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 HAFIZAH OSMAN

TELSTRA SERVES UP WINNING 
RECIPE FOR THE CHANNEL 

T elstra might want to rule the world 
but that’s not a bad thing according 
to the channel. The former telco 

provider now, according to its CEO, 
Andrew Penn, aims to be a “world class 
technology company that empowers people 
to connect”. And it has been making all 
the right moves to live up to that vision.

Within the telecommunications space, it 
has launched its Pre-Paid 4GX Car Wi-Fi 
plan; boosted the bandwidth, capacity 
and functionality of its 4GX coverage 
with a series of technology alliances; and 
gone public about spending an extra $500 
million on improving its mobile network 
in Australia over the next two years.

Outside of that, it has ventured into 
the software-defi ned networking (SDN) 
space following its acquisition of Pacnet; 
forged a new strategic relationship 
with Genesys to market its new Cloud-
based contact centre solution; signed an 
agreement with Metronode that enables 
Telstra customers to order Metronode co-
location services and place them on their 
Telstra bill; and launched a Microsoft Lync 

managed service offering hosted within 
Telstra Cloud.

It has also ramped up its foray into 
health with an integrated eHealth 
product, and recently won four new 
contracts with hospitals in Malaysia and 
Thailand, is the fi rst Australian telco 
to offer a dedicated wearables range in 
stores, and has partnered with Roku 
to launch Telstra TV, a new streaming 
service designed specifi cally for 
Australian consumers.

And that’s just the beginning. Forget 
about the Internet of Things. It’s the Net 
of Telstra. 

A QUESTION OF POWER 
So is Telstra becoming so powerful that it 
will eventually rule the tech space?

According to independent industry 
analyst, Paul Budde, it isn’t and it won’t.  
“Telstra is defi nitely leading the market 
but nobody is forcing the other players 
not to do the same. It’s a very open and 
competitive market and other telco players 
can also move to the areas of Cloud, 

datacentre, and so on, but they haven’t 
really done so thus far.”

Budde said the rise of data services has 
led to the need for more play within the 
value-added infrastructure space, made 
up of technologies such as datacentres 
and the Cloud. “If you’re a telco that’s 
moving forward from being a network 
that was there only to make telephone 
calls to a network that’s now totally data 
dominated, you have to make sure your 
infrastructure facilitates that traffi c.

“That’s what Telstra has done and it’s 
critical for other telecommunications 
infrastructure company to make sure they 
add all of these other elements to it,” he said.

Aria Technologies national sales and 
marketing manager, Peter Williamson, 
said regardless of Telstra’s growth, the 
bigger problem lay in the changes Cloud 
has brought about to its partners.

“In the days where Telstra’s channel 
partner would sell a telephone system or 
a video-conferencing unit, their cash fl ow 
was built around just that. 
Now, with increasing 
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Breaking down the data, Pt 2
Our final report on EDGE 2015 looks 

at the last five breakout sessions and 

highlights the key points from each.

Securing IoT in an 
insecure world
The Internet of Things IoT is changing 

the business landscape rapidly. 

We look at the security challenges 

involved, and highlight the best plays.

The mobility story: 
Connected collaboration
At the latest ARN roundtable, a 

group of mobility experts discussed 

the  mobility market and what it 

means for the channel.
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activities around Cloud, SaaS, and 
telephony-as-a-service, that commercial 
construct has shifted dramatically and the 
partners are now potentially seeing annuity 
revenue by the month.”

Williamson claimed Telstra has put a 
migration strategy in place but partners 
that aren’t willing to embrace the new 
Cloud world are destined to fail.

“In the long-term, that’s great for 
partners because they have a constantly 
revolving cash fl ow situation. But, initially, 
to move from the traditional commercial 
model to an annuity model, some channel 
partners, especially those unwilling to 
change, will struggle,” Williamson said.

Alcatel Lucent Enterprise A/NZ enterprise 
business vice-president, Maud Holvast, said 
Telstra’s dominance is restricted to the SMB 
and large enterprise areas even though she 
agreed Telstra is a leading provider in the 
Australian market as a whole. 

“In the past, with Telstra only being 
in the telecommunications space, it was 
very clear what it was doing and what 
the resellers were doing and where they 
could add their value. But now, traditional 
indirect resellers in these areas have to 
watch out,” she said.

CHANNEL PLAY
However, because of a lack of strong Telstra 
play within the mid-market segment, 
Maud said service providers and other 
channel players can monopolise on it.  

“It is not strong in the mid-market 
segment so there’s room for many other 
channels or service providers. There is 
defi nitely opportunity to have a good 
business case in this space,” she said.

Hosted Network director, Paul Ditrih, 
said it was actually a good thing Telstra is 
in the enterprise space because it brought 
more awareness around services and gave 
service providers like Hosted Network a 
niche avenue to offer solutions in.

“Telstra’s movements in Cloud and the 
datacentre space are going to raise more 
awareness about Cloud solutions. Telstra’s 
got the marketing material about the Cloud 
and services on offer. Service providers like 
us, being smaller players in the market, can 
leverage that because it pre-educates our 
customer and partner base.

“And that is one of the biggest 
challenges we face. End users’ businesses, 

lack that education of how Cloud can help 
and where it fi ts into their business. So it’s 
going to be an easier sell for our channel 
partners,” he said.

However, Telstra’s move into so many 
different avenues doesn’t give the company 
the one-on-one focus that its channel 
partners need, according to Ditrih, and this 
gives other players in the channel an edge.

“Even though Telstra can provide 
the exact same solution, the problem I 
see is that it has got so many different 
departments that going through each and 
every department and getting that package 
is going to be a challenge. It’s so large, I 
don’t believe it can focus and deliver that 
end-to-end service or that one-on-one 
service that other channel partners can.”

According to Williamson, the channel can 
make use of Telstra’s involvement in many 
industries to tailor end-to-end solutions for 
its customers. “Channel partners can offer 
a true solution, even to a small business, 
whereas in the past it was just one of those 
product suites that it could offer. The big 
opportunity for partners is to broaden their 
product offering so that they’re delivering a 
true, unifi ed communications solution.

“This also means they’re making 
more revenue per customer but more 
importantly, the customer becomes very 
‘sticky’ as a result of the range of solutions 
offered to the customer,” he claimed. 

WORKING WITH TELSTRA
IPscape CEO, Craig Neil, said Telstra has 
been in the spotlight for its movements in 
the channel, some of which - including 
its stakeholdings in a variety of local 

businesses and partnerships – would 
benefi t it.

“Everyone is concerned with Telstra’s 
dominance in the market but, at the same 
time, its ventures group invests in local 
companies, especially up and coming 
technology start-ups, and it doesn’t take 
controlling stakes. It’s smart investing on 
Telstra’s part.”

Neil claimed the investments put these 
start-ups on a level playing fi eld.

“It puts companies on a global playing 
fi eld. As such local businesses can offer 
products worldwide through Telstra. It 
also helps with other telco relationships 
that these businesses forge around the 
globe. That helps the companies grow 
their business.”

Neil also said Telstra’s partnerships 
benefi t not just the companies involved 
but their channels too.

“Telstra has its own channel, which 
it will not ignore. Its partnerships give 
both companies’ resellers another 
product to resell if they’re working 
with end customers that want to deal 
with Telstra. There will always be 
organisations that do, and others that 
don’t, so resellers can package their 
solutions accordingly.”

But Budde warned smaller players 
intending to work with just Telstra should 
either be more broadminded in partnering 
with other over-the-top (OTT) players or 
just focus on developing and refi ning their 
own services.

“Telstra has shown it is interested in 
new areas and it’s in the market for new 
things but it is big enough to do things its 
own way. Out of say 100 companies, only 
one will get to establish working relations 
with it. It’s a diffi cult market to penetrate 
if you’re not one of the big players,” 
Budde said.

Holvast agreed and said resellers should 
keep their eyes open and not only look at 
what the Telstras of this world have 
to offer.

“There are now existing and new service 
providers that can offer parts or full pieces 
of the puzzle that Telstra is offering. It’s a 
matter of understanding that there’s more 
out there. But it will be interesting to see 
what’s coming in the next two to three 
years in terms of if Telstra can gain a bigger 
piece of the pie,” she added. 

2
NEWS ANALYSIS
telecommunications

arnnet.com.au |  | 2 September

“TELSTRA IS DEFINITELY 
LEADING THE MARKET 

BUT NOBODY IS FORCING 
THE OTHER PLAYERS 

NOT TO DO THE SAME“
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EDITORIAL
reflections

W ell, well, well, here we are again. The 9th ARN ICT 
Industry Awards are upon us. It seems a blink ago that 
some of us (not me!)  were tarted up in tartan and a 

few Bravehearts stalked the fl oor.
And perhaps that rapid passing of time is indicative of the 

speed at which this industry has moved, and continues to move.
Ask me what has impacted on my psyche most in that 12 

months and my fi rst thought is Microsoft under Satya Nadella 
looks a whole lot better than it ever did under Steve Ballmer.

Windows 10 is poised to be the fi rst winning OS it has had 
in a while. Microsoft Azure has absolutely killed it (with good 
reason!). And its HoloLens is outstanding. MS also played smart 
in burying Nokia and putting Windows Phone in the shadows.

Apple, meanwhile, didn’t have a bad time. Apple Watch has 
virtually single-handedly taken the wearables industry from a 
lone fl ag or three fl apping in the IT tornado to a big fat IT sector 
standing all on its own with potentially large returns. And if the 
iPad is dying off, I’d be concerned (if I was at Samsung and co)
about what Apple has up its sleeve next.

C ASE BY CASE
Cloud went from a storm moving in fast to a complete system – 
but the debate continued unabated. Should everybody be on the 
Cloud? No, said some quite vehemently. And they were probably 
right. Just as was the great chorus that shouted “Yes!” at the top 
of its combined voice, drowning out the naysayers.

Really though, some things are case by 
case – and that is the way it should be.

Talking about things – the Internet 
of Things got a lot of space and column 
inches, particularly in the past four 
months as it gathered momentum. 
However, the darn thing isn’t sorted out 
yet is it?

Mobile payments made a real incision 
in the industry and some of ARN’s most 
popular stories were focused on the entry 
of Apple Pay into the market and the 

response of its competitors.
Finally, start-ups went mainstream and disruption 

went over the top – to the extent we now have companies 
disrupting themselves!

Aaah, such an industry. I wonder what the next 12 months 
hold and what we will be talking about when we gather for the 
10th Awards in the Olympic year of 2016?  

Mike Gee
Editorial Director ARN

mike_gee@idg.com.au

A YEAR TO REMEMBER

START-UPS WENT 
MAINSTREAM AND 

DISRUPTION WENT OVER 
THE TOP – TO THE EXTENT 

WE NOW HAVE COMPANIES 
DISRUPTING THEMSELVES!
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mobile payments

EXPLOSIVE GROWTH TIPPED

M obile payments globally to 
account for $US1 trillion in value 
in 2017, up 124 per cent from 

2015’s estimate under $US500 million.
According to IDC fi ndings, Asia-

Pacifi c markets will contribute to this 
growth greatly as mobile commerce (or 
mCommerce) transactions with remote 
payments take off across the region.

Driven by a high number of initiatives 
and diverse mCommerce maturity 
level, Asia-Pacifi c is expected to lead 
the world in mobile payment (or 
mPayments) developments.

IDC believes that the strongest growth 
for mPayments will be driven in part by 
rising levels of mCommerce as emerging 
nations come online for the fi rst time and 
witness an internet boom via Smartphones.

Furthermore, the limited state of credit/
debit card adoption in Asia/Pacifi c will force 
potential mPayments behaviour to shift to 
using bank account inked mobile wallets.

“Smartphone adoption has grown much 
more rapidly than general banking and 
card adoption in the Asia-Pacifi c region,” 
says Shiv Putcha, Associate Research 
Director, and AP Connected Consumer 
Marketplaces, IDC Asia-Pacifi c.

“Recent focus on fi nancial inclusion 
policies in various countries has given a 
boost to connecting the unbanked.

“This phenomenon, coupled with the 
innovation of semi-closed wallet schemes 
linked to bank accounts, has given a major 
boost to mobile payments in Asia-Pacifi c.

“When we look across the region, we 
see a duality between the mature Asian 
markets like Australia, Hong Kong and 
Singapore versus the emerging Asian 
economies like China, India and Indonesia.

“The mature markets exhibit strong 
levels of banking and card adoption 
and will tread a similar path as 
mature Western economies have for 
mobile payments, with a focus on 
proximity solutions based on Near Field 
Communications (NFC).

“These will be fertile markets for 
solutions like Apple Pay and Android Pay.”

However, Asia’s emerging markets, 
which accounts for most of Asia’s 
population, are unlikely to follow this path.

For Putcha, they will more likely 
leverage on semi-closed wallets, where 
consumers ‘top-up’ their mobile wallets 

much like they would a prepaid mobile 
account by linking their bank accounts.

According to Michael Yeo, Senior 
Analyst, IDC Retail Insights, the markets 
of Asia Pacifi c are highly diverse and 
each displays signifi cantly different 
characteristics as relates to their ultimate 
potential for mobile payments.

CHARACTERISTICS AND CLUSTERS
IDC has been able to identify common 
characteristics and group these countries 

into three ‘clusters’ — Card Payment 
Leaders, Mobile Payment Leaders and 
Mobile Money Leaders.

The mature Asian economies will remain 
card payment leaders and view mobile 
payments as an effi ciency driver with 
proximity solutions seeking to displace the 
need for physical swiping of cards.

The remaining Asian markets will look 
at mobile payments as a GDP booster and 
to address fi nancial inclusion imperatives. 
Mobile payments in these markets will 
jumpstart mCommerce much like Alibaba 
has in China.

Going forward, IDC has identifi ed 
several opportunities for sustained growth 
in mobile payments across Asia Pacifi c 
Excluding Japan.

NFC-based proximity solutions such 
as Apple Pay and Android Pay will only 
take hold in a few mature Asian markets 
as their adoption is constrained by the low 
penetration of NFC in smartphones and 
readers in Emerging Asia.

Mobile wallets, especially those based on 
semi-closed platforms, will drive much of 
the growth from Emerging Asian markets.

Then, there will also be a signifi cant 
opportunity for mobile point of sale 
(mPOS) device and solution vendors 
seeking to address gaps in card present 
(CP) payment scenarios in physical 
locations, which requires payments to 
be verifi ed either by NFC or even quick 
response (QR) codes. 

JAMES HENDERSON

“RECENT FOCUS ON FINANCIAL INCLUSION 
POLICIES IN VARIOUS COUNTRIES HAS GIVEN 
A BOOST TO CONNECTING THE UNBANKED”
IDC’S SHIV PUTCHA
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Belinda Jurisic 
Citrix Systems  

Channel Sales Manager

At Citrix, we believe innovation is not only the start of something great; it’s the start 
of something extraordinary.

That’s why we are thrilled to sponsor the 2015 ARN ICT Industry Awards and 
support those who are finding new ways to work better through incredible vision 
and leadership.

Congratulations to all our Award nominees and we look forward to celebrating your 
success at the awards dinner in September.

Citrix: celebrating 26 years

Work is no longer a place. It’s something you do wherever inspiration strikes. This 
vision is what powers Citrix to innovate global mobility solutions. To us, innovation 
is more than changing the way we work; it’s a way of life.
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PROUD PLATINUM SPONSOR OF THE 

ARN ICT INDUSTRY AWARDS 2015
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BREAKING DOWN THE DATA, PT 2

EDGE2015

One of the key features of EDGE 2015, presented by ARN and Reseller News NZ, was 11 breakout 

sessions spread over the two days. A torrent of information and data was delivered by channel leaders 

and experts in across the sector, all with a reference to channel leadership at its core. The second-

part of our report looks at the final five sessions and highlights the key points from each.
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TOSHIBA 

Keeping one step ahead is vital
Technological 
advancement, in 
all its forms, is 
increasing at a 
dauntingly rapid 
rate, with the only 
constant in this 

new era of IT being change.
Throughout time the industry has 

witnessed disruptive transformations in 
people’s behaviours and approaches to IT, 
and with more technological paradigm 
shifts emerging on the horizon, how can the 
modern day partner stay ahead of the curve?

“I think if we try and predict the 
future we’re going to be wrong, that’s 

guaranteed,” says Justin White, Product 
Marketing Manager, Toshiba.

But in addressing a room full of partners 
at EDGE 2015, White says that through 
looking for trends emerging on the 
horizon, partners can help predict where 
the market is heading.

With the rate of change today driven by 
the speed of technological developments 
tomorrow, White believes that the need for 
resellers to not only spot, but also adapt, to 
paradigm shifts has never been greater.

“For example,” White explains. “We’re now 
moving to devices that incorporate multiple 
ways of interacting with the hardware.

“We’ve now got touch, something we’re 

familiar with through our smartphones 
and tablets. And we’ve also got the 
integrated pen, seen by many as a digitiser 
that arrives on the screen and is another 
way of using a technology.

“This could be a new paradigm shift, or 
it could just be a sidetrack that only a small 
part of the market is going to adopt but 
these are potential areas for a large shift in 
the way that we use our devices and that’s 
something we need to be aware of.”

For White, if partners can demonstrate 
this to customers, and perhaps crucially, “if 
they then see the benefi t of it”, chances are 
they will be inclined to commit to the sale.
– James Henderson

JUSTIN WHITE
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IBM

Analytics – The channel’s 
new sweet spot 

Business analytics is already transforming 
the way organisations do business – 
IBM famously bet big on Big Data a few 
years back with Watson. The company 
is still pushing its new business model 
out to market heavily, but for many 
channel partners looking to move from a 
traditional box shifting reseller model, the 

challenge can seem daunting.
IBM Business Analytics A/NZ channel manager, Campbell 

Travis, knows this problem intimately – he went through the 
same learning curve when he moved over from the hardware 
server business.

The key challenge is explaining the advantages to your 
customers, as much to the tech-head guys as the C-level, 
line of business executives. 

Travis spoke of examples such as black ice sensors on cars 
reporting back to the rest of the fl eet where the dangers on the 
road are – certainly not a tangible fi nancial benefi t in the LOB 
sense, but quantifi able advantages nonetheless.

“Ten years ago, analytics was seen as a dashboard feature 
for monitoring data usage. Customers are now demanding 
predictability,”  he said.

The key stat? For every dollar a company spends on 
analytics, IBM predicts a return of $12 dollars – a huge 
potential opportunity.

Clients are now spending $5 billion in Australia each year 
on  analytics solutions alone. Pulling actionable insights and 
value from that vast repository of information is the next wave 
of opportunity for the channel.

That is where the salesmanship comes through – you aren’t selling 
service based outcomes, such as a call centre, nor are you shifting 
hardware, such as servers (although both can potentially be tied to 
the sale) but an idea. And that takes a new thought process, and a 
heap of training – a big problem in a data scientist short world.

The difference is that business intelligence is that it is project 
driven, and that doesn’t fi t into current business models. For 
example, a major university that IBM worked with managed 
to identify, using Watson Analytics, the 87 key markers that 
determined drop out rates for students. How do you quantify a 
result, or a cost analysis based upon not-losing these students? 
– Allan Swann

TELSTR A

Evolving together – 
Partnering for the future

Telstra is evolving the way it partners 
with the channel and is on a mission 
to co-create a host of solutions for joint 
customers, according to Telstra director of 
business and enterprise partners, Keith 
Masterton, who told Edge attendees how 
the industry is in a period of massive 
disruption. 

“Are you adaptable to change? That’s really what we’re seeing 
in our channel at the moment and it’s a critical enabler.” 

Masterton said there are a host of opportunities for partners as 
the solutions require many components – including consulting, 
mobility, Cloud services, workplace collaboration, network 
connectivity and applications. 

He said Cloud services is a hot one to watch. “Eighty six 
per cent of Australian business do use a Cloud service today 

– Software as a Service (SaaS) and Infrastructure as a service 
(IaaS), in particular. So the journey has begun – and that’s the 
sort of environment that we’re working in.” 

The company has good depth and breadth at the top end 
of town, but needs help from partners in the mid-market, 
he explained. 

“We can execute reasonably well at the top end of enterprise – 
call it the top 200 accounts - but in the mid-space, which is a big 
space, we don’t have the feet on the ground to execute and that is 
the channel opportunity,” he said. 

“We’re looking for Cloud skills, data skills, app skills, cross-
services, in particular, to wrap around the solutions and integrate 
those solutions into our customers’ environments in the Cloud – 
so very much this consult, design and deliver.”

Joining Masterton on stage was Telstra general manager of 
ICT channel distribution, Stephen Pech, who said the company’s 
Cloud vision is all about offering choice and control in one 
interface, which is a key market opportunity for the channel to 
offer end-to-end solutions. 

He said partners can build upon the network (the IaaS, 
the SaaS, the application layer), delivering on top of that the 
network-dependant services (like unifi ed communications). 

“Where partners become really important to Telstra is where 
we’re being asked to provide end-to-end solutions. These are 
services that help do business.”
 – Jennifer O’Brien

CAMPBELL TR AVIS STEPHEN PECH

“ANALYTICS USED TO 
BE SEEN AS A DASHBOARD FEATURE FOR 

MONITORING DATA USAGE. CUSTOMERS ARE 
NOW DEMANDING PREDICTABILITY“

“ARE YOU ADAPTABLE TO 
CHANGE? THAT’S REALLY WHAT WE’RE 

SEEING IN OUR CHANNEL AT THE MOMENT“

EVENTS
EDGE2015 9
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ACRONIS 

Making sense of the mobility discussion
Enterprise mobility 
is on the rise, but 
across the vendor, 
distributor and 
reseller landscape 
– the defi nition 
differs.

For Acronis 
general manager A/NZ Region, Lincoln 
Goldsmith, the understanding of what 
mobility is, and its key drivers, continues 
to alternate across these three key pillars 
of the channel market.

“We’ve found that the market has 
different interpretations of mobility,” 
explains Goldsmith, during an exclusive 
EDGE 2015 roundtable.

But as organisations become more 
power-driven by data every day to make 
decisions, increase revenue, mitigate risk, 
improve customer satisfaction and other 
key business initiatives, how can partners 
push the topic of enterprise mobility 

conversation to the fore?
One viewpoint during the discussion 

centred around a customer’s desire to 
“have parity of experience irrespective 
of device and location”, seen by many as a 
key starter for channel partners initiating 
the enterprise mobility conversation.

“A lot of the mobility conversations that 
we are having across Australia and New 
Zealand are being initiated by the user,” 
Goldsmith said.

“This stems from the rise of Bring Your 
Own Device (BYOD), user affi nity to 
either Android, iOS or Windows devices, 
and the desire to have that freedom of 
choice around what they use in both their 
personal and corporate lives.”

In echoing Goldsmith’s comments, the 
table agreed that it was primarily the user 
driving the mobility discussion, but when 
it reaches the boardroom, the problem 
becomes more complex.

“As a user, when I’m not in the offi ce 

I still want to access emails and fi les 
on the go because to be successful, we 
need to strike while the iron is hot,” 
Goldsmith adds.

“But the problem that this creates for 
organisations in particular is that the IT 
team have to try and fi gure out how they 
manage this new approach.”

Across both Australia and New 
Zealand, partners believe that despite 
mobility being a “top priority” for 
businesses, “if IT doesn’t rise to the 
challenge, then end users will simply 
do it themselves.”

Subsequently, the opportunities for the 
channel centre around a partner’s ability 
to drive  outcomes focused agenda at a 
boardroom level, presenting an entire 
mobility package which in meeting the 
needs of both the end-user, also ticks 
critical boxes of productivity for the key 
decision makers in business.
– James Henderson

NEXTDC

Managing the journey to the Cloud
The transformational 
journey to 
the Cloud is 
full of market 
opportunities, but 
ripe with challenges 
and some tough 
realities, according 

to NEXTDC general manager, national 
channels and NSW sales, Steve Martin. 

Martin told Edge delegates how the 
transition to Cloud is in full swing. “The 
reality is everybody is moving some 
workloads to the Cloud. We need to get 
our heads around and understand how we 
manage customers in this journey to the 
Cloud, but also how we continue to manage 
the stuff that is not going to 
the Cloud.” 

From a Cloud realities 
perspective, he said the 
big area of opportunity for 
partners is to deliver hybrid 

Cloud. “It is the hybrid of public, of private 
and of legacy in-house technology.”  

“The real opportunity is to start to map 
out where that information is going to 
go, where those workloads are going to 
go. According to the statistics, 15 per cent 
of those workloads are going to public 
Cloud, 35 per cent of those workloads are 
going to private Cloud. Every customer 
is going to be different. And 50 per cent 
are going to remain in-house. So what is 
your plan with each and everyone of your 
customers to manage this journey.” 

He said the migration of customers – on 
a customer-by-customer basis – is easily 
a three-year job. “It takes time and you 
don’t do all of the workloads together.” 

Martin said there’s a massive shift 
in the datacentre space with customers 
looking towards Cloud for enhanced 
productivity and cost benefi ts. 

“In 2010, there were around 90,000 
datacentres in Australia: datacentres/server 
rooms. Today, there are 60,000. So there 
is a 33 per cent reduction in datacentre 
facilities. Why? Because the Cloud has given 
customers the confi dence to outsource more 
of their workloads, to take the workloads 
off-premise and to put them into public 
Cloud and to put them into private Cloud.” 

He said the big partner opportunity is 
to determine customer workloads and 
ascertain the future platform. “If you can 
sit down with your customer and take 

them on this journey, paint them 
this vision for them, then you 
have stopped working projects. 
You start working the strategy of 
your customers and the business 
outcomes of your customers.” 

LINCOLN GOLDSMITH

STEVE MARTIN
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“IN 2010, THERE WERE AROUND 90,000 
DATACENTRES IN AUSTRALIA: DATACENTRES/
SERVER ROOMS. TODAY, THERE ARE 60,000”
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SECURING IOT IN AN 
ALREADY INSECURE WORLD

The Internet of Things (IoT) — while still in a state of immaturity — is a sector that 

is showing staggering growth across several verticals. Gartner has forecast that 

4.9 billion connected things will be in use in 2015, up 30 per cent from 2014, and 

will reach 25 billion by 2020. Integrated services, information security solutions, 

data analytics, connectivity and the convergence of operational technology and IT 

will all offer significant possibilities.

But security remains a top challenge and hindrance for many companies. The 

industry needs the expert guidance of partners and service providers to ensure 

proper security measures, a good use case and business outcome of IoT.

ARN senior journalist, HAFIZAH OSMAN, examines how IoT is changing the 

business landscape, discusses the security challenges it involves, and highlights 

where partners should invest and position themselves in the market.
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T he Internet of Things (IoT) has 
become an infl uential element 
for business transformation. Its 

disruptive impact has and is being felt 
across all industries and is boosting the 
digital shift created by the Nexus of Forces 
(Cloud, mobile, social and information).

In a 2014 report, Gartner mentioned 
the IoT highlights the tight links between 
information security, information 
technology security, operational 
technology security and physical security.

It said that by the end of 2017, more 
than 20 per cent of organisations will 
have digital security services devoted to 
protecting business initiatives using devices 
and services in IoT, leading to the need for 
executives to now face a decision regarding 
the future of security in their enterprise.

Gartner vice-president, Steve Prentice, 
said the IoT will bring into the digital 
security architecture dozens of new 
platform options, hundreds of variations 
on hybrid IT or IoT integration, new 
standards per industry, and a new view of 
an application.

“IT leaders will have to accommodate 
the differences in technologies across 
those areas and develop a multifaceted 
technology approach to IoT risk and 
security. In addition, with some machines 
producing enormous amounts of data and 
other sensors sending a handful of bits per 
day or week, IT leaders will need to balance 
digital business requirements with digital 
security realities,” he said in the report.

INCREMENTAL REVENUE OPPORTUNITIES
Palo Alto Networks A/NZ regional vice-
president, Armando Dacal, said from a 
business perspective, the IoT can provide 
organisations with incremental revenue 
opportunities as well as productivity and 
cost savings.

“As more devices and systems involved 
in general business and industrial 
processes are connected to the Internet 
as part of the IoT phenomenon, the 
availability of detailed, real-time data about 
those processes can help organisations 
make the most of available resources.”  

But, he said one of the most pressing 
concerns for the global ICT industry as the 
IoT phenomenon takes hold is security.

Dacal claimed the key defi ning 
characteristic of all of the devices comprising 

the IoT is their connectivity to the 
Internet through applications. Indeed, this 
connectivity is what makes them part of 
the IoT, but with this connectivity, however, 
comes increased exposure to cyber threats.

Dacal went on to elaborate that with 
each additional connection, the potential 
attack surface expands, presenting a 
raft of new vulnerabilities that can be 
exploited by cyber criminals.

He indicated while it will become 
increasingly important and common for 
companies to enable Internet-connected 
devices, a key goal for IT and security 
departments will remain the safe enablement 
of the applications that power those devices.  

“Neither Web nor email security will be 
able to appropriately protect against future 
attacks from cyber criminals who target 
an organisation through devices that are 
part of the IoT. Many of these applications 
will most likely utilise more than just 
Web channels to access data, and could 
easily be used to circumvent Web security 
solutions by utilising uncommon ports for 
access to internal networks,” he said.

Check Point Software Australia channel 
sales manager, Craig McGregor, said the 
massive introduction of IoT into our daily 
life brings about three security challenges:

•  Non-desired functionality: Hacking 
into systems and manipulating them to 
perform unwanted operations.

•  Rogue access control to corporate assets 
via the IoT device: Hackers may use the 
IoT device’s connectivity to the Internet 
to access the organisation and breach 
into enterprise assets. 

•  Data security concerns: Multiple devices, 
from wearable devices to others are 
reporting personal data to Big Data 

Cloud repositories. This data needs 
to be secured and protected to avoid 
data leakages in these multi-tenant 
Cloud environments.

“As with any adoptions of new 
technologies into a business, security 
is a signifi cant element to consider 
in preventing attacks that could have 
multiple impacts from stealing of identity 
or corporate data up to the compromise 
of business services.

“It is important to fully consider the 
right security policies and control in place, 
to both prevent these attacks from coming 
in and also building the right safety 
controls so that if something bad happens 
and an attack breaks through, the damage 
is contained,” McGregor said.

In terms of identifying and mitigating 
vulnerabilities, Tenable Network Security 
Asia-Pacifi c technical director, Dick 
Bussiere, claimed the industry is not doing 
an adequate job. He referred to the 2014 
Cyber Defence Report, which found only 
52 per cent of organisations surveyed scan 
their infrastructures quarterly or less.

“Given the rate of IoT adoption, this 
is not enough. If 152 vulnerabilities are 
disclosed weekly for one quarter, that 
equates to almost 2000 vulnerabilities. 
That’s a huge threat surface, especially 
when multiplied over the hundreds or 
thousands of machines that live in a 
modern organisation,” he said.

SECURITY CHALLENGES OF THE IOT
Bussiere added that ICT environments 
will become increasingly complex, with 
a more intricate relationship between 
autonomous machines. Additionally, the 
inventory of devices on the network will 
increase dramatically, and many of these 
devices will be forgotten, leaving them 
unmanaged and vulnerable, thereby 
increasing the threat surface.

“One of the biggest challenges with 
IoT will be fragmentation. The traditional 
computing platforms include Windows, OS 
X, Linux and Android, iOS and Windows 
mobile. These platforms are not only highly 
visible but also well maintained. Reliable 
companies, with a great deal of security 
experience, support these platforms.

“With IoT, there are thousands of 
platforms that can be mixed and matched 

“MORE THAN EVER, 
ORGANISATIONS NEED 

PARTNERS WHO CAN HELP 
BY PROVIDING SKILLS AND 

EXPERTISE TO MANAGE 
SECURITY RELATED RISKS”
AKAMAI TECHNOLOGIES’JOHN ELLIS
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by companies with very little security 
experience. The problem is magnifi ed by the 
long life of many IoT devices. In fact, once 
deployed many of these devices are forgotten 
until they break. This is quite different from 
“traditional” computing devices that have a 
lifespan of three to fi ve years,” he said.

According to Sophos A/NZ technology 
solutions director, Justin Peters, IoT 
might be exciting for consumers but it is a 
challenge for those in the security business.

“We shouldn’t expect that 
manufacturers of consumer goods such as 
fridges, watches, smart shoes and the like 
will realise the potential security risks that 
could be introduced adopting these new 

innovations. These devices will be present 
at home, at work, in public and in some 
cases attached to our bodies.”

As such, today’s companies have to 
plan and invest smartly to secure their 
networks, devices and data.

“But the increase in the variety of devices 
being used has complicated achieving 
this; specifi cally the massive increase in 
numbers of mobile devices connecting to 
the Internet has posed numerous security 
challenges. The volume and variety of IoT 
objects will be exponentially more than the 
step change introduced by the smartphone 
revolution,” Peters said.

Undoubtedly, there will be more objects, 
more traffi c across networks and more 
data in motion to monitor and secure.

“Security will need to validate that the 
information being shared across these 
channels is only the intended data and 
they are not used as a backdoor to steal 
data or pass malicious commands to 
systems installed in our homes, offi ces 
and public places,” Peters claimed.

CHANNEL OPPORTUNITY
Now is the time for companies to start 
thinking about security strategies against 
future cyber-attacks through IoT devices. 
Granted, nobody has all the right answers 
to the security-related questions posed by 

the IoT in the coming years, but there are 
some measures that can be taken to help 
reduce the potential risks.

McGregor said partners should invest 
with vendors that are market leaders in 
the security space, since they understand 
high end-user demand and are dedicated 
to security, and those that have signifi cant 
investment in the channel to support their 
market objectives.

“Customers want and expect partners 
to have an opinion on what is the best 
technology to solve the complex security 
issues across mobility, Cloud and in 
the datacentre and the channel needs 
to position itself with partners who 

can provide business solutions to these 
customer issues,” he said.

F5 Networks A/NZ managing director, 
Robert Pizzari, indicated industry players 
should offer IoT security solutions that 
adopt a multi-layered approach to ensure 
true end-to-end protection. This includes 
everything from application layer fi rewalls 
to user access management to remote app 
access security and everything in between.

Pizzari claimed Domain Name System 
(DNS) security will become critical during 
the IoT revolution as the DNS will be the 
most likely method for connected devices 
to locate needed services, meaning it 
will also potentially be the way in which 
people will locate the devices themselves.

“There might be other schemas in the 
planning process, but those would require 
the adoption of a new technology naming 
standard, which would be costly, slow 
and highly unlikely. While dependency 
on DNS is not expected to change in 
the foreseeable future, there are many 
solutions businesses can offer now, which 
organisations can adopt to ensure DNS 
infrastructure remains secure.”

In speaking of the benefi ts of using 
high-performance DNS services, he said 
Global Traffi c Manager (GTM) scaled 
and secured  an organisation’s DNS 
infrastructure during high query volumes 

and DDoS attacks. This was an avenue 
on which the channel could focus.

“GTM also improves the performance 
and availability of applications by 
intelligently directing users to the closest 
or best-performing physical, virtual, 
or Cloud environment. In addition, it 
enables mitigation of complex threats from 
malware and viruses by blocking access to 
malicious IP domains,” he added.

Akamai Technologies Asia-Pacifi c 
and Japan cyber security chief strategist, 
John Ellis, said there are considerable 
opportunities for technology and services 
organisations to develop offerings for the 
secure management and integration of 
IoT technologies.

However, Ellis said access to relevant 
security skills is currently a major 
problem, and it’s predicted to become 
more acute.

“More than ever, organisations need 
partners who can help by providing skills 
and expertise to manage security related 
risks. This leaves a signifi cant opportunity 
for partners to capitalise on and create a 
point of difference,” he claimed.

Ellis mentioned two areas that are ripe 
for channel plays include software used in 
managing IoT and data analytics to process 
and make sense of the vast amounts of 
data that IoT undoubtedly will produce. 

“The traditional channel will naturally 
benefi t as IoT evolves and extends into 
all facets of our lives and businesses over 
the coming years. However, those with 
infrastructure and software offerings can 
look for ways to extend these offerings 
into IoT.”

According to Ellis, the IoT will become 
more embedded in everyday practices, 
especially in the business environment. 
As such, suggesting businesses should 
embrace the technology rather than resist it.

“We can expect to see organisations 
leverage these connected devices to not 
only create new revenue streams but 
change the way work is done. We’ve 
already seen signifi cant changes in 
the way we deliver healthcare, run 
manufacturing facilities and manage 
critical infrastructures.

“This will only increase as IoTs become 
mainstream and the security risks 
associated with the devices are better 
understood and managed,” he added. 

”THE CAPABILITIES OF TAPE HELPS MSPS IMPROVE 
PROFIT IN A VERY LOW MARGINS BUSINESS” 
IBM’S GRANT SMITH 

ARN_020915_Techwatch.indd   16 8/26/2015   2:16:47 PM



EARN UP TO $300  
VISA CASHBACK  

WITH EVERY SALE*

From 7 July to 30 September 2015, you can get 

up to $300 Visa Cashback when you sell an 

eligible ECOSYS device* 

Register now at kyocera.cashbacks.com.au 
and start claiming your reward

ECOSYS CASHBACKS

Reseller Cashback!

For more information contact your preferred Kyocera distributor today

ECOSYS P7035cdn
ECOSYS P6035cdn
ECOSYS P6130cdn
ECOSYS P6021cdn
ECOSYS FS-4300DN
ECOSYS FS-4200DN
ECOSYS FS-4100DN
ECOSYS FS-2100DN
ECOSYS FS-2100D
ECOSYS P2135dn
ECOSYS P2135d
ECOSYS P2035d
ECOSYS FS-1061DN

$300
$200
$250
$240
$240
$180
$180

ECOSYS FS-C8650DN
ECOSYS P4040dn
ECOSYS FS-9530DN
ECOSYS FS-C8525MFP
ECOSYS FS-C8520MFP
ECOSYS FS-6530MFP
ECOSYS FS-6525MFP

$160
$125
$80
$50
$150
$125
$100
$100
$100
$50
$50
$25
$25

ECOSYS M6535cidn
ECOSYS M6530cdn
ECOSYS M6030cdn
ECOSYS M3560idn
ECOSYS M3550idn
ECOSYS M3540idn
ECOSYS M3040idn
ECOSYS M3540dn
ECOSYS M3040dn
ECOSYS M2535dn
ECOSYS M2035dn
ECOSYS M2530dn
ECOSYS M2030dn
ECOSYS FS-1325MFP

$160
$125
$125
$180
$180
$160
$160
$130
$130
$100
$100
$100
$100
$25

Eligible Models* Cashback** Eligible Models* Cashback** Eligible Models* Cashback**

Terms and conditions 
1.The promoter of the ECOSYS Visa Card Rewards promotion is KYOCERA Document Solutions Australia Pty Ltd, Level 3, 6-10 Talavera Road, North Ryde, NSW 2113 Australia. 2.The ECOSYS Visa 

Card Promotion runs from 7 July 2015 to 30 September 2015 (Promotional Period). Claims can be submitted during this period and up to 5:00pm, 15 October, 2015 (Claim Period). Claims must be 

submitted online and can only be for Eligible Products sold during the Promotional Period. 3.Kyocera is not liable for any Fringe Benefits Tax arising out of or in connection with the Promotion.  

4.Kyocera reserves the right to modify, cancel or terminate any or all elements of the promotion at any time, without notice. 5.Claims must be submitted electronically and must include an 

attachment showing the invoice documenting the transaction. Without supporting documentation, your claim will not be processed.  6.Universal Gift Cards are issued by Heritage Bank Limited ABN 

32 087 652 024 AFSL/ACL 240 984. 7.Full terms and conditions including a list of Eligible Products, can be found on the registration page.

**GST inclusive

A4 MFP’S A4 Printers A3 MFP’s & Printers



arnnet.com.au |  | 2 September 2015

18
NEWS INSIGHT
retail

M icrosoft’s 6000sqm fl agship store 
on Pitt Street in Westfi eld, Sydney, 
due to open in “late spring”, 

will be staffed by 50 to 75 employees, 
including an on-site trainer and a small 
business specialist.

The store will be a haven for 
small businesses in need of IT relief, 
according to Jonathan Adashek, the 
GM of communications strategy at 
Microsoft  Global.

“We think we can do two key things 
with small businesses. First and foremost, 
we can help by being their technology 
provider. Secondly, our Answer Desk can 
be their help desk. 

“So many small businesses will 
outsource to contractors their IT support. 
They don’t want to spend $100-200 an 
hour on IT support, and then wait and 
wait and wait when they have a problem 
— until they are almost crippled. 

“They can solve that problem by using 
our answer desk for free.”

The “majority of the store” will be 
dedicated to sales but Adashek does 
not believe the store will compete 
against its partners.

“Our partners in the retail space are 
really important to us. Opening this store 
does not change that. The importance of 
Harvey Norman and JB Hi-Fi does not 
change what we’re doing here.

“We’re not out here to be the lowest price 
leader. We’ll be competitive on price, but I 
don’t see us going to market less than retail.”

Microsoft is hoping its retail store can 
lead by example. 

“We’re committed to sharing the learnings 
from what we get out of our store with our 
partners, so that they can understand the 
experience we’re delivering and what the 
reaction is from our customers.”

Faster computers branded “Signature 
Edition” will be exclusively sold from the 
Microsoft store, Adashek said during an 
interview, when it opens in “late Spring”.

“Everything we sell out of our stores 
will be a signature edition PC. We remove 
all of the bloatware, but then we optimise 
the image on the machine to really have 
the best experience.

“It makes it cleaner, but that 
cleaner also makes it faster because 
it’s more effi cient.”

The company’s website claims Signature 

Edition PCs startup 104 per cent faster and 
shut down 35 per cent faster than those 
sold by a third-party manufacturer.

The Sydney-based store will be the 
fi rst opened outside of North America. 
Thorough research went into choosing the 
store’s location, Adeshak said. 

“You want to be on Pitt street, but then 
it’s getting the right spot on Pitt Street.

“We’re going to get this store going 
great and then we’re going to look at other 
places. We’re always looking for that next 
spot for a store. 

“Defi nitely, Australia is a key market for 
us in the Asia Pacifi c.”

Featured in the store is an on-
site theatre that will be used to hold 
community classes on Microsoft’s range 
of products. 

“We’re going to offer free classes and 
free workshops. We’ll be doing a series of 
[Windows 10] workshops. We’ll defi nitely 
highlight all of our products.” 

“OUR PARTNERS IN 
THE RETAIL SPACE ARE 
REALLY IMPORTANT TO US. 
OPENING THIS STORE DOES 
NOT CHANGE THAT” 
MICROSOFT’S JONATHAN ADASHEK

Microsoft Global GM: Sydney 
 store no threat to partners 

One of Microsoft’s US stores

 TONY IBRAHIM
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It is no longer about the mobile device. It 

is about the experience, the applications 

and the way we interact, work and play in 

an always on and connected environment. 

Certainly, mobility has transformed our 

lives, our businesses and is changing 

mindsets: changing how customers interact 

with businesses and how employees 

communicate and collaborate.

Let’s face it: there is a growing reliance on 

mobility, which starts the minute we wake 

up to the time we close our eyes at night. 

According to a new Targus study, The mobile 

lifestyle: getting the most out of personal device 

technology, researched by Telsyte, mobile 

devices are integrated into the daily lives of 

Australians: Sixty-nine per cent of Australians 

use a Windows or Apple portable computer, 

71 per cent use a smartphone,  and 48 per 

cent use a tablet.

This roundtable was 

sponsored by RSA 

and Targus

Photos by MIKE GEE

THE MOBILITY STORY:
CONNECTED COLLABORATION

“The growing and diversifying adoption of 

mobile devices is reflected by year-on-year 

increases in mobile Internet usage. Australians 

are taking their tablets outside the home and 

more of us are using mobile phones beyond just 

making calls. These trends are set to continue 

with expanding 4G networks and a growing 

number of organisations adopting mobile apps 

as part of their operations,” the study found.

There’s no doubt the intersection of Cloud, 

mobility, social networking and the Internet 

is causing enterprises to rethink their mobile 

strategies. With employees bringing their own 

devices, downloading their own applications 

and creating their own IT, there’s a big 

challenge for organisations to keep on top of 

the consumer-driven trends and issues.

A group of mobility experts sat down to discuss 

the mobility market and what it means for the 

channel. JENNIFER O’BRIEN reports.
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begin, Morris added. “What is your 
strategy for your end users? Do you 
have a strategy?  What type of users 
do you have in your organisation? 
What workloads?  What devices 
do you have connectivity to?  From 
that you can decide what your 
endpoint is going to be, but I’d still 
go back to the core and determine 
the applications and whether they 
are a mobile-fi rst application?”

Getting companies to put their 
work habits and mobility needs 
under the microscope as part of a 
mobile device management strategy 
isn’t easy. Another big challenge 
today for any organisation is trying 
to attract the new worker – and ease 
of use and an always connected 
environment is a big part of what 
the new-age worker demands, 
according to RSA A/NZ general 
manager, Shaun McLagan.

“When we look at organisations 
today they’ve got a couple of 
challenges. One is they want to 
attract the new worker. And the 
new worker comes with his or 
her device. And their view is ‘not 
what am I going to get from you, 
but it’s I’m bringing what I have.’  
I think that poses a challenge 
on businesses to how to attract 
workers,” McLagan said.

For businesses, mobility is a key 
piece of the strategy in attracting 
both workers, and tech-savvy and 
demanding customers. 

“The challenge lies in how we do 
that while managing risk? We’re 
doing a lot of work helping educate 
customers about managing risk, 
while allowing Cloud, mobility 
and BYO. Today’s expectation is 
access from anything, anywhere 
and by anyone. When we add the 
layer of complexity that adds mobile 
workforces, part-time workforces, 
and off-shoring, the idea of trying 
to hold on to your customer or your 
employee is a huge challenge.”  

UNDER THE PUMP
Despite popular opinion about 
the demands and pushiness of 
Generation Y, it isn’t just the 
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ACTIVITY-BASED WORKPLACE 
OF THE FUTURE
Mobility in business today is all 
about activity-based working, 
according to HubOne managing 
director, Nick Beaugeard, who 
runs the Cloud integrator and 
has spent the last seven years 
helping fi nancial services move 
to the Cloud.

“While the last seven years 
have been about migration and 
deployment, we see the next few years 
being all about enablement activity-
based working, creating that whole 
agile and mobile workforce, which is 
what customers are asking for.”

Indeed, Australian workplaces are 
progressively supporting activity-
based working (ABW), according to 
Targus A/NZ general manager, Jay 
Turner, who cited the recent mobile 
lifestyle report. ABW means staff 
don’t have pre-allocated desks and 
instead move between meeting 
rooms, desks and casual settings.

“Two out of three organisations 
have either adopted activity-based 
working or plan to. This is no 
wonder given more than 90 per 
cent of Australian organisations 
that support ABW report improved 
productivity from their staff.”

Almost half of organisations allow 
staff to bring their own devices to 
use for work, and a further 42 per 
cent plan to allow BYOD within 
the next two years, Turner said, 
highlighting how the growing 
reliance on BYOD and changes in 
where and how we work are key 
drivers of workplace transformation.

MOBILE MOMENTS
As attendees discussed the 
changing nature of work, there 
was unanimous agreement that 
mobility is no longer a device 
play. It is all about giving people 
a “mobile moment,” explained 
Dell A/NZ general manager end 
user computing, Jeff Morris, who 
referred to the book, The Mobile 
Mind Shift,’ by Forrester.

It comes down to creating 
a mobility story – a way for 

businesses to internally transform 
business processes and how it 
interacts with customers, he said.

“The mobile mind shift is the 
expectation that I can get what I 
want in my immediate context and 
moments of need,” the book said. 
“Your customers and employees 
are making this shift, now. This 
shift means the battle for your 
customer’s attention will be waged 
in mobile moments – anytime that 
customer pulls out a mobile device.”

Mobility today is all about 
having a company strategy, Morris 
explained. “If you don’t have a 
mobile strategy fi rst then it really 
doesn’t matter. The device is the 
easy part; it’s probably the part you 
don’t make all the money on. In 
some cases, you could be missing 
the opportunity for the application 
and the security and everything 
else that goes around it.”

Saying we are at a crossroads in 
terms of workplace transformation, 
he said the industry needs to have 
a practical conversation about 
mobility, and partners need to 
ask the right questions. “While 
everyone wants to go mobile, there 
needs to be careful consideration 
as to why. It’s important to have 
that conversation because you’d be 
surprised how many organisations 
don’t know what type of users they 
have, what applications they are 
running, and what peripherals they 
are potentially connecting to.”

So what’s the first step? Quite 
simple: getting answers, which 
can be a missed opportunity by 
the channel. “You certainly have 
to evolve. You have to have a 
mobile strategy. The first question 
I ask is, ‘Why? Why are you doing 
it? Are you doing it just because 
you think it’s cool or is your core 
business mobilised so workers 
can actually use a device? Is your 
core business set up for mobility?  
If your core is not mobile, then 
why are you giving workers a 
different form factor?’”

Once the ‘why’ was out of the 
way, the questions about strategy 
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younger generation that is super-
demanding when it comes to 
mobility – today’s executives want 
and need instant access, according 
to Unify Solutions identify and 
access management consultant, 
Gavin Van Niekerk.

“I’ve seen the pressure from the 
executive side as well, the executive 
push. I’ve seen senior executives 
buy this new shiny iPad and they 
want the stuff to work. They don’t 
necessarily care about the supporting 
infrastructure or the services,” which 
poses both a challenge and an 
opportunity for the partner.

“You need to be leading, the 
executive teams need to be leading, 
and it’s no different. We understand 
that there’s a need for the mobility 
piece, but that needs to tie into 
other strategies that we have in 
play, namely the identity piece.”

Indeed, the mobility and identity 
story go hand in hand, he said, 
which signals another area of 
lucrative opportunity for partners.

“Mobility is just an extension of 
services. It’s an endpoint for the 
consumption of the services. You 
have a device that you want to 
consume services off, but there’s 
a lot of stuff that has to happen in 
the background for that to happen 
effectively. And the point is that you 
bring in the mobility piece, but it 
shouldn’t disrupt what you already 
had in play. Identity is always at the 

core of it. If you don’t have control 
over your identity, things become 
fragmented very quickly.”

RSA’s McLagan agreed, saying 
mobility encompasses many 
discussion points for partners 
– with the identity aspect a key 
talking point in the conversation.

“Mobility is tied to identity. The 
opportunity sits in helping partners 
have that conversation. If we tie 
that to what the user expects today, 
in work apps and out of work apps, 
identity helps partners build a trust 
relationship with customers. “If 
you understand your risk, you can 
move forward.  When those things 
are taken care of, the business 
drivers around mobility and Cloud 
will accelerate and it is a huge 
differentiator no matter where you 
are as far as an organisation.”

Think of security as an enabler, 
McLagan said, reiterating the 
mobility story is incomplete without 
the security angle. “Security has 
to play a role and what I frequently 
talk about is security as an 
enabler as opposed to security as 
a detractor. Identity is something 
we’re going to see more and more 
focus on from the board level and 
from inside government.”

 
NEW SPECIES IN TOWN
The mobility story has also seen 
the rise of a new powerful player 
in town, according to Targus’ 

Turner. “I’ve discovered a new 
species in my journey through 
agile workspace: it’s the workplace 
strategist. They didn’t exist very 
long ago that I could see and they 
come from change management 
and they come from HR and they 
possibly have an engineering 
background, but they’ve actually 
got nothing to do with IT or they 
haven’t come from IT at all.

“They are trying to help the 
company move culturally through a 
massive change,” he said, explaining 
how the strategist analyses the way 
in which people work, while factoring 
in remote and mobile workers and 
questions of productivity.

“That’s a big thing for all of us 
throughout the channel. There are 
a lot of people who are now getting 
involved. It’s now HR operations, 
workspace transformation. 
It’s all intertwined. It’s less 
compartmentalised. I’m talking to a 
lot of people now who aren’t in IT, 
whereas a few years ago 90 per cent 
of my conversations were with IT.

Additionally, he said many 
companies are bypassing the IT 
department and moving towards 
shadow IT in a bid to hasten change 
in a quicker manner.

“I can see technologies once again 
running away from policy, process 
and procedure and that’s good but 
it has got its inherent risk when we 
talk to the large corporates. Often 
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the departments are going off and 
getting their own stuff.”

Channel Dynamics director, Cam 
Wayland, agreed IT is not always 
making the buying decisions 
anymore, which makes things 
diffi cult for the partner community. 
In the mid-market, his research 
indicates about 30 per cent of IT is 
being bought by non-IT.

“The challenges that we’re seeing 
with the partners is reskilling their 
sales force to be able to have two 
different types of conversations. One 
is the fi nancial conversation because 
it’s about Cloud – and mobility is 
generally connected to Cloud,” he 
said, explaining the other conversation 
is with the non-IT decision-maker 
about business outcomes and strategy.

HubOne’s Beaugeard agreed there 
are fewer dealings with IT, and an 
ultimate move towards shadow IT.

“We hardly ever talk to IT. But one 
of my underlying currents I see is if 
you look at the daily life of a normal 
IT person they have better technology 
outside the workplace than they have 
inside the workplace. One of the 
questions we need to ask is, ‘Have we 
failed as an industry in commercial 
IT to deliver the availability, quality, 
speed of change that the businesses 
and end users are asking for? They 
are now seeking that out in the 
marketplace and is that why we’re 
seeing so much shadow IT?”

Meanwhile, the mobility market 
has signifi cantly morphed, which is 
worth examining, Wayland added.

“If we go back three to fi ve years 
this roundtable topic would have 
been: Is BYOD the future?  But now 
we’re talking about a completely 
different class of mobility where 
the hardware has gone in leaps 
and bounds,” he said, explaining 
devices like the iPad and the 
consumerisation of IT has created 
this insatiable demand for a 
mobile lifestyle.

“Look at the power you can now 
put in your hand, with an Ultrabook 
or a tablet or smartphone, and in a 
very short period of time you’ve got 
great battery life, you can form things 
out in the fi eld, you can do things 
that you were not able to do three to 
fi ve years ago, or it was very diffi cult 
or very, very expensive to do that.  
The industry is now starting to catch 
onto the things that are needed to 
make that a reality, but the end user 
still hasn’t quite worked out how to 
actually deploy it functionally, safely, 
and cost-effectively.”

 
GREAT BEDFELLOWS
There’s no question that security 
and mobility go arm in arm. 
Mobile security concerns could 
range from passcode enforcement 
to device encryption, data breach 
and data leakage.

 “Security and mobility are a given 
in the corporate life today, whereas 
before it was maybe you had security 
and you didn’t have mobility. Now 
the expectation is that you’ve got to 
have both as well as the company 
policies that wrap both of those 
together, which is the opportunity for 
the channel to add signifi cant value 
along the way,” Wayland said.

Given the importance of the 
two, RSA’s McLagan said he is on 
a mission to educate customers 
about the dynamic and interrelated 
relationship between security 
and mobility. “I want to give insight 
into how security can play a role as 
an enabler for Cloud and mobility as 
opposed to something that handcuffs 
a business or our partners. There’s a 
great partner opportunity in this space. 
Mobility has two sides: it’s a device for 
device sake, but it’s also about mobility 
of data. That’s when you get mobility 
and Cloud coming together.”

But there are missed opportunities 
at the moment, according to 
HubOne’s Beaugeard, who said 
partners need to help customers 
develop a safe mobile working Cloud 
environment – perhaps the biggest 
mobility story today.

“The channel needs to show 
policies and patents and practices 
that SMEs can adopt that at least 
gives them some level of maturity. 
That’s the channel challenge: 
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partners and vendors need to come 
up with models that are a deliverable, 
models that are deliverable to that 
segment via a channel of resellers   
that can actually land not only 
Cloud but a safe mobile working 
Cloud environment.”

Certainly, as a partner, there are 
a host of challenges to deal with, 
particularly when speaking about 
security and mobility to certain 
verticals including education, 
explained ASI Solutions national 
sales director, Jason King. The 
industry is struggling with the 
BYOD defi nition and what that 
means for the network.

“We hear principals say, ‘They can 
bring anything onto the network,’ 
and that’s coming from the leader. 
The poor IT manager is thinking 
‘What do I do? I think I’ll put in my 
resignation and move to another 
school because you need the leader 
to have an understanding.’”

And this is just one of many 
examples of workplace uncertainty 
and angst. King said the company 
is helping countless customers 
move towards a mobile workforce, 
which come with their own 
unique challenges.

“We’ve worked with a couple of 
government agencies here in New 
South Wales, who are moving to 
this mobile workforce. They’re going 
through a lot of struggles currently.  
They have the ideas, but not the plan 

on how to secure that device, the 
mobile device management aspect, 
which is still being worked out. But 
the device is out there because it was 
led from an executive level.”

Given the uncertainty, the channel 
needs to be the voice of reason 
and guiding light for companies 
adopting a mobility strategy (and 
one that involves Cloud). There are 
many considerations in a mobile 
management checklist, including: 
device; user; application; data; 
policy; security; scalability and high-
availability; and service.

“It’s going to have to be led by 
the reseller. With the likes of certain 
vendors and certain products we 
need to come up with some ground 
rules,” he said, explaining companies 
are all over the shop today in terms 
of their mobility and Cloud strategy.

“It’s horrifi c to see the different 
levels of IT and their security and 
where they are, but you have to 
come up with standards. As part of 
our role, we have made a standard, 
and we see how close we can get 
to that and then work with the 
company to achieve the results.”

RSA A/NZ head of channel and 
alliances, Jonathan Christopher, 
said there’s a huge opportunity 
for partners to blend the mobility 
and security discussion. He said 
partners are ideally placed to 
help businesses determine and 
set their mobile policies and 

procedures, as well as enforce 
the security requirements.

“There’s such a big opportunity 
for partners to become that security 
advisor. It’s not an organisation’s 
core competency to have time, 
money, resources, and people 
understanding the threat landscape 
and educated on the new hack 
that’s come out. That’s exactly were 
partners can come in because they 
live and breathe it every day and 
share some of that knowledge and 
build the strategies with them.”

Speaking of opportunities, don’t 
overlook mobility in the rugged 
space, according to Skywire CTO, 
James Reilly. The mobility MSP 
designs, deploys manages and 
supports mobility systems in 
rugged enterprise environments.

Reilly said the big differentiator 
for Skywire is its ability to offer 
customers a structured approach to 
mobility, which focuses on reducing 
cost, improving accuracy and 
enhancing quality.

Eyeing key market trends, he said 
the consumerisation of IT has jolted 
the rugged market. “The power of 
consumerisation has driven these 
rugged terminals to come into the 
21st century. Rather than the big 
clunky devices it’s now touch devices 
running Android.  There’s a lot more 
power in them. There’s also a change 
in terms of applications in that it’s not 
just line of business.” 
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Hafizah Osman (HO): What was the world 

like before the introduction of the World 

Wide Web?

George Thiruvathukal (GT): I liken this 
period to when the earth fi rst formed. 
There was a primordial soup to make 
it all possible – including computing, 
telephony, and radio communication. 
The Web itself has made life 
more interesting.

Prior to the Web, these are just a 
few things that were different. Postal 
mail was the prevalent method of 
direct message-based communication, 
telephony was the prevalent method of 
“real-time” voice communication, and it 
required a lot more coordination.

Calendaring was done in a pocket 
calendar – I know that I had at least two 
or three of them (being prone to lose at 
least one of any printed artefact at any 
given time) – and we relied a lot more on 
printed maps. A childhood pastime of 
mine was to memorise maps of the US 
as I was fascinated by the highway and 
interstate systems.

HO: What is the history behind the creation 

of the World Wide Web and how did it look 

like at the start?

GT: I think the history of World Wide 
Web starts with Vannevar Bush’s paper 
describing a device called the memex 
(memory extender). It was a theoretical 
and conceptual framework for the Web 
and described in a classic Atlantic article, 
As we may think.

In it, it states:
“Inventions have extended man’s physical 

powers rather than the powers of his 

mind. Trip hammers that multiply the 

fists, microscopes that sharpen the eye, 

and engines of destruction and detection 

are new results, but not the end results, 

of modern science.

“Now, instruments are at hand which, if 

properly developed, will give man access 

to and command over the inherited 

knowledge of the ages. The perfection of 

these pacific instruments should be the 

first objective of our scientists as they 

emerge from their war work. [It] calls for 

a new relationship between thinking man 

and the sum of our knowledge.”

It would be some time before Tim 
Berners-Lee laid the foundation for the 
Web with the HTTP protocol in 1989. 
Mosaic (the precursor to Netscape) was 
the fi rst browser that truly kicked off the 
Web revolution as we know it, owing to 
its graphical nature. 

HO: How has it evolved over the years?

GT: Again, this is a long history. Perhaps 
the most signifi cant evolution of the Web 
is from academic interest to commercial 
interest (in the 1990s). Then, there were 
the “browser wars”, where companies 
were each trying to establish their mark 
on the industry.

There was the Microsoft versus 
Netscape+Sun (creator of Java) battle for 
control of the desktop. This ultimately 
gave way in the 2000s, to the likes of 
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Twenty-four years ago, on August 

7, the World Wide Web was opened 

to the public. Back then, little did 

anyone know the world, as we 

knew it, would be changed forever 

by this technology.

The World Wide Web has become 

an integral part of people’s 

everyday lives and the backbone 

to technologies such as the Internet 

of Things. Every technology, 

device, and app encountered is 

due to the public availability of 

the World Wide Web.

In honour of this fundamental 

change in the history of the Internet, 

Loyola University Chicago computer 

science professor and member of 

the IEEE Computer Society, George 

Thiruvathukal, spoke to ARN 

senior journalist, HAFIZAH OSMAN, 

the role the World Wide Web plays 

in society as well as what the 

future holds.
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Google, Apple, and Facebook, which are 
more about the mobile World Wide Web.

HO: How has it become part of our 

everyday lives?

GT: The World Wide Web is now more 
mobile than desktop. So it is wherever 
we are at any given time. As computing 
is now fi nally becoming more personal – 
the term personal computer is a bit of an 
irony, because the smartphone is actually 
more like a personal computer – it will 
become even more personal.

This also brings me to a key point 
about World Wide Web: It’s not just 
graphical. The plumbing of the Web 
is TCP/IP, for underlying network 
connectivity, and HTTP, a layer that is 
used to create Web services, not just 
serve up Web pages. 

So when one talks about the World 
Wide Web, you should not always be 
thinking about Web browsers and 
a visual manifestation. Much of the 
Web works invisibly and is never seen 
in a graphical interface. Distributed 
systems researchers as myself refer to 
these invisible operations as remote 
procedure calls (the old school name 
for Web services). 

HO: How does the World Wide Web 

support the IoT?

GT: Web services are what makes IoT 
possible, combined with our ever-
increasing ability to pack a lot of 
computational power into smaller 
and smaller devices (a consequence 
of Moore’s Law).

HO: What role does it currently play in society?

GT: IoT is still a work in progress but 
there are signs of it moving forward. 
The ability to deploy a large number of 
things in a networked situation can be 
life-changing. For example, we could use 
things to detect potholes or mark them 
for repair. This is already happening in 
some cities.

We can also deploy things to do 
and real-time crime monitoring. More 
and more cities are deploying large 
networks of cameras. In my hometown 

of Chicago, for example, these cameras 
are now everywhere. They monitor street 
corners, streets (for speeders and red-
light runners), and our subway system, 
buses, and taxis. Polices are beginning 
to wear cameras that can transmit all 
activity real-time. 

These two examples both have the 
potential to create a better society. But one of 
them presents serious concerns about privacy 
and cuts to the core of values, especially 
when it comes to our basic liberties. 

HO: What does the future hold for the 

World Wide Web?

GT: It is more mobile. It is invisible. 
And it will increasingly not be about 
the desktop.

The future looks to expand the 
World Wide Web to connected devices. 
Similar to mobile, much of this future 
will depend on being able to keep devices 
reliably powered for extended periods of 
time. The multiplication of devices will 
also require us to rethink much of how 
TCP/IP works and require us to look 
beyond IPv4.

HO: How will it shape our futures?

GT: I don’t like to speculate too much on 
the future, but the future of the World 
Wide Web is also a nano-future. There is 
no reason that the future World Wide Web 
cannot co-exist with and be implanted in 
our bodies.

Today, there are already “wearable” 
World Wide Web devices. But these will 
be implanted and allow for continuous 
self-monitoring and awareness. It will 
seem like something out of Big Hero 6.

HO: Will it eventually be something that’s 

a positive or negative for people?

GT: This is to be determined. I’m afraid 
it is going to be a lot like the movie, The 
Good, the Bad, and the Ugly.

A worrisome possibility is that it will 
become more intrusive and know more 
about you than we want it to know. We 
see this with the latest generation of 
sensing devices, which could be used to 
collect real-time information about you 
and your health. These are all part of a 
mobile Web. 

“MUCH OF THE WEB WORKS INVISIBLY
AND IS NEVER SEEN IN A GRAPHICAL INTERFACE”

Loyola University Chicago 

computer science professor and 

member of the IEEE Computer 

Society, George Thiruvathukal
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W ith new technology and trends 
such as big data, mobile devices 
and the cloud changing the 

way business is done, organisations need 
to ensure their datacentres have been
future-proofed. 

“At CenturyLink, we think it’s 
possible to have foresight with the 
same amount of clarity that refl ection 
provides so that businesses can plan 
their datacentres for tomorrow,” says 
Stuart Mills, Regional Director A/NZ, 
CenturyLink.

“That’s why we’re making predictions 
about what the 2020 datacentre will 
look like.”

Five predictions for the 2020 datacentre:

1 MODULAR DATACENTRES
Big data and the Internet of Things 

(IoT) will transform the size and shape of 
the next wave of datacentres.

Modular datacentres will effectively 
couple hyper-scale and hyperlocal 
environments in smaller spaces while 
improving power usage effectiveness (PUE).

They can easily be distributed around 
the globe and used for initial processing, 
avoiding the logistical nightmare of 

trying to transport every piece of data to a 
consolidated, centralised location.

Furthermore, moving datacentres to the 
network edge will enable new approaches 
to infrastructure deployment that can reduce 
latency and improve user experiences, 
especially for content providers.

Modular datacentres will not come 
without challenges, such as the requirement 
for tighter integration around capacity 
management to keep from running out of 
space and forcing downtime.

2  SOFTWARE DEFINED 
NETWORKING (SDN) 

Changing static networks into dynamic 
models will redefi ne networks and 
computing applications.

SDN and colocation deliver a highly 
adaptable network. Companies can 
enable rich interaction between 
application workloads and their network 
infrastructure by decoupling network 
typology and traffi c management from 
network hardware.

This enhances network power 
while simplifying environment and IT 
management. CenturyLink foresees a 25 
per cent annual increase in network traffi c.

Network speeds will continue to 
accelerate upwards of 10 times their 
current capacity. To address these 
realities, SDN will emerge as the 
predominant network model because 
it will help control network traffi c and 
improve scalability.

Virtualisation will also help ensure 
that private connections to the network 
can speed up and down as quickly as 
computing does.

SDN will lead to computing 
applications venturing out to places they 
have never gone before. CenturyLink 
predicts that 25 to 50 per cent of all 
datacentre workloads will move into the 
network core.

Furthermore, the simplicity and 
fl exibility of SDN will enable companies 
to use multiple isolated networks and be 
able to distinguish between infrastructure 
allocated to different departments.

3  ENERGY EFFICIENCY
As carbon footprints and operational 

expenses skyrocket, datacentres will turn 
to new sources of clean, low-cost energy.

To address the increasing power 
demands of datacentres and society at 
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How businesses can simplify the mid-market datacenter
Australia is one of the world’s most 

virtualised enterprise markets and compared 

to similar economies has a substantial amount 

of midmarket companies. But even though 

Australian IT spend appears set to increase 

this year, IT managers — especially those 

working at midmarket — will still look to 

make ever dollar count. 

Recognising the increased pressure 

midmarket IT infrastructure and operations 

(I&O) leaders are under to drive continuous 

improvements in their datacentres and reduce 

costs, Gartner has recommended IT leaders 

to simplify the midmarket datacentre with 

hyperconverged infrastructure solutions.

In a recent Gartner report, it indicated the 

costs associated with refreshing datacentre 

hardware, at midmarket scale (80 to 120 

production virtual machines (VMs) and 30 to 50 

TBs of storage) coupled with their high levels 

of virtualisation (80 per cent to 90 per cent) 

are piquing midmarket I&O leaders’ interest in 

hyperconverged infrastructure solutions.

“We believe that highly virtualised 

midsize enterprises with fewer than 200 

virtual machines should absolutely opt for 

hyperconverged infrastructure,” Gartner 

research director, Mike Cisek, and Gartner 

research vice-president, Jeffrey Hewitt, 

stated in the report. 

Other key findings from the study include:  

*  Infrastructure complexity and maintenance 

continue to negatively impact the agility of 

midmarket infrastructure and operations 

(I&O) teams

*  Budgets have kept many viable alternatives 

to best-of-breed solutions out of the reach of 

midsize enterprises.

*  Midmarket I&O leaders are under continuous 

pressure to simplify their datacentres and 

reduce costs. Even in highly virtualised 

environments, effective alternatives exist to 

reduce complexity. 

– Hafizah Osman

JAMES HENDERSON
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large without increasing our carbon 
footprint, CenturyLink predicts a shift away 
from fossil fuels towards renewable green 
energy Advances in energy conservation 
hardware will come from improving the 
effi ciency and density of servers.

Modular datacentres will provide new 
effi ciency through a combination of high 
density and low energy.

Within the datacentre, technological 
advances will make it easier to manage 
fl uctuating temperatures and humidity, 
using only the minimum required energy 
output to keep hardware cool.

Some datacentre providers will discover 
profi tability in conservation by selling 
unused energy back to the grid.

When faced with such a process of 
being dependent on market forces, these 
providers could be even more motivated 
to invest in new low-energy solutions.\

4 DATACENTRE MANAGEMENT 
AND OPERATIONS 

Automated procedures, compliance changes 
and edge networks will turn datacentre 
infrastructure management on its ear.

Datacentre infrastructure management 
(DCIM) will focus on consolidating 
servers and server locations while 
expanding the ability to perform 
computational and transactional tasks on 
the edge of computing.

To achieve the latter, companies will 
require more automation and application 
containers. They will also need to consider 
the security implications and overall 

topology to compensate for running 
applications in a virtualised container.

DCIM will use data analytics to 
proactively set automatic triggers for 
performing tasks such as spinning capacity 
up or down or executing a certain type of 
command to free up memory or disk space.

Automation could also let customers 
using colocation datacentres use just-in-
time consumption to automatically dial 
up and down their colocation power.

Automated security will negotiate 
the level of encryption needed for a 
particular app. The increased amount 
of automation overall will help free up 
operational resources to focus on value-
add applications and problems.

5 INTERCONNECTED FRAMEWORKS 
New alliances will form to meet 

customer demands for network capacity, 
scalability and storage.

Network capacity is already a major IT 
issue and will become an even bigger one 

in the years ahead.
In addition, with the IoT and the 

explosion of interconnected applications, 
web services and cloud services, people will 
want to be close to resources offering more 
reliable, secure, and fast access to data.

Companies will want to leverage 
connectivity between different clouds 
and infrastructures to weave apps 
together from components that live in 
different environments.

Demands for network capacity and 
a proximity to valuable resources 
will create a huge opportunity for 
service providers to design a strategy 
driven by interconnections with other 
solution providers.

Besides offering lower latency and 
higher throughput connections, such 
alliances will free businesses to use 
multiple operators for their applications.

Companies will want to leverage 
connectivity between different clouds 
and infrastructures to weave apps 
together from components that live 
in different environments.

This distributed computing 
environment will be very resilient and 
will offer endless scalability because of 
the ability to link services.

To form these interconnected 
frameworks, solution providers will 
need to work together to simplify 
interoperability. New competition will 
arise, with each solution provider trying 
to offer the best package of services 
within an interconnected framework. 
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Enterprise SDN 
on the rise
The in-use software-defined networking 

(SDN) market, including ethernet 

switches and controllers, will reach 

$US13 billion in 2019, up from $US781 

million in 2014, as the availability of 

branded bare metal switches and use of 

SDN by enterprises and smaller Cloud 

service providers (CSPs) drive growth.

“The SDN market is still forming, and 

the top market share slots will change 

hands frequently, but currently the 

segment leaders are Dell, HP, VMware 

and White Box,” reports Cliff Grossner, 

Ph.D., Research Director for datacentre, 

Cloud and SDN, IHS Research.

“SDN will cross the chasm in 2016, 

with SDN in-use physical Ethernet 

switches accounting for 10 percent of 

Ethernet switch market revenue.”

According to Grossner, SDN still 

spells opportunity for existing and new 

vendors; the leaders in the SDN market 

serving the enterprise data centre 

will be solidified during the next two 

years as 2015 lab trials give way to live 

production deployments.

– James Henderson
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mobility

I f there were ever any doubt that  
Windows Phone  is dead, the release of 
Windows 10 should put them to rest . 

Microsoft  may continue to manufacture 
smartphones for years, but the devices 
will always remain barely even also-rans, 
racking up user share in the low single 
digits as far as the eye can see.

What does the release of Windows 10 
for desktops, laptops and tablets have to 
do the end of Windows Phone? Plenty, 
and not in a place you would expect to 
look. It’s in the small selection of built-in 
apps for the operating system.

With Windows 10, Microsoft is creating 
an architecture in which Windows’ look and 
feel spans devices. Whether you’re using a 
desktop, tablet or phone, you’ll see a very 
similar operating system. That architecture 
is more than skin deep. What Microsoft 
calls Universal Windows apps will run on 
all Windows 10 devices, whether they be 
desktops, laptops, tablets or smartphones.

Microsoft is betting that those Universal 
apps will be what saves Windows Phone. 
Apps sell phones, and one of Windows 
Phone’s major drawbacks has been 
that the operating system has far fewer 
useful apps than iOS and Android. With 

Windows 10, Universal Windows apps 
written for traditional computers will also 
run on phones. And Microsoft believes 
those Universal Windows apps will draw 
users to Windows Phone in droves.

Microsoft CEO, Satya Nadella, made 
that explicit  when he told ZDNet, “The 
reason why anybody would want to write 
universal apps is not because of our three 
percent share in phones. It’s because a 

billion consumers are going to have a 
Start Menu, which is going to have your 
app ... If anything, the free upgrade for 
Windows 10 is meant to improve our 
phone position. That is the reason why I 
made that decision. If somebody wants to 
know whether I’m committed to Windows 
Phone, they should think about what I just 
did with the free upgrade to Window.”

THE PROBLEM
 Here’s the problem, though: The 
Windows apps built into Windows 10 
are far from spectacular. And other 
Windows apps you can download from 
the Windows Store won’t get anyone 
to switch from iOS or Android to the 
Windows 10 version of Windows Phone.

Only a handful of Windows apps 
ship with Windows 10. There’s a useful 
calendar, a well-done mail app, nice 
sports, news, and food and drink apps, 
and a few more as well. They’re all 
pleasant enough. They’re all useful 
enough. But I won’t be using any of 
them on Windows 10, and I’m sure I’m 
not alone. The mail app isn’t as good as 
Gmail, especially Google Inbox. I don’t 
need apps to fi nd news, sports and recipes 
— I’ve got the Web for that. Google 
Calendar serves me well, so I don’t need a 
new calendar. These apps certainly aren’t 
anything that would make me, or almost 

anyone else, want to give up an iPhone or 
Android phone just so I can run them.

Even more to the point, you won’t fi nd 
new, knock-your-socks-off apps from third-
party developers built into Windows 10. And 
you won’t fi nd them in the Windows Store 
either. That’s because they don’t exist. Even 
though Windows has hundreds of millions of 
users worldwide, and is by far the dominant 
PC operating system, developers haven’t 

fl ocked to write what were once called 
Metro-style apps (and are now called, among 
other things, Universal Windows apps). That’s 
not about to change with Windows 10.

If Microsoft were serious about using 
Windows 10 to save Windows Phone, 
the company would have made sure that 
there were plenty of new apps available for 
Windows 10 at launch, to drum up interest 
in Windows Phone when the Windows 10 
update comes to mobile. That didn’t happen.

The few Microsoft-created apps and 
applications that might draw people to 
Windows Phone are available or will soon 
be available on iOS and Android. Offi ce 
already runs on those operating systems. 
The digital assistant built into Windows 
10, Cortana, will as well.

If you want to see the future of Windows 
Phone, follow the money, not Nadella’s 
public Windows 10 pronouncements. In 
early July, Microsoft wrote off $US7.6 
billion in losses because of its acquisition 
of Nokia — almost the entire value of the 
Nokia purchase. Last year, Microsoft laid 
off 18,000 employees, mainly related to 
Nokia. This year, it’s laying off another 
7800, primarily from its phone business.

That’s $US7.6 billion and more than 
25,000 layoffs. And that, more than vague 
hopes that developers will hustle to write 
Windows 10 Universal Windows apps, 
shows the future of Windows Phone. 

“YOU WON’T FIND NEW, KNOCK-YOUR-SOCKS-OFF APPS 
FROM THIRD-PARTY DEVELOPERS BUILT INTO WINDOWS 10”

WINDOWS 10: MICROSOFT LAYS ITS 
SMARTPHONE AMBITIONS TO REST

 PRESTON GRALLA

HTC One Windows 8 phone
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Dicker Data TECHx 2015 – Brisbane and Perth

FIRST TIME’S THE CHARM
The launch of CloudPortal, the chance to be a Lewis Hamilton-wannabe, and a Letterman-

esque talk show vendor chat meant its packed TECHx roadshow was a huge success

ALLAN SWANN

Homegrown distributor, Dicker 

Data, has hit the road across 

Australia with its first ever 

TECHx partner roadshow, 

using the opportunity to not only launch 

its CloudPortal, but for its key vendors 

to discuss their latest products and 

partner programmes. 

The first leg was held at Brisbane’s 

Convention Centre on July 28, followed by 

Perth on August 11. ARN was the official 

media partner, and editor, Allan Swann, MC’d 

the event in front of a full house, hosting one-

on-one talks with Dicker’s platinum vendor 

sponsors for the event, HP, Cisco, Microsoft, 

Lenovo and Toshiba.

As the distie cruises towards breaking 

the $1bn mark in revenues this year, the key 

announcement was made by Dicker Data’s 

general manager of sales, Cloud and vendor 

alliances, Yasser Elgammal, who introduced  

the company’s new CloudPortal offering. 

This is its newly launched destination for  

partners to manage subscriptions, 

renewals and other commitments for 

Cloud services across all its vendors.

Elgammal told attendees the key focus is 

on helping partners transition - no matter 

where they are on the journey. CloudPortal is 

based around five key pillars: Infrastructure, 

business continuity, security and compliance, 

applications and services. White-labelling 

was another key attribute he stressed, as it 

allows resellers to retain their own identity 

and branding.

CHANGES DISCUSSED
In terms of the Letterman-style one-on-

one vendor interviews, the theme was 

definitely focused on the changes apparent 

at each company.

HP’s Paul Gracey and Manpal Jagpal 

discussed the company’s split into HP 

Enterprise and HP Inc., the opportunities 

it presents to partners, and how they can 

take advantage of some of the new partner 

programmes and products.

Manpal Jagpal  (HP), Allan Swann (ARN)

Phil Meyer (Microsoft), Allan Swann (ARN)

Ben Johnson and Yasser Elgammal (Dicker Data)
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Similarly, Cisco’s Director of the Partner 

Business Group, Jason Brouwers, described 

his company’s shift from industry legend, 

John Chambers, to new CEO Chuck Robbins, 

what partners can expect from its new 

partner programme, and the emergence of 

the Internet Of Things (IoT) and the non-

traditional opportunities available.

Microsoft’s Brett Fraser and Phil Meyer, 

updated the audience on the Windows 

10 launch and what its channel partners 

can expect from its localised Azure Cloud 

offerings, alongside emerging tech such as 

Microsoft’s augmented reality tool, Hololens.

Lenovo A/NZ EBG Enablement Manager, 

Damian Nicetin, focused on the IBM x86 

server purchase, which Lenovo completed 

in September last year and the partner 

programmes and support network that 

have followed.

Nicetin, who came over in the acquisition, 

praised the new organisational structure and 

culture which he feels has fallen into place 

and matured solidly.

Toshiba product marketing manager, 

Justin White, spoke about the state of the 

mobile computing market, discussing the 

rise, fall and rise of both the tablet and laptop 

markets, and the changes he expects to see 

over the next few years, and how Toshiba is 

tackling the market with its new products.

Dicker Data founder and ARN Hall Of Fame 

inductee, David Dicker, is a renowned car 

racing buff, and the company is holding a 

nationwide Formula One competition, which 

sees attendees driving a simulated Albert 

Park track. Each city’s winner will get an 

Xbox One (and the trophy), with the national 

champion picking up a giant LED HDTV.  

Yasser Elgammal (Dicker Data)

Brett Fraser 

(Microsoft), 

Allan Swann 

(ARN)

Damian Nicetin (Lenovo)

The trade show

Daniel Campbell (Fujitsu) entertains prospective clients

Justin Jones and the Toshiba crew

Justin White (Toshiba)
Jason Brouwers (Cisco)
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