any P2PE solution that does not 
adhere to the stated PCI requirements and has 
not been listed by the PCI Security Council as 
validated P2PE will not take the merchant’s POS 
and supporting network infrastructure out of 
scope of compliance,” he says.

FreedomPay has reinvented its business ac-
cording to the strict standard required by PCI for 

point-to-point encryption. The exacting process 
of achieving PCI validation for P2PE has resulted 
in FreedomPay building a platform that delivers 
merchants immediate benefits around payment 
security and scope reduction, as well as ongoing 
opportunities to innovate and add value. 

“Initially, we have partnered with Ingenico 
Group and ScanSource to deliver all facets of 
the P2PE solution,” says Kronenthal. “Ingenico’s 
best-in-class hardware and ScanSource’s secure 
distribution and key injection capabilities have 
been fully vetted as part of the PCI P2PE assess-
ment process, offering merchants in any indus-
try the flexibility to roll out a variety of compli-
ant devices, which support traditional magnetic 
stripe payments, as well as EMV and NFC.”

As North America’s first fully-functional PCI-val-
idated P2PE platform with EMV and NFC-ready 
terminals, FreedomPay is setting the standard for 
merchants to deliver a customer experience based 
on security, functionality and intelligence. “It is 
here, at the intersection of payments and data, that 
FreedomPay is able to deliver on its promise to 
merchants to make payments smarter, simpler and 
more secure,” says Kronenthal. 

FreedomPay’s P2PE 
solution is available 
on Ingenico devices
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Planning for success 
With over 17 years of experience in the retail industry, Keith Whaley brings a vast 
amount of insight to his position as VP of retail strategy at JustEnough Software. 
We find out more

There’s no doubt that Keith Whaley under-
stands retail. Having graduated from Ohio 
University in the mid-90s, he stepped into 

a much sought-after place in a retail manage-
ment programme at US grocery giant Kroger. 
Here, he not only quickly worked his way up 
to become a category manager, but also played 
an instrumental role in developing the Kroger 
Fresh Fair and the Kroger Marketplace store 
formats – setups which still have a big presence 
in the US today. 

After Kroger, Whaley moved into the speciality 
retail sector, landing a job with clothing brand 
Abercrombie & Fitch (A&F). “In my eight years 
with A&F, I led a team which created a model 
that allowed the company to successfully build 
assortments for its international, flagship and 
tourist stores worldwide,” he explains. “That ex-
perience was a huge highlight because it allowed 
me to be a part of taking a national retailer and 
making it into a global brand. As part of that 
process, we created all kinds of store models and 
formats in which to engage with customers and 
offer them compelling products that captured 
what we believed was our fair share of sales in 
the global market.

 “We put tools in place to allow us to cater to 
stores that were now three to four times larger 
than the traditional mall-based formats that had 
been dominant in the company for many years. 
As it happens, we ended up implementing the 
JustEnough Merchandise Planning solution.” 
And this is where Whaley got a real taste of what 
would become his next career move. 

It was helping to drive that transformation that 
struck a chord with Whaley, and which led to 

him joining JustEnough Software. “In my cur-
rent role, I work closely with customers, pro-
spective customers and industry thought leaders 
to understand what’s happening in the retail en-
vironment and ensure that our products remain 
the industry leading solutions retailers need to 
deal with today’s and tomorrow’s complex plan-
ning challenges,” Whaley explains. 

In this role, Whaley can really put his expe-
rience to good use. “That’s the one thing that I 
think really sets us apart – we have people like 
myself on the team that are able to talk the talk 
but have also walked the walk,” he says. “We’re 
not just selling software; we’re actually selling 
processes and the technology to support them. 
That’s a big differentiator for us.”

Indeed, JustEnough has made great strides in 
setting itself apart from the competition by, for 
example, tackling the challenges associated with 
assortment and space planning head on. “Assort-
ment and space planning processes within retail 
are key components of merchandise planning,” 
explains Whaley. “However, these two compo-
nents have traditionally been viewed as separate 
activities within the retail industry, especially in 
the fashion and apparel industries. This type of 
siloed approach can lead to misalignment, diffi-
culty in stocking, poor execution and an overall 
negative effect on sales and profit. What’s more, 
in today’s environment it’s quite common for 
retailers to create another team to manage their 
digital space. This further disconnects the pro-
cesses, creating even more challenges.”

Whaley says that in order to achieve suc-
cess, assortment and space planning should be 
integrated with proper organisational struc-
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ture. “Retailers need to focus on building 
cross-functional teams that work together to 
build assortments and manage their space with 
common objectives, aligning their merchan-
dising strategies to achieve those objectives,” 
he explains. “Additionally, it’s important for 
retailers to identify their space challenges and 
account for those challenges in the assortment 
planning process. By setting up and using key 
measures that combine productivity and space 
together, retailers can build and execute against 
focused assortments that have proper breadth 
and depth in the space they are managing. 
Lastly, retailers need a system that is designed 
to support an integrated structure. Systems 
that contain built-in processes and workflow 
addressing the two components together can 
provide for better execution in the overall mer-
chandise planning process.” 

There are many benefits to this type of ap-
proach, including inventory optimisation, in-
creased sales and margin rates, reduced re-work-
ing of plans, improved organisational alignment, 
cost reductions in human resources and better 
overall execution of a retailer’s plans. 

“An integrated assortment and space planning 
workflow will increase a retailer’s probability for 
success,” Whaley says. “However, retailers still 
have to understand that all their products will 
not be winners. Strategic assortment and space 
plans are not plans that contain ‘future actuals’, 
but set up a retailer to achieve their goals and ob-
jectives. Shaking and baking during the season 
is still required in order to get to the finish line. 
This approach requires that retailers make deci-
sions related to space planning that may differ 
from the assortment plan that was created during 
the pre-season planning process. Adjusting item 
placements, item presentation quantities and 
store layouts are activities that will occur more 
frequently as retailers identify trends, manage 
inventory constraints and maintain their desired 
look and feel of the space they do business in.”

It’s this always-evolving environment that Wha-
ley thrives in. “In retail, the environment is con-
stantly changing and the strategies are constantly 
evolving,” he says. “Every day in retail is different 
from the last. I enjoy knowing that when I wake 
up tomorrow, I’m going to be presented with new, 
fresh and exciting challenges.”  

JustEnough 
recommends that 
retailers integrate 
their assortment 
and space planning 
processes

R E TA I L
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The rapid rise of omni-channel retail has increased the importance of the 
store when it comes to delivering an enjoyable and profitable shopping 
experience for today’s connected consumer

Despite the growth of online sales and mo-
bile activity, around 95% of all retail sales 
today are either captured or influenced by 

the store. In fact, 78% of customers prefer to buy 
in store because they can see and feel products 
and, on average, these consumers spend up to six 
times more than when shopping online. 

One of the biggest trends in omni-channel is 
in-store fulfilment, which allows customers to 
buy online and collect products in a store. Ac-
cording to research from RIS News, 36% of re-
tailers offering in-store fulfilment have recorded 
an increase in foot traffic, while 32% reported a 
rise in revenue from the associated up-sell and 
cross-sell opportunities. However, RIS News also 
found that a lack of integrated omni-channel 
processes causes retailers to lose US$4.5 billion 
per year in missed sales opportunities.

To remain viable, retailers must offer a superior 
omni-channel shopping experience. This requires 
them to have fully integrated supply chains, in-
ventory visibility technology, intelligent fulfil-
ment systems, labour productivity solutions and 
distributed order management (DOM) systems.

Here’s an example. Jenna wants a new sweater 
and after finding the ideal product online, she 
visits a store to try it on. Unfortunately the store 

does not have her size, so she orders the sweater 
from the website on her smartphone and choos-
es free two-day home delivery. 

The retailer uses its DOM system and invento-
ry visibility technology to locate the product and 
finds it in a nearby store, its Memphis distribu-
tion centre and a supplier in Chicago.

Intelligent fulfilment technology analyses the de-
mand on inventory at each location to determine 
where to ship the sweater from. The system also 
evaluates the demand on the labour force at each 
site to ensure that staff could pack and ship the order 
without detracting from revenue-generating duties. 

The retailer also needs to weigh up the different 
labour, transportation and delivery costs. Although 
shipping from the nearby store would be quickest, 
the labour and delivery costs could eliminate profit 
from the sale and deplete that store’s inventory. Sim-
ilarly, shipping from Memphis could reduce profit 
because the retailer has a rigid agreement with a 
third-party logistics partner. However, sourcing 
the sweater from the Chicago supplier, which offers 
free two-day shipping, meets both Jenna’s expecta-
tions and maximises the retailer’s profit. 

The remarkable growth of online and mobile com-
merce has led many pundits to predict the demise of 
brick-and-mortar stores. In fact, the reality couldn’t 
be further from this. Bricks-and-mortar stores will 
remain at the centre of the retail universe and it’s up 
to retailers to deliver the true omni-channel shop-
ping journey that consumers now expect. 

Baljit Dail is chairman and CEO of JDA Software

“Around 95% of all retail sales are either 
captured or influenced by the store”

Why brick is 
the new black
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Many CPG companies have yet to take full advantage of analytics capabilities 
to run their businesses more effectively. A new solution from Accenture and 
Avanade aims to change that, giving companies the tools they need to gain 
valuable insights from their data 

F E AT U R E

Putting
insight into CPG

B Y  R E B E C C A  L A M B E R T

Without the right data in their hands, 
consumer packaged goods (CPG) 
companies struggle to be effective. Yet 

many organisations don’t have a sufficient means 
of capturing and harnessing business-critical 
information. One recent survey by Accenture 
found that while companies have some localised 
analytics capability, fewer than half use it regu-
larly in their day-to-day operations or believe 
it to be a differentiating capability within their 
organisation. And only 25% habitually rely upon 
analytics for more effective decision-making. 

So what are these companies missing out on? 
More than they probably realise, according to 
Avanade’s senior director of consumer products 
and retail Fabio Chiodini. 

“Most critically, they lack a true picture of 
what’s happening in their organisation as well 
as all of the factors affecting their business,” he 
says. “That means they’re unable to make smart, 
informed decisions, which ultimately affects top- 
and bottom-line performance.” 

As Chiodini explains, the reasons many CPG 
companies have not yet fully embraced an-
alytics are threefold: they tend to lack spon-
sorship and governance of analytics within 
their organisation. Their IT does not integrate 
seamlessly, which makes gathering data from 
numerous sources a costly and time-intensive 

exercise. And finally, many also struggle to 
find analytics expertise in the market to point 
them in the right direction. 

While many CPG companies have yet to realise 
any more than limited returns on their analytics 
investments, there is a new solution available on 
the market from Accenture and Avanade, which 
can help them get back on track.

Drawing on their expertise, both in the CPG in-
dustry and in analytics, together, Accenture and 
Avanade have created a cloud-based analytics plat-
form built on Microsoft technology that is designed 
specifically for companies operating in this space. 

In a nutshell, the solution has three integrat-
ed components: Accenture CAS, a sales plat-
form for the consumer goods industry, which 
lays the foundation and captures all of the crit-
ical data on sales and distribution activities; 
the Accenture Analytics Platform built on Mi-
crosoft Azure, which provides the horsepower 
and platform capabilities; and front-end ana-
lytics capabilities based on the Avanade Touch 
Analytics application that provides easy to use 
visual analytics with mobile capabilities, plus 
Microsoft Power BI. 

“With this solution, what Accenture and Ava-
nade are doing is proposing an end-to-end ap-
proach for CPG companies to track activity 
and gain true insight into their operations,” says 
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Chiodini. “Available as a service, our solution 
brings together data from across the entire supply 
chain, providing them with integrated analytics 
capabilities that give them accurate, meaningful 
insights into the performance of their business.” 

Designed with flexibility and ease of use in 
mind, the solution is capable of pulling structured 
and unstructured data from numerous sources 
and presenting it in useful, easy-to-understand 
visuals via intuitive dashboards, which can be ac-
cessed on the go on a tablet or back at the office.

Suitable for field sales, key account managers 
and senior executives, the system allows em-
ployees to quickly access the information they 
need, and tailor it according to their role or par-
ticular task they are undertaking. 

Together, Accenture and Avanade presented the 
solution to CPG companies at this year’s National 
Retail Federation conference in New York, demon-
strating how the industry can take advantage of an-
alytics capabilities to better understand their retail 
distribution channels, execution, merchandising, 
and pricing and promotions operations. 

In particular, the companies shared how the 
solution can be used to tackle one of the biggest is-
sues CPG companies face today: getting the most 

out of their merchandising and promotional deals 
with retailers. Investments worth millions of dol-
lars are at stake if their products are not properly 
displayed, or their promotions are not correctly 
executed by the retailers selling their products. 
And it’s up to the CPG companies to check that 
they’re delivering on these commitments. 

According to Thomas Ettlich, senior manag-
er at Accenture CAS, one major way in which 
the Accenture Avanade solution can help is 
by giving CPG companies, and their account 
managers, transparency into all of the agree-
ments and promotions they have in place with 
retailers, providing them with a powerful tool 
to ensure each promotion is being executed as 

“With this solution, what Accenture 
and Avanade are doing is proposing 
an end-to-end approach for CPG 
companies to track activity and gain 
true insight into their operations”

CPG companies can 
use the Accenture 
Avanade solution 
to track retailer 
performance
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per the agreement. The solution integrates this 
information with the tools account managers 
use to manage their account relationships and 
sales calls. 

That means that when an account manag-
er walks into a particular store, they can very 
quickly check what promotions should be run-
ning, how sales in that store are performing, how 
the products should be displayed, and so on. 
This, ultimately, helps field teams to sell more.

Accenture CAS also gathers data on field 
sales activities, from owned or third-par-
ty distributors. Companies can use this in-
formation to track performance, improve 
route planning and order efficiency, limit 
out-of-stocks, and feed market and custom-
er insights into the system. Traditionally, 
CPG companies found gaining insight from 
unstructured data sources, such as raw sales 
data from distributors, a key challenge. With 
this solution, the Accenture Analytics Plat-
form, collects the data and information from 
other sources, analyses it, and helps them to 
proactively work with distributors and create 
a more efficient supply chain. 

“Usability is definitely the game changer here,” 
says Ed Bobrin, who leads Avanade’s Global 
Analytics Studio. “In many instances, we are 
helping companies and their account managers 
gain insight into their business data for the very 
first time. And with the solution’s intuitive user 
experience, workers can access and manage the 
data themselves. With its touch-based user in-
terface and customisable dashboards, Avanade 
Touch Analytics is ideal for accessing and shar-
ing key information on the go. From simple 
visual representations, users can easily pick up 
nuances in the data and quickly see the bigger 
picture. This is particularly important for ac-
count managers that may have short windows 
of time to access the information they need. 
What’s more, they can access this information 
whether they’re online or offline.”

Of course, there are instances where employ-
ees, particularly managers, want to drill into 
more detail and interrogate the data to under-
stand more about what’s going on across the 
business. “This is where Microsoft Power BI 
and the Accenture Analytics Platform come 
into play,” explains Luke Pritchard, director of 
Avanade’s Global Data and Analytics practice. 
“These two components are ideally suited for 
scenarios where managers want the opportuni-

ty to get more detailed information.” 
Accessible via a browser, the Accenture An-

alytics Platform data warehousing solution in-
tegrates across the Microsoft technology stack 
– including Azure, SQL Server and SharePoint 
– to provide detailed information about core 
business processes, such as trade promotions 
management and retail merchandising. 

“The trade promotion portal, for example, is a 
very sophisticated application,” says Pritchard. 
“With this, users can see the data they need 
in calendar style views, graphs and charts, de-
tailed dashboards, and even match the data up 
with pictures of the products in store.”

Ultimately, Accenture and Avanade have set out 
to create a flexible, easy-to-use, industry-specif-
ic solution that CPG companies can deploy in a 
way that suits them best – whether that be on 
premise, via a software as a service model, start-
ing out with a single module, or quickly scaling 
out to several markets and geographies. 

“Most customers now see data as one of their 
core assets; we’re helping them to turn it into 
a true business differentiator,” says Chiodini. 

Employees can 
quickly access the 
information they 
need thanks to the 
touch-based user 
interface
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Intel explains why retailers need to use analytics tools to 
gain actionable insights from their data   

In the past, the most successful retailers were 
the companies that offered high quality 
products at the best prices, or the best pro-

motional offers, or were simply situated in the 
prime position on the high street. However, the 
explosion of digital technology, e-commerce 
websites and changing customer demands have 
made it more difficult for brands to attract and 
retain customers in the same way.    “Today, the 
elements that previously differentiated brands 
have become commoditised and most retailers 
face minute-by-minute competition from many 
brands of greater sizes, so they must find new 
ways to foster brand loyalty,” says Jon Stine, 
global director of retail sales at Intel. 

 Although many retailers have deployed con-
nected devices to boost customer experience and 
brand affinity, Stine explains that most have not 
yet implemented the accompanying analytics 
tools they need to make use of the valuable ac-
tionable data captured by these devices.     

 “Every consumer, product and business pro-
cess leaves a distinct data trail in both physical 
and online stores, which is known as the internet 
of things (IoT),” he says. “However, retailers of-
ten have no idea what information they are col-

lecting via these infrastructures, let alone how 
to leverage it to improve business processes and 
customer engagement. In future, the most suc-
cessful retailers will be those who deploy analyt-
ics tools and use data insights to better under-
stand customers’ needs and align their products 
offerings with market demands.”   Not only does 
Intel provide mobile devices, RFID technology, 
in-store sensors and more to help retailers cap-
ture this data, it also offers analytics tools that 
help make it more accessible. The company’s 
suite of application programming interfaces 
management tools enables retailers to acquire 
actionable data by securely connecting previous-
ly siloed data sources.

“The Intel IoT platform provides retailers with 
new and secure data streams that can be incor-
porated into a wide variety of business decisions, 
opening the door to a whole range of new in-
novations and revenue opportunities,” explains 
Chris Hunt, IoT solutions architect at Intel. 

 Plus, retailers can use Intel’s range of IoT gate-
ways to create efficient local architectures and 
leverage hyper-local data filtering and analysis 
tools to aggregate the data captured by their IoT 
networks. “Our ecosystem of on-premises and 

Realising
the value of
data analytics

B Y  R E B E C C A  G I B S O N
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cloud-based third-party retail analytics firms 
can also provide retailers with the ability to rap-
idly prototype and develop the algorithms that 
drive insight,” adds Stine.     Intel’s IoT platform 
also allows retailers to gather and analyse data 
from disparate sources more easily. 

“Retailers are unable to use the data they have 
gathered because they are operating on legacy 
enterprise infrastructures that are comprised 
of different data silos and solutions from vari-
ous technology providers,” explains Shailesh 
Chaudhry, director of business strategy in Intel’s 
Retail Solutions Division. “Intel’s IoT platform 
enables retailers to collect data from various 
devices and securely deliver it across their en-
tire networks, including edge devices and the 
cloud. This allows them to analyse data to opti-
mise profit, deliver personalised experiences and 
meet customer expectations.”  

 Retailers are also starting to recognise that 
consumer-owned devices can provide valuable 
insights into customer behaviour. “Data from 
these devices can help retailers to track the flow 
of customers in their physical stores, monitor 
stock levels, and even record the frequency of 
visits from their most loyal customers,” Stine ex-
plains. “This can be combined with external data 
about market trends and individual customers 
– such as purchase history or online habits – to 
help retailers understand how to optimise inven-
tories, enhance the in-store experience and im-

prove cross-channel processes.”   When retailers 
realise the potential of the valuable data stored 
in their connected devices and IoT infrastruc-
tures, the possibilities for improving the custom-
er experience, boosting loyalty and driving rev-
enue growth are endless, Stine says. “Yesterday’s 
retailing world was dominated by the merchant 
princes, but tomorrow’s world will be dominated 
by the insight kings and Intel is excited to see the 
value that retailers will create with simple but ef-
fective technology implementations.”  

Predicting customer behaviour 
US company Big Cloud Analytics (BCA), which provides real-time marketing prediction solutions, 
uses multiple algorithms running on the Intel IoT Gateway platform to aggregate multiple 
sources of historical and real-time data to provide retailers with predictive analytics capabilities. 

“Intel’s IoT Gateway platform provides a secure environment to bring all raw sensor data 
together and transform it into easily digestible, actionable insights that can be used to 
personalise customer interactions, drive sales, optimise pricing structures, develop targeted 
marketing campaigns and more,” explains J. Patrick Bewley, BCA’s chairman and CEO.

For example, retailers can use BCA’s analytics tools to provide sales associates with access to 
a complete profile of a customer the second they walk in the store, allowing them to predict 
their behaviour based on past purchasing history, identify potential cross-sell and up-sell 
opportunities, or even forecast whether they are likely to become a long-term customer.

“Most brands already collect data, but are not sure how to leverage it, or combine it with 
other internal and external data, to gain new insights about their brand, customers and market 
trends,” says Lisa Cangro-Essary-Coons, global solutions executive at Intel. “Together, BCA and 
Intel enable retailers to insert real science into every customer interaction by providing them 
with the real-time analytics they need to understand the ‘shopping genome’ of each customer 
and develop ways to assist and excite them, while boosting revenue.

Intel is helping 
retailers to collect 
consumer data to 
deliver personalised 
experiences

R E TA I L
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P R O F I L E D :  S T E A D Y S E R V  I K E G

SteadyServ Technologies and Intel have developed a new solution that 
not only helps bars and restaurants stay on top of their inventory, but 
delivers crucial insight into customer trends in near real time

Keeping the 
customer satisfied

Imagine finishing a hard week of work and 
looking forward to a pint of your favourite beer 
only to find that when you get to your local bar 

or restaurant it is not available. 
Enough to ruin your weekend? Perhaps not. 

But enough to affect your customer satisfaction 
levels? Most definitely.

With many establishments now offering a wide 
range of beer brands and styles, keeping tabs on 
inventory levels, setting the right range of beer 
options and establishing the optimal pricing 
levels, not to mention keeping tabs on customer 
purchasing trends, can be a complicated task. 

A new solution from SteadyServ Technologies 
and Intel is providing bars and restaurants with a 
much-needed insight into their own operations, 
helping staff to stay one step ahead of the game. 

Manual methods, including guessing, are often 
used to determine the estimated amount left in a 
keg, and staff have to stay on top of tasks such as 
orders from brewers. This leaves significant room 
for human error and inefficiencies to creep in. 

In order to carry out accurate and efficient in-
ventory management, bars and restaurants re-
quire a system that allows kegs to deliver vital 
information, which helps management teams 
understand what is happening in their establish-
ment, as well as the surrounding neighbourhood 
and areas around them. Having this information 
helps managers make simple and effective deci-
sions about what they should do next. Up until 
now, this has not been available, so guessing was 
the next best option. SteadyServ and Intel elimi-
nate the guesswork.

The SteadyServ iKeg is a cloud-based inventory 
management and intelligence system that delivers 
near-real-time insight and information to users. 

Using radio-frequency identification tagging and 
weight sensor technology, the iKeg solution col-
lects consumption data from kegs. This is then pro-
cessed through an Intel Internet of Things Gateway 
solution, which aggregates, filters and encrypts 
data before sending it to the cloud.

The SteadyServ cloud infrastructure then analy-
ses sensor data, as well as point of sale and external 
data, to provide actionable insight reports to users. 
These reports can be accessed via an internet portal 
or mobile application. 

Sales representatives from distributors have 
access to the system and cer-
tain intelligence, so they are as 
up to date on popularity, con-
sumption and depletions as the 
bars and restaurants are. This 
means they can see what is go-
ing to be ordered, which beers 
are doing well and which are 
not, thereby becoming much 
more useful as a knowledge re-
source to the bar manager.

SteadyServ is now engaging 
many of the largest worldwide 
brewers to become involved with 
the solution, and is providing 
them with insights previously not 
possible. Due to the solution’s re-
al-time capabilities, brewers can 
look at a specific marketplace and 

B Y  S E A N  D U D L E Y

The iKeg solution 
collects consumption 

data from kegs
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identify where it is outperforming competitors, 
and areas where it is underperforming.

Carl Bruggemeier is CEO of CZH Hospitality, 
a management company in charge of several res-
taurants and hospitality projects across the US. 
CZH Hospitality was one of the first adopters of 
the SteadyServ iKeg system, and Bruggemeier 
says that the solution immediately struck him as 
an excellent addition to his company.

“For me, it’s all about having near real-time 
information about all of my draft beer prod-
ucts at my fingertips,” Bruggemeier says. “I can 
get a variety of reports and information on my 
handheld device. The system allows me to un-
derstand my customer’s purchasing trends, look 
at my inventory and compare the information 
from SteadyServ with the reports I get from my 
point of sale systems, so that I can verify that I’m 
getting all the money I should. It has become an 
invaluable management tool for all the young 
people that work for me.” 

Thanks to the SteadyServ system, Bruggemeier 
and his staff are able to get a clearer picture of 
customer needs and preferences, helping them 
meet their demands more effectively.

“The most important thing it has done for us is that 
we don’t run out of the beers our customers wish to 
purchase,” Bruggemeier says. “This makes the cus-
tomer very happy because previously we might have 
run out of a very popular and great selling product. 
There are two outcomes from that – you have an an-
gry customer and you miss out on potential revenue.”

The solution also helps inform weekly purchasing 
decisions, such as what beers should be on offer. 

“We can look at a trend and say ‘our custom-
ers are telling us they like pale ales’ for example,” 
Bruggemeier explains. “We may only have one 
or two available, but with this information we 
can go and find others to complement what we 
already sell. This helps increase customer satis-
faction to thereby increase our revenues.” 

Bruggemeier not only uses SteadyServ in the 
restaurants and bars he controls, but recom-
mends it to all his clients. “For many years the 
hospitality industry lagged behind others in the ap-
propriate use of technology, and I think we suffered 
because of it,” he concludes. “I think systems like 
SteadyServ and the explosion of this kind of techno-
logical improvement and availability of data is going 
to make those that adopt it eminently more power-
ful in their marketplace and completely responsive 
to their customers’ needs.” 

Intel’s IoT Gateway 
underpins SteadyServ’s 

iKeg system

H O S P I TA L I T Y
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150 million times a day someone, somewhere 
in the world chooses a Unilever product. 
Unilever’s brand portfolio spans 14 catego-

ries of home, personal care and food products 
and includes brands such as Lipton, Knorr, Dove 
and Omo. 

For the past ten years, Unilever has partnered 
with Siemens to create a global specification 
management system that serves as the first ma-
jor component of its product lifecycle manage-
ment (PLM) system supporting its product in-
novation process. 

“The partnership with Siemens has provided 
us with a cornerstone in our approach to PLM,” 
says Huw Evans, R&D director of information 
in Unilever’s Home and Personal Care Division. 
“Quite frankly, if we hadn’t been working with 
Siemens, I don’t think we’d have achieved what 
we have so far.”

Specification management has been helpful to 
Unilever as it strives to innovate in the face of 
rising raw material costs. Using SIMATIC IT In-
terspec specification management functionality 
from Siemens, Unilever has achieved global visi-
bility for all raw material specifications, allowing 
an order of magnitude reduction in the number 
of specifications in the organisation.

Purchasing fewer materials in greater quanti-
ties gets the company better deals with suppli-
ers too, which allows it to invest the money it’s 
saving back into driving value for innovation. “It 
takes a certain amount of R&D time to develop, 
manage and maintain any individual specifica-
tion,” says Evans. “If you’re reducing that by an 
order of magnitude, clearly there’s R&D time 
that can be reinvested elsewhere.”

Another innovation best practice is knowledge 
re-use. Teamcenter digital lifecycle management 

software from Siemens facilitates knowledge re-
use by providing a single source of product in-
formation – something Evans believes will not 
only facilitate the innovation process, but it will 
also support the faster cycle times that the cur-
rent competitive climate dictates.

Unilever uses the NX digital product develop-
ment system from Siemens to design its pack-
aging too. “Packaging is a very large component 
of our product. It’s certainly the first thing that a 
consumer sees so it’s a big driver of choice,” Ev-
ans explains. “Getting that right is very impor-
tant. NX is underpinning our common way of 
working in the packaging function.”

PLM at Unilever is not an IT project, according 
to Evans. He refers to it “as a technology-enabled 
business change project that evolves with Unile-
ver’s business priorities.” In a company such as 
Unilever, where innovation is always a high pri-
ority, PLM solutions from Siemens are providing 
a solid foundation for future growth. 

Using Siemens 
technology, Unilever 
has a single source of 
product information

Supporting 
innovation

P R O F I L E D :  U N I L E V E R

Siemens PLM Software technology supplies the framework for 
innovation on a global scale at Unilever
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P R O F I L E D :  G E N O A ,  A  Q O L  H E A LT H C A R E  C O M PA N Y

Paperless 
pharmacy
With its new automated accounts payable process, a US pharmacy 
chain is saving money, time and paper

Genoa, a QoL Healthcare Company is one 
of the largest behavioural health pharma-
cy providers in the US with 250 full-ser-

vice pharmacies in 31 states and the District 
of Columbia. It has recently implemented new 
document management software from Metafile 
to streamline its invoicing processes. 

In July 2014, Genoa made plans to merge with 
QoL, causing the company to double in size. For 
many years, the pharmacy chain had been using 
a single member of staff to handle its accounts 
payable (AP) process, which was manual and 
undocumented. Invoices for more than US$500 
were e-mailed to be approved by pharmacy store 
managers. Additionally, invoices had to be print-
ed, scanned, e-mailed and filed, which impacted 
productivity and made it difficult to track where 
invoices were in the approval process. 

After the merger was confirmed, Genoa went 
through a transition in staff and two AP special-
ists were hired to keep the department running 
smoothly, but the undocumented process made it 
difficult to transfer the knowledge of the manual 
AP procedures to the new hires. 

Too many paper documents and lack of a solid-
ified workflow were the company’s pain-points. 
With the merger approaching fast, it was impor-
tant that the AP procedures be safely stored and 
documented in a computer system. Genoa decided 
to purchase a paperless document management 
solution that would seamlessly integrate with its 
Microsoft Dynamics GP system and help elim-
inate both paper and manual processes from the 
AP department.

A document management system would de-
crease the number of manual processes the com-
pany had to endure and limit the number of hands 
that each invoice had to go through. With a paper-

less solution, it would be able to enforce approval 
rules and avoid mistakes caused by the manual 
processes. Employees would also no longer need to 
print and file invoices, saving both time and paper.

With their new document management solu-
tion integrated with their Microsoft Dynamics GP 
system, managers have the ability to see pending 
invoices and approvals for their specific locations. 
They can also search all invoices for their specific 
location, increasing transparency. The efficiency 
of being able to access the document management 
solution from directly within Microsoft Dynamics 
GP also made the transition smooth.

The company originally had the goal of auto-
mating 50% of its invoices but, with MetaViewer 
Paperless ERP, it has been able to automate 100%. 

The newly-combined company has also been 
able to save money on staffing. Despite doubling in 
size, the AP department has been able to keep the 
same number of employees that they had before the 
merger because MetaViewer has taken on much of 
the workload and streamlined business processes. 

A paperless approach 
has introduced greater 
efficiencies at the 
pharmacy chain
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Husqvarna’s outdoor 
products are sold 
in more than 100 
countries 

Husqvarna Group is one of the world’s 
largest producers of outdoor power 
products and solutions. Through a deal-

er and retailer network, its products are sold to 
consumers and professional users in more than 
100 countries. 

Disparate systems and manual processes across 
almost 30 customer care locations were causing 
a fragmented view of customer activities. Multi-
ple systems – billing, warranty, spare parts, cus-
tomer care, sales tracking and telephony – made 
it difficult for service staff to proactively identify 
customers and handle issues, plus customers with 
multiple locations were handled differently in 
each country instead of in an aggregated manner.

Husqvarna Group wanted a global solution 
that would harmonise customer service and 
sales operations and, ultimately, improve the 
customer experience. 

Husqvarna Group turned to Avanade for help 
in developing a consistent way by which to run 
its service and sales operations. Avanade eval-
uated the myriad systems in use at Husqvarna 
Group and designed a solution to boost efficien-
cies for service and sales.

The on premises Microsoft Dynamics CRM de-
ployment provides a unified view of various sys-
tems, enabling Husqvarna service reps to deliver 
an optimised, consistent customer experience. In 
addition, Avanade’s CRM for Contact Centre solu-
tion was built on the Dynamics CRM platform to 
support Husqvarna’s multi-site, high volume envi-
ronment. Today, the solution is being deployed to 
1,100 customer care and field sales workers across 
28 countries across EMEA and APAC.

Key capabilities in the solution include te-
lephony integration, knowledge management 
integration, FAQ functionality, agent perfor-

mance management, contact centre process 
management, sales planning and follow up, and 
mobile capabilities.

With mobile access, sales staff can view activi-
ties that need to be performed, organise customer 
visits via maps and submit orders while on the 
road – saving valuable time. Sales managers were 
previously working with manual processes – us-
ing spreadsheets and e-mails to log sales and track 
performance; those tasks are now fully automat-
ed. Managers can view multi-location customers 
as a whole and report sales across geographies.

Now, with a unified view of customers, service 
workers can easily identify callers and review 
history prior to answering calls. The solution 
has improved information integrity, allows for 
more efficient management of customer issues, 
simplifies reporting, and empowers sales leaders 
to accurately track performance and campaigns. 
Mobile capabilities enable sales representatives 
to map out customer visits and plan activities in 
a time-efficient way. 

Working with Avanade, the outdoor power products supplier is aligning 
customer care and sales to deliver an improved customer experience

Strengthening 
service

P R O F I L E D :  H U S Q VA R N A  G R O U P R E TA I L
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How is social interaction evolving in 
businesses today? 
We’ve seen a dramatic uptick in the use of col-
laboration platforms within the enterprise. Those 
companies that embrace such solutions are ex-
periencing 19% better customer retention rates 
and 18% more effective on-time project delivery. 
Meanwhile, external social listening has revolu-
tionised the way in which modern enterprises 
discover and care for their customers. 

How are businesses harnessing social tools?
Savvy organisations have learned to empower 
their market-facing staff with tools that stream-
line the process of gaining intelligence more ef-
ficiently and rapidly than ever before. External 
participation – the active posting, sharing, blog-
ging and tweeting executed by modern sellers 
– also represents great opportunities for those 
refined sales professionals who understand the 
value of giving before getting: they curate valu-
able content, share best practices and develop a 
reputation as subject matter experts.

Do enterprises face any specific challenges in 
terms of social interaction and communication?
Organisations simply cannot stop the incur-
sion of social tools into the enterprise. They 
can either embrace the formal solutions offered 
by business providers, or sit by while the viral 
spread of the most popular platforms takes on 

a life of its own. Another challenge focuses on 
two kinds of control: security and messaging. 
Indeed, we see the strongest-performing organ-
isations putting more energy into establishing 
formal policies around the use of social media 
by employees. Establishing clear policies creates 
more direct and constructive conversations in 
those few instances where things get out of hand. 

How do you see communication changing in 
the years to come?
Everything boils down to one word: mobility. In a 
remarkably short period of time we, as consumers, 
have all grown accustomed to the mobile-first na-
ture of most of the content we both consume and 
create. However, moving from consumer to business 
communications, mobile is much more complex to 
deploy. Layers of on-premise business applica-
tions, slow-to-adapt IT departments, and 
friction-inducing VPs of sales preven-
tion litter the enterprise landscape in 
even the most progressive of compa-
nies seeking to update legacy systems 
to adapt to the 21st century norms of 
all social, all mobile, all the time. The 
future depends on a device-agnostic 
user experience, which best allows 
sales reps – whom we should consider 
our internal customers – to get their job 
done on their own terms. After all, isn’t 
that the very definition of social? 

Companies that embrace social interaction solutions are out-performing non-adopters 
across a wide variety of business KPIs. Peter Ostrow, VP and research group director for 
sales effectiveness and customer management at Aberdeen Group, tells us why

A social outlook 

B Y  L I N D S AY  J A M E S 

“In a remarkably short period of time we, 
as consumers, have all grown accustomed 

to the mobile-first nature of most of the 
content we both consume and create”

T H E  L A S T  W O R D  
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