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In our lead feature, we talk to 
Melco Resorts & Entertainment, 

an award winning hospitality and 
casino business in Asia about its 
approach to digital transformation. 
The company is heavily invested in 
the cloud, uses AI to detect people 
who’ve been barred from the gam-
ing floor and blockchain to keep 
track of transactions.

Avery Palos, Senior Vice Presi-
dent and Global Chief Information 
Officer at Melco, says: “As we 
continue to apply digital to that 
journey, it makes us a smarter, 
faster, sharper operator, which 
again helps to parlay things like 
improving our customer ser-
vices, and growing revenue 
streams. Our Chairman and CEO 
Lawrence Ho has said that he 
believes that digital is the way out  
of this problem.  

If COVID can’t be resolved tomor-
row, which nobody thinks it will, the 
only way forward is digital – which is 
why building a digital presence is 
so important.”

Elsewhere we take deep dives into 
5G transformation, cloud security 
and analytics benchmarking. 
Our top 10 looks at the women 
leading some of the world’s big-
gest tech companies in the US. 
Read this to find out who ranked 
no.1 and is featured on the cover  
of this month’s issue.

Don’t forget to dip into our other fea-
tured content with the likes of SAP, 
Bell, T-Mobile, Archroma and NTT, 
plus many more.

As ever, your thoughts and com-
ments are always welcome. Do get 
in touch at:  
 
paddy.smith@bizclikmedia.com 
Paddy Smith
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With automated provisioning and insight-driven 
service assurance, Ericsson Dynamic Orchestration 
simplifies operations, moving you closer to the  
zero-touch experience. 

This means greater savings and shorter time to 
market.

ericsson.com/ 
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elco Resorts & Entertainment oper-

ates a suite of international integrated 

resorts, as Avery Palos, Senior Vice 

President and Global Chief Information Officer, 

explains: “The concept behind an integrated 

resort is a combination of hospitality, food and 

beverage, retail shopping, casino, entertainment 

and transportation. We’ve got operations in 

Macau, the Philippines and Cyprus with physi-

cal operating licenses to operate and manage 

casino facilities, and then we’ve got offices in 

Japan and are headquartered in Hong Kong.”

As a company of only around 20 years of age, 

it retains a dynamism with a positive drive which 

Palos believes makes the business’ stakeholders 

more receptive to changes. “It’s a fairly young 

company and so is the management which has 

helped us to deliver the goals of our digital trans-

formation initiatives. A lot of the challenges tend 

to be not about the technology, but more about 

changing people’s perceptions on how we work.”

M

Melco’s Avery Palos and 
Chang Lim on the ways digital 
transformation is becoming 
the differentiator in the 
integrated resorts industry
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+1 (650) 300 4335

info@intellectsoft.net

+44 20 3887 0078

info@intellectsoft.co.uk

US UK

Emerging technologies help the modern hos-
pitality industry to build innovative client-cen-
tric experiences. From comprehensive smart 
room solutions to data solutions to artificial 
intelligence, — Intellectsoft is a leading 
solution provider for guest service-first struc-
tures that exceed expectations of its clients 
with new technological conveniences.

Overseeing our digitalization journey, we  
explore technologies that already started 
changing the industry, such as:

Transformative mobile 
applications

Cloud and Hybrid infra-
structures

The Internet of Things 
and smart rooms

Intelligent online 
bookings, self check-in

AI-driven customer 
experience

Indoor positioning, 
beacons, GPS, Wi-Fi 
tracking, and more

OOne-click payments, 
loyalty programs

technologies, untangle complex issues that  
always emerge during digital evolution, and 
orchestrate ongoing innovation.

OOne of the biggest achievements we did was to 
work with one of the major Integrated Resorts 
in Macau to apply the full spectrum of our 
unique assets for developing a single-platform 
solution. After dozens of iterations, our team of 
experts manages to collaborate closely with 
our client's team to apply serverless, 
cloud-cloud-based, and edge technologies to create  
a unique ecosystem. 

With 13 years of innovative experience, we have 
completed over 560 successful projects, includ-
ing custom solutions for some of the most 
iconic brands in the world. 

Our clients succeed by leveraging Intellectsoft's 
process of building, motivating, and managing 
software development teams. Connect with 
our experts to promptly scale delivery capacity 
and get an intelligent extension of your team.

Vladimirs Vahromovs,
Chief Executive Officer, Intellectsoft

In today’s realms, hospitality leaders should 
allow technologies to predict them with high 
precision, attuning the guest experience 
on-the-go to fit personal demands.

Ultimately, our goal is to empower hospitality 
businesses to accelerate the adoption of new 

CHANGING THE WAY YOU REACH 
GUEST EXPERIENCE EXCELLENCE

CONTACT US

Shades

Smart TV

Guest Data and Loyalty Apps

IoT and Smart Room System

Contactless Check-in/Check-out

Smart Lock and Mobile Keyless Entry

Water Leak Detector

Smoke Alarm

Air Conditioner

Lighting

Motion Sensor

Digital transformation partner for hospitality leaders

Custom-Made Mobile 
Solutions for Hotels and 
Integrated Resorts

Designing Memorable Guest Experiences
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That’s beneficial, as digital trans-

formation in the integrated resort 

industry can be tricky to begin with 

owing to the wide-range of ser-

vices offered. “We need to manage 

casinos, hotels, restaurants, malls, 

transportation and also support the 

back office of the entire company in 

Macau, Manila and Cyprus,” explains 

Chang Lim, Vice President, Digital 

Transformation, “We’re lucky in that 

we get to see a lot of interesting 

stuff and develop a very cross-func-

tional view of the company. But when 

it comes time for us to actually bring 

everything together, there’s obvi-

ously a lot of coordination effort.”

Because of the ambition of the 

digital transformation project, an 

attendant focus on culture is a must. 

“To some degree there’s always a 

bit of a tendency to stay with what 

you know, and stay in your comfort 

zone,” says Palos. “Asking people 

to do things that are new or differ-

ent is always a bit of a challenge.” 

Overcoming that has required taking 

a grassroots approach. “We try to 

get people excited about new tech-

nology, because it might make their 

— 
Chang Lim, 
Vice President, Digital  
Transformation, Melco

“ We’re lucky in that 
we get to see a lot of 
interesting stuff and 
develop a very cross 
functional view of 
the company”
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life easier, either from the products 

and services that they’re giving to 

our guests or the consumption of it. 

Our employees, for instance, have 

an employee mobile which lets them 

consume a lot of the services as our 

guests do.” 

Lim concurs, emphasising the 

support of senior management for 

the digital initiatives they have put 

in place. Those initiatives are many, 

spanning a multitude of systems 

and business areas. “I think we’re 

operating over 80% on the cloud,” 

EXECUTIVE PROFILE: 

Chang Lim
Title: Vice President, Digital Transformation  

Company: Melco Resorts & Entertainment

Chang Lim is the Vice President of Digital Transformation for Melco Resorts 
and Entertainment, a well-established hospitality and entertainment 
business with a strong presence in Macau and the Philippines. Chang is 
currently taking a lead in overseeing Melco’s overall digital transformation 
strategic initiatives. He and his team partner with different 
business leaders in Entertainment, F&B, Hospitality, Retail, 
and backend offices to drive the necessary changes in Melco, 
with close oversight by the company’s Executive Committee. 
Ultimately, Melco’s focus is on ease and convenience for 
Melco’s guests and employees, creating exhilarating and 
engaging digital experiences and sustainable business 
growth. Chang Lim is an IT and Operations Executive 
with over 20 years of diverse working background 
across different industries and countries. Prior to 
joining Melco, he worked for multiple General 
Electric businesses, Nielsen and Marina Bay Sands.

19

technologymagazine.com



Amazon Web Services (AWS) is one of the world’s 
most comprehensive and widely utilised cloud 
platforms, as Senior Business Development 
Manager Eva Wong explains: “After building and 
running a massive ecommerce platform for over a 
decade, our parent company Amazon realised that 
it had developed a core competency in operating 
large scale technology infrastructure. To that was 
added a much broader mission of serving a new 
customer set, and that’s how AWS was born.”

AWS is at the forefront of cloud computing, which 
has revolutionised the world, not least in a 
business context. “Cloud computing means on-
demand delivery of IT resources via the internet,” 
says Wong. “AWS manages and operates a 
technology infrastructure in a secure environment. 
Businesses can access these resources through 
the internet to develop and run their applications. 
Capacity can grow and shrink very quickly 
according to your needs, with customers only 
paying for what they use.” Those capabilities allow 
for a much increased pace of innovation, with 
Wong seeing more and more enterprises 
undergoing cloud adoption for their own purposes.

That spirit is evident in its collaboration with Melco 
Resorts & Entertainment. “Melco started using the 
AWS platform to build their applications four  

years ago. With AWS scalability, agility and global 
presence, Melco is able to expand their applications 
globally in weeks, compared to months in 
traditional on-premise data centres.” Aside  
from the scale, Melco is also able to deliver 
bespoke customer experiences to guests via  
the MelSuite, the Smart-in-Room-Management-
System built on AWS by Melco’s DX Team. “With 
over 175 fully featured services  currently available 
on the AWS platform, Melco can be experimental 
and innovative,” says Wong. “They can test and try 
out new ideas with minimal upfront costs, and 
compute resources are readily available to them 
as they require.”

Wong sees the close working relationship as 
resilient going into the future, evolving alongside 
key trends such as know-your-customer initiatives. 

“The extension of customer experience is 
interacting with your guests digitally. We are 
seeing more interest in interactive video services - 
live streaming solutions that are quick and easy to 
set up and ideal for creating interactive video 
experiences for customers. With the COVID-19 
pandemic, that’s becoming a key focus as 
companies look for ways to keep the customer up 
to date, create a great customer experience and 
ultimately drive customer loyalty.”

AWS and Melco: transformation 
through the cloud

AWS’ Eva Wong on  
the company’s cloud 
transformation work 
with Melco Resorts  
& Entertainment

AWS is helping  
Melco Resorts  
Transform  
Their Business
Meco Resorts is utilizing Amazon Web Services 
 (AWS) to help enhance the experience of guests as it 
looks to scale operations. By running in the AWS Cloud, 
Melco's casino management system setup time  
has gone from 9 months to just 4 weeks.

"Customers expect to interact in many ways with 
our platform," says Martin Fuller, DX Platform 
Product Leader for Melco. "AWS helps us with that 
by providing a global presence and high availability 
infrastructure and services, so that our clients can 
have a consistent experience whether they're in a 
hotel room using the mobile app or enjoying some 
of our gaming systems."

Learn more
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says Palos. “And in some places 

such as Cyprus, we’re at 100%.” Lim 

adds that: “From a cloud perspective, 

we’re very agnostic, because we 

don’t want to depend on one single 

cloud provider. That’s why we dis-

tribute it across the different major 

players in the industry, such as AWS.” 

Emerging technologies play a 

significant role at the organisation. 

“We spend a lot of our time looking 

at how we can apply those kinds of 

technologies into our operations to 

help better serve our customers and 

guests,” says Palos. “We’re probably 

one of the first casino operators 

that actually adopted blockchains 

in part of our production environ-

ment.” One example is a blockchain 

used in the casino’s cage, to track 

all transactions for gaming activity. 

Melco also built a prototype called 

MelGuard for use in Japan. It uses 

blockchain as a mechanism for keep-

ing track of player activities, such as 

how long they’ve been inside in order 

to promote responsible gaming. 

“We’re actually considering building 
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a consortium using blockchain in 

Japan to share that information  

with both the regulator and other 

casino operators, because there’s a 

social mandate for it in the country,”  

says Palos.

AI and machine learning are 

another key focus, such as video 

analytics to analyse casino chips 

as they sit on a table and determine 

their colour and how many there are 

in order to understand how much 

is in the game – replacing human 

observers who are unable to keep up 

— 
Avery Palos, 
Senior Vice President and Global  
Chief Information Officer, Melco

“ We’re probably 
one of the first 
casino operators 
that actually has 
five operating 
blockchains in 
production”
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We set out to discover which businesses are 
best prepared for the future, and what those 
businesses are doing differently to the rest.  
In our report we explain what ‘future ready’ 
businesses look like, how they’re approaching 
emerging challenges in the business world 
and how they fared during the COVID-19 crisis.

Vodafone is one of the world’s leading telecommunications 
operators. “We’re on this journey right now of moving from 
being a traditional telco provider to being a tech-co,” 
explains Dan Beevers, President, Asia Pacific, Vodafone 
Business. “The purpose of Vodafone is connecting for  
a better future. With our expertise and global scale, we 
have that unique opportunity to drive positive change 
across society, connecting friends, families, businesses 
and government organizations.” 

Vodafone has been at the forefront of driving major 
technology trends in the industry, with 5G being one  
of the most exciting technologies to emerge of late. 

“Vodafone has been involved in leading efforts to trial 5G  
in cities across Europe,” says Beevers. “We’ve also taken a 
leadership role in global 5G research, for instance holding 
the chair of the Next Generation Mobile Networks Group.” 

The company embarked on a relationship with Melco 
Resorts back in 2015, when it addressed Melco’s need to 
connect global facilities across Asia and Europe to provide  
a consistent user experience and high quality IT network 

services. “Partnerships are all about trust. We built trust  
with Melco by making sure service was paramount  
and talking  in their language - now we provide them 
connectivity across nine countries around the world  
and are expanding the relationship into other areas such  
as Azure cloud services.” In 2018 the partnership was 
expanded around a VDI solution. “That’s a service which 
helps them acquire virtual desktop infrastructure. With 
that service, we provide a secure user experience, the 
ability to scale and also the ability to reduce costs whilst 
increasing efficiencies within their organisation.”

With technology changing at pace, a study conducted  
this year by Vodafone Business, called Vodafone  
Business Future Ready, uncovered a number of criteria  
for organisations to bear in mind to prepare themselves  
for the future. “It’s about having a positive attitude and  
a mindset that you need to change with the speed of the 
wider world of technology, being open to new technologies 
within your organisation, being able to adapt your people 
to your customers and to your competition, while actively 
planning for the technological future,” says Beevers.

Vodafone and Melco Resorts: 
connectivity partners
Dan Beevers,  
President, Asia 
Pacific, Vodafone 
Business, on the 
partnership with 
Melco Resorts and  
the possibilities  
of technologies  
such as 5GFuture Ready Report

Download the report here
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with the amount of activity. It helps 

to improve the accuracy of the game 

and reduce the amount of dispute. 

“We also use a lot of facial recog-

nition, as you can imagine,” says 

Palos. “To identify people who’ve 

been barred from the casino, and so 

on. We’re also starting to build out 

algorithms for dynamic offers and 

incentives. Say we just noticed that 

you won the jackpot. Let’s send you 

a bottle of champagne and make you 

an offer of a free hotel room so that 

you’ll come back and spend some 

more money next time.”

Casino tables, meanwhile, have 

always been higher-tech than you 

might imagine, requiring multiple 

computers stationed inside crev-

ices and corners to operate. “But of 

course, maintaining these comput-

ers can be time-consuming and 

resource-intensive,” says Palos. 

“They get beaten up as they age, and 

expose the casino operation to high 

failure rates and security issues. 

We boiled down the essence of 

that, and now we have converted to 

Raspberry Pis, believe it or not, using 

thousands and thousands of them 
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OUR PARTNERS

Intellectsoft has been an 
indispensable technology partner 
in our digital transformation 
journey for over three years now. 
During this time, the company 
demonstrated a high level of 
professionalism and agility 
working on multiple complex 
projects like multi-functional 
mobile system development, 
casino operating system, 
marketing solutions, and more. 
They helped to empower our 
products by adopting new 
technologies, untangle complex 
issues that always emerge during 
digital evolution, and play a 
prominent role in our ongoing 
innovation. Intellectsoft truly  
is an integral part of our digital 
roadmap, and we are happy  
to work closely with their 
engineering and product teams  
to drive innovation beyond.

Digital Transformation requires 
rapid adaptability. The adoption  
of new technologies and the 
exchange of complex information 
everyday requires expertise to 
bring the best of digital solutions. 
Rich of digital-savvy experts, 
Melco manages to collaborate 
closely with KEYTEO to address 
the surging demand of our 
Business Users to facilitate our 
daily operations in Mobile 
Applications, Cloud and Business 
Analysis by sourcing competent 
digital experts whenever and 
wherever we need them.

 

 

KWDEZN is one of our most 
valuable and trusted partners  
in developing new electronic 
hardware designs for our fast-
paced business. They permeate  
a positive and inclusive culture 
with a group of highly talented, 
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motivated team who always 
striving to enrich the customer 
experience. They understand the 
importance of balancing design 
with user needs and technology 
in order to add value to our 
product. Their open-mindedness 
is aligned with Melco beliefs 
which enable us to design one  
of the best kiosks in our industry. 
We look forward to our continued 
partnership with KWDEZN.

 

 

Choosing Amazon Web Services 
(AWS) is a no-brainer. We’ve been 
working with the team for over  
3 years and AWS is undoubtedly 
one of the most comprehensive 
cloud platform with unmatched 
experience and first-rated security. 
AWS has the most extensive global 
cloud infrastructure, it backs our 
worldwide expansion up perfectly. 
AWS has a huge range of service 
offerings and features which act as 
the enablers for Melco DX team to 
innovate and build faster, easier, 
and more cost-effective. Plus, they 

have one of the best talents in the 
industry– highly skilled, forward-
thinking, extremely responsive 
and trusted, an absolute delight  
to work with. We can depend 
upon them for our most business-
critical applications.

 

In our partnership with 
Thoughtworks, we have created an 
industry-leading digital journey 
through collaboration in a number 
of areas. These include designing 
and delivering new service 
ecosystem for customers on 
China’s most widely used social 
media platform WeChat, Melco 
and ThoughtWorks collaborated 
closely together to learn about 
diverse users’ behaviors, usage 
habits, and so on, ultimately 
delivering a WeChat Mini Program 
as the key customer touchpoint 
for engagement before, during and 
after the trip. Melco is the first in 
the resort and entertainment 
industry to make available direct 
hotel and restaurant bookings 
through a WeChat Mini Program.
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— 
Chang Lim, 
Vice President, Digital  
Transformation, Melco

as IoT devices.” Those have proved 

very versatile, as Palos explains. 

“That one Pi, which is a $25 com-

puter, takes the place of all those 

computers and runs the entire table, 

including the screens and the sig-

nage. In our guests rooms, too, we 

use these Pis to help control the AC, 

the lights, the curtains, you name it.” 

Partners have played a big role in 

making such a wide-ranging digital 

transformation possible, with Melco 

possessing a clear rationale when 

it comes to selecting those it works 

“ [We’re doing] all sorts 
of different things 
that maybe a person 
might have done in 
the past, but it’s now 
safer to do with less 
human interaction”

Our Main Focus Is on Developing in 
Yokohama: Melco Resorts’s CEO

CLICK TO WATCH  |  7:11
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with. “The one thing that we try to 

do is try to find tech partners that 

have unique products and services” 

says Lim. “Even if it’s tangential to 

our industry, it may not be anything 

that’s used in our industry at all right 

now, we like to engage with them 

and see if there’s an opportunity to 

integrate them into our digital trans-

formation ecosystem.”

The ongoing COVID-19 pandemic 

has presented challenges, as with 

essentially all businesses around the 

globe, but Melco’s technology has 

risen to the challenge. One initiative 

which has been accelerated is the 
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practice of having digital, mobile 

app-based digital tokens rather 

than physical ones. Melco is also 

exploring removing as much human-

to-human interactions in some of 

the business operations, with both 

initiatives removing a potential 

mechanism for the transmission of 

the virus. “We also have more robots 

running around,” says Lim. “Helping 

with cleaning, checking tempera-

tures, delivering drinks – things that 

maybe a person might have done in 

the past, but it’s now safer to do with 

less human interaction.”

Melco Resorts and Entertainment’s  
Digital Transformation

CLICK TO WATCH  |  3:42
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Palos is clear that such initiatives 

mean the future is bright for the 

company, with a current focus on 

acquiring licenses for new jurisdic-

tions in Japan, such as Yokohama. 

“As we continue to apply digital to 

that journey, it makes us a smarter, 

faster, sharper operator, which again 

— 
Avery Palos, 
Senior Vice President and Global  
Chief Information Officer, Melco

“ As we continue to apply 
digital to that journey, 
it makes us a quicker, 
faster, sharper operator”
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helps to parlay things like improv-

ing our customer services, growing 

revenue streams and new licensing 

opportunities. Our CEO has said that 

he believes that digital is the way out 

of this problem. If COVID can’t be 

resolved tomorrow, which nobody 

thinks it will, the only way forward is 

digital – which is why building a digital 

presence is so important.”
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floodgates to endless oppor-
tunities for businesses in our 
digitally transformed age.
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According to the latest data, over 

the next 12 months, there will be        

 an estimated 438 million 5G 

connections globally.

These connections will deliver the 

performance required for our increas-

ingly connected society. Low latency, 

ultra-fast connection speeds and high 

bandwidth are just a few of the benefits 

5G will bring to global commerce in the 

coming months. These emerging tech-

nologies will be a critical enabler of new 

business services and products that 

will drive companies forward in terms 

of efficiency and innovation.  

5G IMPLEMENTATION
The rollout methodology behind 5G’s 

implementation is already vastly differ-

ent from the systems that were used 

to introduce 4G LTE. Right from the 

network’s edge, 5G is being installed  

on industry-standard servers with a 

software virtualisation level running 

above them.

The software-driven element of 5G 

enables communication service provid-

ers to offer more products with high 

performance, better security, network 

slicing, virtual networks, and more flex-

ibility than ever before.
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It is estimated that by 2025, a third of  

the world’s population will have access to 

5G networks. China is leading the charge 

and installed an estimated 580,000 5G 

base stations in 2020. 

Dr Paul Carter, CEO, Global Wireless  

Solutions (GWS), explains, “The poten-

tial of fully-deployed 5G represents a 

real step-change from current and pre-

vious generations of wireless network 

technology. Significant enhancements  

in speed, latency, capacity, reliability 

and overall wireless performance all 

point towards 5G as being a game 

changer for the future of consumer 

and industrial IoT applications.”

He continues, “Reduced latency, 

for example, will be vital for the safe 

and effective operation of real-time 

applications such as connected and auto 

nomous vehicles and remote robotics.”

Sean Roberts, GM of Public Cloud at  

Ensono, agrees, saying, “Telcos are 

pushing hard to meet the skyrocketing 

market demand for next-generation net-

works technology, and cloud offers them 

a potent asset to deliver 5G at pace: 

cost-effective, scalable, and flexible 

technology – unmoored from the previ-

ous reliance on physical equipment.”

— 
Dr Paul Carter, 
Global Wireless  

Solutions

“ The potential of fully-
deployed 5G represents  
a real step-change from 
current and previous 
generations of wireless 
network technology ”
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DIGITAL OPPORTUNITIES
The impact of 5G on digital transfor-

mation is a game changer – not only 

for telecom communications but for 

technological development. Edge com- 

puting and 5G are also inextricably 

linked and are positioned to significantly 

enhance the performance of applica-

tions, enabling huge amounts of data to 

be processed in real-time.

Mobile edge computing reduces lat-

ency, and 5G increases speed by up to 

ten times that of 4G, thus introducing 

compute capabilities into the network, 

closer to the end-user. 

“Interestingly, but not unexpectedly, 

big tech players like Microsoft and 

Amazon are now putting a lot of energy 

into this area of edge computing, explor-

ing new network designs to optimise 

data flow in and around cities and enter-

prise sites,” points out Roberts.

The introduction of 5G networks allows  

enterprises to capitalise better on edge 

computing, which moves compute and 

analytics closer to the points where data 

is generated and used, rather than send-

ing the data to and from servers in cloud 

data centres.

In smart manufacturing terms, this 

enables AI solutions to analyse data 

in real-time, at the point of production, 

which streamlines the process, boosting 

production and efficiency. 

Carter says that 5G is much more effi-

cient at utilising available mobile network 

capacity and spectrum, more connected 

devices will be able to function simulta-

neously on the same network. 

He explains, “5G massive MIMO (multiple- 

input, multiple-output antenna systems),  

for example, should play a crucial role 

in unlocking an IoT-powered future 
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—  
Sean Roberts,  
Ensono

“ Big tech 
players are 
putting a lot 
of energy  
into edge 
computing”
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where potentially billions of devices are 

transmitting and receiving data at once, 

and where machine-to-machine com-

munication is much more widespread. 

Also, think 5G small cells – located 

closer to the devices and requiring 

less power from the device for RF 

(radio frequency) transmission.”

With so much connectivity, security 

protocols also need to be watertight, 

says Ascertia’s CTO, Mike Hathaway. 

Mr. Ian Watson, CEO of Cellcard Cambodia and 
Royal Group in ICT division is widely known in the 
telecommunications industry as a leading evangelist 
and thought leader for 5G and digitalization.

Under Ian’s leadership, Cellcard has achieved 
more than 30 industry awards during the past 
three years including the dominant share of Ookla 
Speedtest and Open Signal awards. 

He is also a regular keynote speaker at major industry 
events such as Mobile World Congress, Telecom 
Asia, 5G Asia and TM Forum. 

On November 12, he was invited to give speech at 
the online 5G Core Industry Roundtable of the 11th 
Global MBB Forum 2020, hosted by GSMA and GTI. 

Mr. Ian mentioned that Cambodian Royal Group 
has a strong demands on 5G to bring ultimate and 
immersive experience for its customers from TV, 
Banking, Insurance, Hydroelectric, Railway, Security 
Solutions, Resort, and Mobile payment. With 5G 
B2B, sparks new round of intelligent connectivity 
revolution in all scenarios and sectors such as; 
wireless broadband, Campus, Manufacturing, Port, 
Transportation, and Public Safety. 

“5G, paired with AI, fast tracks digitalization, not 
only for us individuals, but also for industries,” he 
continues. “In addition, diversified business models 
are required to achieve the optimal return on 
investment so that both consumers and enterprises 
can enjoy the benefits of 5G.”

Cellcard is on the road to 5G and have completed 
the first 5G SA trail in 2019. At the very beginning 
of 2020, amidst the COVID-19 epidemic, Cellcard 
supported Ministry of Health with 5G telemedicine 
technology for distance diagnosis. In 2021, Cellcard 
will launch 5G NSA network and will evolve to 5G SA 
Commercial Network in near Future.

On the Road to 5G

Ian Watson,
CEO of Cellcard

Cambodia



“ Establishing a virtual 
private network (VPN) 

between endpoints and 
the core infrastructure 

mitigates the threat ”
— 

Mike Hathaway, 
Ascertia

“Establishing a virtual private network 

(VPN) between endpoints and the core 

infrastructure mitigates the threat. 

It adds encryption and authentication 

while eliminating tampering and sniff-

ing vulnerabilities.”

 

IOT AND 5G
The Internet of Things (IoT) is a vast 

and increasingly complex space. 

Anything that harnesses the power  

of the internet to enhance processes  

is part of it. That means the sheer vol- 

ume of data traffic has reached maxi-

mum levels. 

The continuous exchange of data 

puts a strain on networks, battery life 

of the devices and contributes to data 

gravity, as 4G bandwidths struggle at 

full capacity. But 5G looks set to change 

all that as the new wireless network will 

see an estimated 90 per cent reduction 
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in network energy usage, with up to 10 

years’ worth of battery life for low power 

IoT devices.

In a recent blog post, Paolo Colella, 

the former head of India Region for 

Ericsson, explains, “Operators have 

excelled in connecting phones, tablets, 

and other devices, but connecting and 

managing growing numbers of cars, 

machinery sensors and consumer 

electronics profitably will require 

— 
Dr Paul Carter, 
Global Wireless  
Solutions

“ 5G could 
well become 
the IoT’s 
best friend”
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inno-vative business models. Today, 

the vast majority of operator IoT 

reven-ues come from connectivity, 

but in the next five years, the revenue 

will also come from service enable-

ment platforms, apps, and services.”

Carter agrees, saying, “When all is 

said and done 5G could well become 

the IoT’s best friend. It works well with 

low-powered IoT devices, it provides 

high data transfer rates when needed 

and it can be sliced to manage specific 

IoT applications. It’s also becoming the 

new network norm, and it’s poised to be 

more ubiquitous than current wireless 

mobile networks.”

 

FUTURE FOCUS
Such a confluence of emerging tech-

nologies looks set to transform far more 

than commercial markets. Manufacturing 

and the data centre industry is already 

benefiting from the edge and 5G technol-

ogy in some regions. These innovations 

have exceeded expectations in creating 

greater energy efficiency, reducing car-

bon emissions, managing maintenance 

systems, improving production and en-

hancing connectivity.

Carter adds that low energy dev- 

ices will be a leading trend in the  

5G IoT marketplace. “It comes down  

to a trade-off between power and  

data transfer capabilities,” he says.  

“Devices generally need to be as  

low-power and self-sustaining as  

possible while still having sufficient 

capacity and capability to transmit  

and receive the volume and type of 

data necessary for the product or  

service to be effective.”
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SOFTWARE:  
The Future of Risk

With great transformation comes 
great vulnerability. We look at the 
future of enterprise cybersecurity 
in an online world

48

F E B R U A R Y  2 0 2 1

C L O U D  &  C Y B E R



49

technologymagazine.com



A recent report by the UK 

gov ernment on cybercrime 

reveals 46 per cent of busi-

nesses that identified breaches or 

attacks in 2020, experienced them  

at least on a weekly basis. 

The number of attacks has risen 

considerably since 2017 – and the 

nature of breaches continues to 

evolve.This forces security experts  

to continually play cat and mouse in a 

swiftly expanding digital environment 

where vulnerabilities increase with the 

amount of technology connected to it. 

CLOUD 
The bigger they are, the harder they fall, 

or so it seems following the devastating 

breach recently suffered by Microsoft 

and the mid-December outage experi-

enced by Google, the cause of which is 

yet to be officially confirmed. 

While details are still emerging, the 

SolarWinds attack is the most critical 

of its kind in recent times. According to 

Microsoft, the hackers infiltrated a server 

used to build updates for the SolarWinds 

Orion Platform, a product used for IT 

infrastructure management. 
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The hackers inserted a backdoor 

malware into the compromised server 

product. This resulted in any customers 

who downloaded the updates also get-

ting infected with the malware. 

Though not all infected customers 

suffered attacks, the malware was used 

for large network strikes against several 

critical and sensitive organisations.

Speaking to Technology, Joe Shenouda, 

CEO of the Netherlands-based Cyber 

Consult, says corporations must priori-

tise their security. “Data breaches and 

leaking databases are still a huge reality. 

Microsoft lost its source code to Russia 

and Nissan’s whole Git code repository. 

Many trade secrets were compromised 

already this year and it’s only January. 

In short,” he says, “secure your data.”

 
REMOTE ACCESS
According to the Bureau of Labor 

Statistics, only 29 per cent of the US 

workforce was able to work from 

home before the COVID-19 era.  

By June 2020, the number had risen  

to 42 per cent, and the latest poll in 

the third quarter of 2020 showed 62 

— 
Joe Shenouda, 

Cyber Consult

“Data breaches and 
leaking databases 

are still a huge 
reality”
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—  
Nikhil Chodankar,  
Prudential Services Asia

“ IoT security 
will be a 
trend in the 
future”
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the security landscape in 2020, with 

some companies paying a stiff price 

for the attacks it has caused them.

Nikhil Chodankar, a senior security 

analyst at Prudential Services Asia, 

describes the cyberthreat situation 

as critical. He says, “It is projected that 

by 2025, there will be around 21 billion 

IoT devices. This means more devices 

will be interconnected bringing in more 

complexities and huge data to manage 

and analyse. This will create challenges 

for security professionals to under-

stand the underlying technologies, 

how to secure IoT devices and the data 

it transmits. We have already seen 

POC where cars/airplanes systems 

have been hacked. IoT security will be 

a trend in the future.”

Companies need to observe strict 

protocols when considering work-

from-home implications to security, 

remarks Shenouda. “There is a huge 

gap between having no security and 

going ‘directly’ on the internet from 

home, to being fully protected by VPN 

and other security tools that a multi-

million-dollar company infrastructure 

can offer users,” he says.  

per cent of staff were, or had, operated 

remotely during the lockdown. 

The work from home mandate has 

saved many businesses from oblivion, 

but it has also opened the floodgates to 

new hacking vulnerabilities as compa-

nies rushed to implement new remote 

systems and provide their workforce 

with off-site access to networks. 

The more devices are linked externally 

to a network, the greater the chances of 

a breach. The rise of personal devices 

used for work purposes has also altered 
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“ The scale and 
variation of 
attacks will be 
ever-increasing”
— 
Joe Shenouda, 
Cyber Consult
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FUTURE SAFE?
According to statistics released by the 

US cybersecurity firm Purplesec, the 

complexity and ferocity of cyberattacks 

are on a swift, upwards trajectory.  

For example, in 2009, the total num-

ber of malware infections reported 

by US companies was 12.4 million. 

Fast-forward a decade to 2018 and 

that figure jumped to 812.67 million.

A recent report by security experts 

Acronis has also dubbed 2021 as the 

“year of  extortion” because ransomware 

continues to be the most prominent 

cyberthreat. One strain called Maze 

ransomware was widely used in 2020, 

accounting for almost 50 per cent of all 

ransomware cases.

Awareness and vigilance are critical, 

say, experts, as statistics show that 

more than 1,000 US companies had 

their data leaked after not giving in to 

ransomware demands during 2020, 

and this trend looks set to accelerate 

into 2021.

Are we likely to see fewer, but more 

serious, security breaches in the future 

if companies close their vulnerabilities? 

Unfortunately, not, says Shenouda.  
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“There will definitely be more [breaches] 

and as the attack surface grows for 

many organisations, the scale and varia-

tion will be ever-increasing. This is a fact 

– not a prediction.”

He says that a worrying number  

of companies are poorly equipped  

for the inevitable onslaught, with 

huge variations in cybersecurity pre-

paredness. “There is a lot of variation 

in cybersecurity maturity and the 

state of company infrastructures, 

for example on-prem versus cloud-

based systems.”

—  
Nikhil Chodankar,  
Prudential Services Asia

“ We will see 
more complex 
and bigger 
security 
breaches in 
future”
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Chodankar agrees. “We will not see 

fewer [attacks], but more complex and 

bigger security breaches in future,” 

he says. “With the tools and exploits 

being readily available on the internet 

and even in the darknet, enterprises 

are always vulnerable to attacks.”

However, solutions are available, 

he points out – and many companies 

are ahead of the game. “We are see-

ing the trend of AI/machine learning, 

introducing more complex bots in 

the picture. A good bot protection 

solution is what companies should 

look towards. We have seen the rise 

of DDOS attacks lately which affects 

the availability of the resources. 

Enterprises have now started taking 

security into consideration and have 

deployed a good DDOS prevention 

solution in their perimeter.”

Shenouda adds, “One thing is for 

sure, cybercrime is ever evolving and 

thus cybersecurity systems within 

companies should move at a faster 

pace to keep up. Standing still in this 

field means almost certainly that you 

will face issues in the near future.”
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A s data and its analysis has moved 

out of the hands of specialised data 

scientists into much more accessible, 

enterprise-wide settings, it has become ever 

more important to have a clear idea of data 

management strategy and the best practices  

it involves.

One such approach, DataOps, involves con-

necting data creators and  data consumers.  

According to a report authored by data stor-

age company Seagate and IDC,the majority 

of businesses consider DataOps to be at 

least very important, with 71%, 72% and 73% 

of those seeing a boost in customer loyalty, 

revenue and profit respectively. Rose Hiu, 

Vice President Global Marketing and PR at 

Seagate says DataOps “means ensuring 

data classification is robust but flexible, and 

each data set has a designated purpose. 

Companies should view DataOps as the 

missing link in their data management, where 

integration takes the centre stage.”

As the volume of data we produce 
balloons in size we explore the 
remedies, with insight from 
representatives of Alteryx,  
Seagate, Segment and more
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“Now, not only do 
businesses understand 
the value of data, but  

they also understand the 
risks and problems that 

can arise if data is not  
handled correctly” 

—  
Jean-Michel,  

Senior Director Data  
Governance, Talend
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Whichever approach is taken, there 

are a number of shared core tenets 

to managing data, such as ensuring 

a high level of quality is maintained. 

That wasn’t always the case, however, 

as Jean-Michel, Senior Director Data 

Governance, Talend, explains: “Not so 

long ago, most businesses believed 

data quality was not their concern. 

However, now, not only do busines-

ses understand the value of data, but 

they also understand the risks and 

problems that can arise if data is not 

Key takeaways from 
Seagate and IDC’s 
Rethink Data report:

“Every day, businesses prove 
that data holds tremendous 
value when captured, stored, 
and leveraged to its full extent—
an increasingly difficult task in 
a rapidly changing multi-cloud, 
multi-edge world. The explosion 
in data creation, coupled with 
the increasing need to mobilize 
and analyze it at unprecedented 
volume and speed provide a 
complex backdrop. Meanwhile, 
resource scarcity and technol-
ogy limitations exacerbate 
enterprise pain points as IT 
architecture and data man-
agement practices evolve to 
capitalize on the enormous 
opportunity to put more data  
to work.”
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handled correctly. The idea that data is 

an asset is finally becoming mainstream.”

That level of care must be present 

from the beginning, or else the whole 

project will be built on shaky foundations.  

Hiu says: “we advise companies to 

identify and classify their information 

streams appropriately. They must 

ask where data will be stored, what 

type of data will they be acquiring, and 

whether it will be sales data, employee 

time logs, or IoT assets? Data manage-

ment solutions can save significant 

amounts of time here via automating 

these processes, but its vital IT decision-

makers determine the right protocols at 

the outset.” 

That’s made easier if the ways of inter- 

acting with data themselves are demysti-

fied, as Alan Gibson, Vice President of 

EMEA, Alteryx, explains: “Without any 

hesitation, making data and analytics 

more accessible and intuitive needs to  

be the key priority as we move into 2021  

and beyond. Organisations can only  

achieve effective data-driven trans- 
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“ Making data and analyt-
ics more accessible and 
intuitive needs to be the 
key priority as we move 
into 2021” 
—  
Alan Gibson,  
Vice President of  
EMEA, Alteryx
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formation when they promote an 

analytics culture. This means bringing 

everyone in the company along on the 

journey by democratising data.”

Organisations stand to gain eve-

rything from making that leap, and 

indeed proper data management 

may be a prerequisite for success  

in increasingly digital economies.  

“The future is amplifying human intel-

ligence through self-service data 

analytics platforms,” says Gibson. 

“Removing the need for a data sci-

ence degree, these platforms mean 

anyone can be elevated to data analyst. 

 Empowering data workers to quickly 

build repeatable AI -informed predictive 

models without the need for coding or 

performing complex statistics.”

The fact that demand for data sci-

entists is increasing shows that there 

remain plenty of challenges in data 

management that require human inge-

nuity to fix, however. While machines 

might be getting smarter, they are 

only ever as good as the data they 

are trained on, all of which requires 

proper labelling. “The effort required 

at present to manipulate data into a 

meaningful and query-able format is 
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a challenge,” says Simon Cole, CEO at 

Automated Intelligence. “80% of data 

a company holds is unstructured; this 

data is challenging to examine, bring 

structure to and extract value from.”

There’s also the question of so-called 

“legacy” data hanging around organi-

sations, which may differ in format 

and pose a risk of making data sets 

unreliable if not properly cleaned. 

Along similar lines, the multiple sources 

of data available to a modern company 

must be brought together if they are 

to be of any use. “The biggest chal-

lenges come from data fragmentation,” 

says Tido Carriero, Chief Product 

Development Officer at Segment. 

“As the number of customer touch-

points balloons, it becomes harder  

for businesses to ensure that they 

have a complete and reliable under-

standing of their customers.”

Carriero emphasises that the big-

gest challenges all fall under this 

umbrella of improper coordination. 

“Similarly, data silos can prevent 

teams from getting the data they 

need, and create blindspots which 

can result in security and privacy issues.  

— 
Tido Carriero, 
Chief Product Development  
Officer, Segment

“ As the number of 
customer touchpoints 
balloons, it becomes 
harder for businesses  
to ensure that they have  
a complete and reliable 
understanding of  
their customers”
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Other common challenges relate to 

having incomplete or unreliable data. 

Many companies are still using hap-

hazard data capture methods that 

don’t update in real time, while others 

have no clear system for making 

sense of their data and putting it to 

effective use. Unless it can be acti-

vated, data is a useless resource, so 

this is a real missed opportunity.”

As society becomes ever-more data-

hungry, the correct management of said 

data will only become more important.  

Taming the vast volumes of data 

produced daily will be key to the 

continuing improvement of artificial 

intelligence, as Cole explains: “80%  

of the time spent by data scientists  

is in manipulating data to get it into  

a form that is useful. Repeatable auto- 

mated and intelligent capability around 

data capture, lineage tracing, quality 

and insight for AI and machine learn-

ing are required to standardise data 

management in an open and trans-

parent manner.”
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We take a closer look at the top female 
tech CEOs, ranked based on company 
size derived from the Fortune 500 list 

of companies

WOMEN  
TECH LEADERS  
In the United States

WRITTEN BY  WILLIAM SMITH
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Lori J. Ryerkerk 
Chairman, CEO and President, Celanese

Technology and materials firm Celanese, based in Irving, Texas, 

operates 25 plants and six research centres worldwide. The company  

is the world’s leading producer of acetic acid, but also develops fuel 

and industrial materials technology. Its CEO is Lori J. Ryerkerk, who 

ascended to the role in May 2019, before being named Chairman in 

April 2020. A graduate of Iowa State University, she previously held 

executive roles at the likes of Shell and Hess Corporation.
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Nazzic Keene  
CEO, SAIC

SAIC, or Science Applications International Corporation provides IT 

support in the form of government contracts. 466th on the Fortune 500, 

its CEO is Nazzic Keene, formerly its COO, who attained the role in 

August 2019, having joined the company in 2012. Previously, she worked 

as SVP and GM at CGI, and also at American Management Systems. 

She holds a Management Information Systems degree from the 

University of Arizona.
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Lisa Su 
President and CEO, AMD 

Semiconductor company AMD is a leader in central and graphical 

processing units, competing with Intel and Nvidia respectively. Lisa Su 

has been President and CEO since 2014, previously serving as SVP and 

GM, Global Business Units. Before joining the company, she occupied 

a number of roles in the semiconductor industry, including at Texas 

Instruments, IBM and Freescale Semiconductor. She is an alumnus of 

MIT, having studied for a PhD in Electrical Engineering.
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Reimagine
the impossible

Bring together people, data, and processes to transform 
your organization.

With the latest in AI technologies, you can engage your customers 
in new ways, empower your employees more than ever before, and 
optimize operations to become an industry leader. Start your digital 
transformation today. 

Get started
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07

Kathy Mazzarella 
Chairman, President and CEO, Graybar

Graybar serves as both a wholesale technology business in areas 

such as networking hardware and a provider of supply chain 

management software. 415th on the Fortune 500, the company has 

been led by CEO Kathleen Mazzarella since 2013. She has been at  

the company since 1980, having served in various VP, SVP and EVP 

roles along the way in areas including HR and sales and marketing. 

She studied for an MBA at Webster University.
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Christine A. Leahy 
CEO, CDW

IT products and services firm CDW corporation is ranked 178th  

on the Fortune 500. CEO and President Christine A. Leahy was 

previously the company’s Chief Revenue Officer and Senior Vice 

PResident, International. Before joining the company, she was a 

corporate partner at business law organisation Sidley Austin.  

She possesses a bachelor’s degree from Brown University and  

a Juris Doctor degree from Boston College Law School.
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Margaret Keane 
CEO, Synchrony Financial

Financial services company Synchrony Financial is increasingly active  

in the fintech space, with products such as an AI virtual assistant.  

The company is ranked 170 on the Fortune 500 list. CEO Margartet 

Keane has been in the role since 2011, prior to which she served as 

CEO of its predecessor, GE Capital Retail Finance. She started her 

career at Citibank, and was educated at Saint John’s University, 

achieving a BA in Government & Politics and an MBA in Marketing.
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Kathy Warden 
Chairman, CEO and President,  
Northrop Grumman 

Defence technology firm Northrop Grumman is one of the biggest 

names in the defence industry, having been founded in 1995 from the 

merger of Northrop Aircraft and Grumman Aerospace. CEO Kathy 

Warden joined the company in 2008. Previously, she was the company’s 

Chief Operating Officer, and before that worked at fellow aerospace 

and defence companies General Dynamics and Veridian Corporation. 

She holds an MBA from George Washington University.
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Safra A. Catz 
CEO, Oracle

Enterprise technology firm Oracle Corporation is particularly known for 

its database management systems. Founded in 1977, it is 82nd on the 

Fortune 500. CEO Safra Catz attained the role of CEO in 2014, having 

been on the company’s board of directors since 2001 and having served 

as both CFO and President. A billionaire, she is a graduate of the 

University of Pennsylvania Law School.
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Carol Tomé
CEO, UPS 

While UPS is best known for its package delivery business, the company 

has technological offerings including a suite of ecommerce solutions for 

small and medium-sized businesses. CEO Carol Tomé was previously 

Chief Financial Officer of The Home Depot, but has been on UPS’ board 

since 2006. She possesses a BA for the University of Wyoming and an 

MBA from the University of Denver.

02UPS CEO on how the company has planned 
for peak season ‘for months’

CLICK TO WATCH  |  2:10
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Mary Barra 
Chairman and CEO, General Motors 
 
GM earns its place on this list thanks to the trend for automo-

tive companies to become increasingly technological, with GM 

testing autonomous vehicles on public roads starting in 2016. 

CEO Mary Barra is the first female CEO of a major automotive 

company and a long-term employee, having spent her entire 

working life at the company. She studied for a BSEE in Electrical 

Engineering at Kettering University, and an MBA at Stanford 

University Graduate School of Business.

GM to Increase Truck Production  
Amid Rising Demand: CEO Barra

CLICK TO WATCH  |  6:08
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WHY 5G MATTERS: 
SAP’S 5G COUNCIL 
EXPLORES THE 
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itting in his Palo Alto, California office at the 

height of the latest COVID-19 lockdown, 

Frank Wilde, VP of the Global Center of 

Excellence at SAP, could be less than enthusias-

tic about the state of the world as we enter 2021. 

However, nothing could be further from the truth. 

Wilde is here to discuss SAP’s 5G Council,  

the innovative role it is playing around the world in  

the deployment of the technology, and the oppor-

tunities that 5G brings – which have been  only 

heightened as COVID-19 has acted as a catalyst  

for digital transformation.

“We launched the 5G Council with the intent to pull 

together a unified value chain,” says Wilde. “We feel 

the power of 5G, as well as edge computing is really 

taking much more of a consortium approach – real-

izing that no single organization provides the core 

capabilities. It’s really interlocking capabilities that 

brings 5G to life.”

The 5G Council includes leading technology part-

ners from around the world, covering all aspects of  

5G implementation and opportunity. That includes  

the likes of Verizon providing connectivity, hardware 

S

Frank Wilde, VP of the SAP 5G 
Council, examines the incredible 
opportunity that 5G brings 
for network providers, their 
customers, and end users
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from telco hardware providers, and 

device strategy from device manufactur-

ers. As we said, it really is the great and 

the good of the 5G universe. Or as Wilde 

puts it, “Distinct organizations that can 

look left, look right, and really see where 

their value proposition fits across the 

entire value chain.”

SAP launched the 5G Council in June 

of 2018, and the members get together 

around twice a year. The agenda is how 

to affect change and drive innovation. 

Wilde says it is important for SAP to be 

seen as leading this charge.

“We’ve got 440,000 customers,”  

he says. “So for us to move the needle, 

to move beyond our core, our legacy, 

we see that we have an exciting oppor-

tunity to help our customers innovate 

in terms of how they operate their 

business, as well as how they engage 

with their consumers or their custom-

ers moving forward.”

“So whether it’s in retail or manu-

facturing or healthcare, we are 

uniquely positioned because SAP’s 

strength is serving as that core 

within the organization.”

SAP 5G | Frank Wilde | 5G

CLICK TO WATCH  |  1:15
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EXECUTIVE PROFILE: 

Frank Wilde
Title: Vice President   Industry: Computer Software   

Location: San Francisco Bay Area

Frank Wilde leads data and data science innovation focused on public and private 
sector customers as the vice president for SAP’s Global Center of Excellence.  In 
this role, Frank partners with data scientists and platform architects to spark 
innovative thinking with SAP’s customers through a combination 
of data science and design thinking. In addition, Frank leads SAP’s 
5G innovation strategy with global telecom providers.

Frank is a seasoned executive with a track record of success in 
product and sales innovation.  Before joining SAP, Frank led 
software development and sales innovation teams at Apple, Dell, 
and HPE. In addition, Frank spent 9 years with Deloitte 
Consulting leading digital transformations with public 
and private sector customers.  Also, he began his 
career as a software engineer building CRM and 
supply chain applications before transitioning into 
management consulting.

Frank attended UCLA for college, earned an MBA 
from Duke University, and served as an officer in 
the Navy. He is based in Palo Alto, and his email is  
f.wilde@sap.com

What SAP has done with the 5G 

Council is take corporate strategy, prod-

uct strategy, and partner strategy, and 

look at those in a unified manner. This 

leads to discussions on new operating 

models and new monetization strate-

gies. It is complex yet exciting to look at 

5G solutions through a new lens.
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Deloitte prepares for the 5G revolution
Advanced connectivity – and 5G in particular – is about to transform 
industries and companies. A panel from Deloitte explains why.

5G represents a turning point for enterprise 
technology and digital transformation.  
A panel of communications and technology 
experts from Deloitte has come together  
to explain why advanced connectivity is a 
game changer.

Rob Kasegrande is a managing director  
in Deloitte’s Technology, Media and 
Telecommunications (TMT) practice and 
leads Deloitte’s 5G and Edge Computing 
practice. “Our clients are looking at 
advanced connectivity solutions as a way 
to gain advantage, whether it’s by creating 
new revenue models or creating innovative 
efficiencies in their operations, or just 
operating with a more agile and digital 
infrastructure.”

Jack Fritz is a principal in Deloitte’s TMT 
practice and also leads the 5G and Edge 
Computing practice. He adds, “We work 
with clients to help them understand  
the opportunities and potential risks 
associated with 5G and edge computing. 
And then we help them design, build  
and operate their solutions, including  
the underlying infrastructure with our 
ecosystem partners, and ultimately realize 
value for their business.”

Deloitte is working with SAP to bring 
frictionless ecosystems to businesses.  
Jerry Hoberman, Principal and Americas  
SAP practice leader at Deloitte, says,  
“We’re spending a lot of time with SAP  
to both architect and engineer industry 
cloud solutions. The success of those 
solutions is really dependent on having a 
clean ERP and, more importantly, being able 
to unlock industry-specific edge solutions 
and microservices to where the value is.”

“It’s a tectonic shift,” says Kasegrande.  
“5G is going to connect billions of devices 
using an advanced network and be able  
to consume massive amounts of data at 
higher speeds with higher reliability.  With 
edge, processing the data will be real-time, 
which will lead to real-time operations  
and decisioning across industries. For 
example, in manufacturing you can 
automate quality sensing and preventative 
maintenance. In retail, you can have real-
time personalization and pricing while  
your customer is standing in an aisle.”

For Fritz, it’s this use case diversity that 
presents opportunities. “The way that 5G  
is architected is far more modular than  
in the past. Some organizations will need 
massive device density, some will need low 
latency, and the way in which you architect, 
design and deploy the network to meet 
these needs may vary. ”

Frictionless, is Hoberman’s keyword for  
the 5G revolution. “Frictionless commerce 
results in faster results and greater value 
through speed, reliability, edge, modularity, 
and security.”

Connected Everything
We can help you tap into the power 
of 5G and edge computing.
Let’s make the world faster, smarter, 
and more connected.
Together. 
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— 
Frank Wilde, 
Vice President, SAP

“ We’re helping our customers think differently 
and be much more aggressive around how 
they think about innovation”

$28bn+

1972

101,150

Revenue in  
US dollars

Year founded

Number of  
employees

Wilde says one of the most exciting 

aspects of 5G is being able to guarantee 

a connection to critical devices, whether 

it’s a robotic arm for remote surgery 

or an unmanned vehicle. But on top of 

that, because you can guarantee that 

network slice in that level of connectivity, 

you can charge for that as a service.

“Whether you’re doing remote  

equipment maintenance in an oil field  

in Kazakhstan or engaging with a cus-

tomer that may be 1,000 miles from a 

service center, we now can create  

a level of experience and monetize  
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those interactions to open up new rev-

enue streams, like never before,” says 

Wilde enthusiastically.

“So that is where we are helping our 

customers think differently. The 5G 

Council, for us, is serving as that steering 

committee or that hub for how we drive 

the next level of innovation across a 

number of industries.”

To form the Council, SAP has pulled  

in leaders that are distinct in each of their 

regions – in order to prevent any kind of 

competition. For example, SAP focused 

on having one telco per region, and one 

hardware provider per region but of 

course there are some overlaps.

“Cisco, for example, does a very nice 

job of both competing with the channel, 

as well as sparking their channels mov-

ing forward,” says Wilde. “So we realize 

that there is going to be some level 

of engagement where there is some 

overlap in terms of the products or the 

services these players are going to be 

providing, but we wanted to effectively 

have an open forum where the council 

members felt that they could be open 

and collaborative in terms of how we 

SAP 5G | Frank Wilde | Innovation

CLICK TO WATCH  |  1:11
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As the Managing Director for Partnership Innovation, 
Cauchi’s role involves bringing new ideas to life. In 
November 2020, Verizon became the first company 
in the world to launch a Mobile Edge Compute 
service (MEC) with AWS called Verizon 5G Edge. 

Edge computing is a network architectural model 
that brings technology resources, including compute 
and related infrastructure, closer to the end user or to 
where the data is generated. 

“Mobile Edge Compute (MEC) is a type of edge 
computing that extends the functionality of networks, 
including 5G networks, with enhanced capabilities. 
It’s a transformational complement to 5G, as it 
provides both an IT service environment and cloud-
computing capabilities at the edge of the mobile 
network, within the radio access network (RAN)  
and in close proximity to mobile subscribers,” 
 Cauchi explains. 

The benefits of MEC include: 

•        Ultralow latency. MEC reduces the latency that 
comes with compute/storage residing at faraway 
data centers, opening doors to a whole new 
generation of possibilities.

•       Localized data. Data can be gathered and acted on 
right where it’s created—which can result in greater 

performance, contextually aware applications and 
improved security.

•       Expanded IoT potential. MEC is ideally suited to 
facilitate the rapid growth of IoT, and it can even 
address IoT challenges such as energy use and 
battery life.

“We are helping our customers bring these ideas to 
life, and with the SAP partnership we can help our 
customers innovate and leverage their existing SAP 
applications,” explains Cauchi.

With SAP Edge Services running on the Verizon MEC, 
they can provide near real-time alerts and actions. 
Cauchi adds that 5G is only as good as the network 
it’s built on, which makes Verizon’s 5G unique. 

“Verizon’s 5G Ultra Wideband network combines 
end-to-end fiber resources throughout the network, 
a large deployment of small cells and significant 
spectrum holdings, particularly in the millimeter wave 
bands. We believe you can’t have a great 5G network 
without a great 4G LTE network, and we have been 
acknowledged as the best LTE network according  
to numerous independent third party tests and 
consumer studies – and the largest LTE network, 
covering 2.56 million square miles.”
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end-to-end fiber resources throughout the network, 
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ideate together, look at new solutions, 

and brainstorm new operating and 

revenue models.”

SAP is uniquely positioned because 

it serves as the technical foundation 

to bring these solutions to life. So 

whether it’s in terms of a data platform, 

supply chain software or the analytics 

and experience management work, 

SAP is able to help from a platform 

approach, and really bring these solu-

tions to life. 

Verizon was very much a founding 

member of the 5G Council and SAP 

has also worked with global customers 

SAP 5G | Frank Wilde | Verizon

CLICK TO WATCH  |  1:08
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and partners, while also adding telcos 

from EMEA and APAC into the mix.

“We have Asian and European telcos 

working with us, so we have worked to 

broaden the exposure as well as creat-

ing diverse perspectives,” says Wilde. 

“The Council has grown over the course 

of the last two-and-a-half years, so it’s 

interesting to see that we’ve got custom-

ers also coming to us that want to join.”

“So it’s moved very much beyond  

just a pure telco conversation and con-

nectivity conversation, and really moved 

much more into an open innovation 

forum where CTOs, as well as directors 

and VPs in marketing and sales and 

operations are interested in joining.”

While interest is clearly high, and 

growing, one of the core challenges 

facing Wilde and the 5G Council is that 

customers are not aware of what this 

next generation of network provides. 

Wilde says he believes SAP custom-

ers still do not fully understand what a 

5G network can do and he feels it will 

be another two, three, or even four-year 

process to get customers comfortable 

with its capabilities.

Part of that educational process is 

working with the likes of Verizon and 

Deloitte to put together a 5G Playbook 

to make it easier to understand both 

the technology and specific use cases 

that SAP can partner on. 

— 
Frank Wilde, 
Vice President, SAP

“ The 5G Council is serving 
as that hub for how we 
drive the next level of 
innovation across a 
number of industries” 
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“SAP can serve as the data platform 

and provide the analytics, the AI, and the 

machine learning to bring these solutions 

to life,” says Wilde. “So, if we think about 

these as puzzle pieces, you’ve got the 

connectivity, you’ve got the device strat-

egy, you’ve got the consulting, you’ve got 

our data platform and business process 

support. We’re providing the glue and 

the 5G Council was very much the start 

of that glue at a senior level, and to have 

that trickle through to our 440,000 cus-

tomers moving forward.”

One of the key challenges around 

5G is the fact that both consumers and 

leaders around the world have been 

conditioned, over the last 20 to 25 years, 

to associate a new network generation 

simply by speed. 5G is much more a 

question of how do you link a software 

defined network into your connectivity 

and provide additional services just as  

if it was a wired connection. That’s the 

link that doesn’t exist today. 

SAP has been leading this under-

standing, working with CTOs, CMOs  

and COOs, and even running a CTO 

Forum. Wilde recalls that in that forum, 

of a dozen CTOs present, only one was 

really familiar with the 5G opportunity.

“To be honest with you, I was very sur-

prised because I would have thought  

a much larger segment, if not everyone  

in that room, would have been familiar 

with the technology, at least in a position 

to be able to speak to it and understand 

the core components,” says Wilde.

“That’s what we’re very excited about 

– 5G and edge computing – because it 

can do so much. And it’s going to start 

what we refer to as a ‘data tsunami’. We 

are expecting a six, seven, eight times 

increase in data usage per device. Now 

think about the number of devices that 

are going to be coming to market – IoT, 

sensors, iPad, iPhones, autonomous 

vehicles. You’re now going to have much 

more data flowing across that network.”

“SAP is uniquely positioned with  

its SAP HANA Data Management 

Suite to support that additional  

data in a fluid manner.”

— 
Frank Wilde, 
Vice President, SAP

“ SAP can serve as the data 
platform and provide the 
analytics, the AI, and the 
machine learning to bring  
5G solutions to life”
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WILDE ABOUT THE INNOVATION FACTORY

“So the innovation factory is 
essentially a series of workshops 
that we’ve pulled together to be 
able to make it easy for 
customers to digest. What is 5G? 
How does it impact their 
industry? What are the use cases? 
Essentially this lays out a 
framework for how we can pull 
that innovation or that new set of 
services into their organization. 
So we’re very excited about the 
fact that we’ve laid quite a bit of 
the groundwork to bring these 
innovation factory sessions to life 
across industry. We started in 
October of last year and it’s 

something we’ve actually 
designed over the course of the 
last two years.”

“We’re in a unique position as  
we get out of COVID-19, that we 
can accelerate this innovative 
thinking with CTOs and CMOs 
using a four to six-week sprint 
approach that we’ve laid out  
with these innovation factory 
workshops. This is going to build 
on the reference architecture 
that we’ve laid out on the use 
cases that we’ve defined in 5G 
and edge and really take the 5G 
conversation to the next level.”
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In 5G, telecoms and enterprises can 
partner to sell usage-based services to 
customers. But there’s a problem. 
How can you ensure accurate billing and 
partner settlements in complex B2B2X 
business models?

DigitalRoute has the solution. We’ve been DigitalRoute has the solution. We’ve been 
collecting and processing usage data for 
billing for over 20 years, for telecoms and 
enterprises. Raw data about usage goes 
into our platform, and clear information for 
billing goes out. 

We can handle the high data volumes and We can handle the high data volumes and 
complexity that 5G partnerships will bring. 
We already do it today. Together with SAP, 
we enable usage-based billing for the 
world’s biggest brands. 

Learn more at: www.digitalroute.com 



Wilde talks at length about the inno-

vations coming out of SAP and the 

5G Council and why, as the company 

celebrates 50 years in business, it is 

important for it to be seen at the lead-

ing edge of technology.

“We’re fundamentally changing how 

we’re going to market and how our 

customers go to market and innovate 

together,” he says. “So rather than 

thinking about sequential innovation  

or step-by-step improvements to a  

given platform, one of the benefits of  

5G is that you can think differently.”

Wilde cites Tesla, Lyft, and Uber  

as examples of companies that have 

disrupted their markets in a short 

space of time, taking leadership posi-

tions in established industries, by 

thinking differently.

“It’s not just a question of improv-

ing your revenue or improving your 

profitability. Really the key question 

is around survival, right? If you could 

easily be disrupted by a 5G and 

edge solution – whether it’s in retail, 

manufacturing, transportation, enter-

tainment – there’s a number of new 

capabilities that can come to life,” 

says Wilde.

“We really feel that it’s not just a ques-

tion of incremental improvements or 

enhancements to how you’re operating, 

you know, another 10% or 20% more in 

sales or improving your bottom line by a 

few percentage points in terms of opera-

tional efficiency. There’s the question 

of will you be able to survive a key chal-

lenger in your market. So we’re helping 

our customers think differently and be 

much more aggressive around how they 

think about innovation.”

With public 5G networks rolling out 

globally, and private networks being 

implemented in large sites for manu-

facturing and retail, for example, 5G 

is making progress, but when are we 

going to realize its full potential? In a 

previous interview with us, Wilde talked 

about a watershed moment, but when 

does he think that will be, and what will 

it look like?
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He says there are two work streams in 

flight, one of which is the public network 

around 5G and the other is the private 

network. SAP has been working for the 

last two years in the private 5G and edge 

computing space, deploying proof of 

concepts that are specific to 5G. 

“Together with Deloitte, we put 

together an innovation methodology 

around 5G. The methodology helps 

customers first learn about the potential 

of 5G and edge services, then ideate 

on where and how these technologies 

can impact revenue and operations 

and develop a roadmap for execution. 

We are scaling the approach through  

a collaboration with Deloitte, Verizon, 

and SAP.”

“It very quickly begs the question, is 

the infrastructure poised to support that 

additional bandwidth? So when you 

think about Verizon, for example, in the 

US they have done a beautiful job of not 

only deploying 5G to provide coverage in 

specific markets for the public network, 

but they’ve also taken a multi-pronged 

approach. They realized that that’s 

just one element of the equation. The 

— 
Frank Wilde, 
Vice President, SAP

“ We’re fundamentally 
changing how we’re 
going to market and 
how our customers go 
to market and innovate 
together”
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additional backbone infrastructure  

to be able to support a full 5G deploy-

ment is then going to be the next 

tipping point.”

SAP has a close partnership with 

Verizon which has been strengthened 

with the opening of a 5G Lab in Palo 

Alto in December 2020. It is designed  

to showcase the power of 5G or how 

to monetize 5G connections and cre-

ate new revenue streams. 

The 5G Lab sits alongside the 

existing SAP Labs that have been oper-

ating since the early 1990s and have 

been a focal point for the company,  

enabling SAP to serve as an incubator 

of new ideas. 

“The 5G Lab allows us to pull 

together our portfolio,” says Wilde. 

“We get customers to see that there’s 

very much a business impact to 5G. 

Imagine if a consumer is walking 

through a store, picks up a product, 

and they have a question about that 

product. Imagine a 3D chat bot pop-

ping up off their phone to answer 

questions. You don’t need additional 

store staff, you could be just-in-time 

and personalized for that consumer.”

“Then imagine picking up a box of 

cereal and having your phone create a 

3D immersive experience to see what 

the product contents look like, or look 

for food allergies. If you can personal-

ize that experience down to a market 

of one, that becomes very powerful.”

“Those are the type of experiences 

that we can showcase within the 

Lab. There’s an opportunity for new 

revenue streams, which we’re just 

scratching the surface on.”
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or someone working in the transformative 

and often speculative world of artificial 

intelligence (AI) and machine learning 

(ML), George Iskenderian is remarkably pragmatic. 

But that doesn’t stop him from being ambitious and, 

more to the point, successful. His data and AI/ML 

team at Bell Canada has two patents pending and 

one being filed after only five years, and has grown 

from a single person team into more than 100 

data scientists and engineers. Iskenderian is very 

appreciative of his position, “A big factor to my suc-

cess is the support and empowerment I received 

at Bell to establish this world class team especially 

from Stephen Howe, Bell CTO, Petri Lyytikainen, 

Network VP and of course every single person on 

the team.” 

F

George Iskenderian, director 
of Big Data and AI/ML at Bell 
Canada, is putting data and 
AI/ML at the heart of 
telecoms. He explains why 
it’s the right decision
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NETSCOUT’s scalable monitoring solution—designed for the cloud—helps carrier 
service providers successfully deliver actionable insights into reliability and latency 
for 5G networks, applications, and services. 

Future proof with a next generation carrier-grade monitoring software solution 
and embrace technology challenges with 5G/IoT, the Cloud and beyond.
 
Go 5G with NETSCOUT’s Visibility Without Borders™ at netscout.com/5G

5G Velocity,  
Meet Ultra HD Visibility.
ANY VENDOR.  ANY NETWORK.  ANY SERVICE.

VISIBILITY WITHOUT BORDERS

NETSCOUT and Bell Canada:

Long-Term Success on   
a World Class Network

NETSCOUT’s Matt Demeusy talks about 
their successful partnership with Bell and 
why 5G implementation is an exciting time 
for communication solution providers.

Written by: Paddy Smith

NETSCOUT is a leading provider of service 
assurance, security, and business analytics 
for communication service providers and 
enterprises. “We provide pervasive visibility 
across all areas of a business network, 
regardless of the technologies being 
deployed,” explains Matthew Demeusy, CTO 
Office at NETSCOUT. “These services might be 
entirely on premises, cloud services, or hybrid 
– we call this ‘Visibility Without Borders’. 

What does Demeusy believe is driving 
innovation in the telecoms sector? “There are 
two things, and they’re somewhat related. 
One is the digital transformation to cloud, 
and that’s an ongoing process; and the 
second is 5G technology. As service providers 
drive toward these new technologies, these 
networks will often go through several 
phases of evolution. And each phase requires 
assuring that the services are performing as 
expected. Any anomalies are detected and 
still the target initiatives are being achieved. 
With NETSCOUT, we provide that visibility 
across those borders to ensure service 
performance through every phase of that 
evolution.”

One of NETSCOUT’s long-term customers 
is Bell. Demeusy got involved around the 
time big data and analytics were climbing 
the Bell agenda; at the time NETSCOUT was 
developing its nGenius Business Analytics 
solution. He’s been working with them ever 
since. “I really enjoy working with Bell. I find 
that we are easily able to get to the heart 
of their objectives and that Bell is getting 
the maximum amount of value out of the 
products.”

For instance, Bell utilizes NETSCOUT’s insights 
and tools on a daily basis for supporting 
their marketing monetization program and 
ensuring customer experience through user 
analytics.

“Our relationship is mutually beneficial. We 
gain a deeper understanding of common 
challenges service providers face. We benefit 
from being able to understand what the 
customer is trying to accomplish and deliver 
solutions to get there as effectively as 
possible, as well as meet the challenges we 
see across various industries. Bell benefits 
by gaining deeper customer insights and by 
extracting the maximum amount of value 
from their investments – with their tools and 
within their network.”

And the future? “When it comes to the key 
trends and technologies, 5G is the big trend. 
The transition to 5G from 4G LTE is significant 
and wide reaching. This is not an overnight 
migration; it requires long-term planning, 
built-in visibility, and insights into new 5G 
services to become fully realised. It’s critical 
that service providers’ existing services remain 
at optimal performance levels with full 
visibility at all times, even while the delivery 
mechanisms for the services are changing. 
NETSCOUT provides service providers the 
confidence to innovate with the ability to 
future proof their next-generation technology 
with 5G/IoT, Cloud, and beyond.”
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“Our relationship is mutually beneficial. We 
gain a deeper understanding of common 
challenges service providers face. We benefit 
from being able to understand what the 
customer is trying to accomplish and deliver 
solutions to get there as effectively as 
possible, as well as meet the challenges we 
see across various industries. Bell benefits 
by gaining deeper customer insights and by 
extracting the maximum amount of value 
from their investments – with their tools and 
within their network.”

And the future? “When it comes to the key 
trends and technologies, 5G is the big trend. 
The transition to 5G from 4G LTE is significant 
and wide reaching. This is not an overnight 
migration; it requires long-term planning, 
built-in visibility, and insights into new 5G 
services to become fully realised. It’s critical 
that service providers’ existing services remain 
at optimal performance levels with full 
visibility at all times, even while the delivery 
mechanisms for the services are changing. 
NETSCOUT provides service providers the 
confidence to innovate with the ability to 
future proof their next-generation technology 
with 5G/IoT, Cloud, and beyond.”
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“When we integrate the data folks 

with the domain teams, they start 

thinking about the art of the possible,” 

he says. “So I need to understand my 

network, how my traffic patterns are. 

And the data scientist is saying, ‘I can 

give you that, but actually I can predict 

the traffic pattern for you a week in 

advance and I can introduce seasonal-

ity so that when you’re looking at the 

traffic pattern you’re not looking at that 

based on historical data. You’re actu-

ally predicting the future.’”

“So that’s where the value of the 

domain expertise and data and AI 

— 
George Iskenderian, 
Director, Big Data & AI 
Bell Inc (Canada)

“ The paradigm 
is shifting from 
detecting issues 
to looking at the 
bigger picture and 
understanding 
why anomalies are 
happening”

expertise come together. When we 

say we build with use cases in mind, 

we do have a strategic view as well. 

Certain things we do such as anticipat-

ing problems or needs might not be 

very high priority today but they will be 

in a year or two.”

AI VS ML: WHAT’S THE DIFFERENCE?
AI and ML are often conflated in 

technology circles, with many people 

describing machine learning func-

tions as AI, and others pointedly 
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EXECUTIVE PROFILE: 

George Iskenderian
Title: Director, Big Data & AI Company: Bell Inc 

Industry: Telecommunications Location: Canada

George Iskenderian leads the network Big Data & AI organization at Bell, he 
created a high performance team of data experts developing advanced 
data platforms and executing network planning, engineering and 
operations use cases.  
Iskenderian started his career at Bell planning and architecting OSS 
systems including multiple data solutions. He played a key role in 
setting the network transformation and data and AI/ML strategy 
and enabling Bell’s AI powered networks.  
Prior to joining Bell, Iskenderian assumed various hands-on and 
leadership roles at Nortel as well as a position in Europe initiating one 
of the first GSM SMS deployments.  
Iskenderian holds a graduate degree in Electrical Engineering and 
is a licensed professional engineer in Ontario, Canada.
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Enterprise-class, multi-cloud to edge database with the robust 
capabilities required for business-critical applications on a highly 
scalable and available distributed platform. 

Couchbase is a powerful database platform combining the best of NoSQL 
systems with the power and familiarity of SQL, to simplify the transition from 
mainframe and relational databases into the cloud and to the edge. 

Dealing with data 
“The Couchbase Server is a sophisticated platform and our flagship product 
working alongside Couchbase Mobile for our edge offering,” explains Ravi 
Mayuram, SVP Engineering, CTO. “Our Kubernetes Autonomous Operator 
orchestrates cluster deployments in a programmable manner. The ambition is  
to convert a set of data-oriented technologies - for which enterprises previously 
had to use multiple-point solutions, hence complicating the landscape. We can 
help them navigate and simplify this data sprawl.”

Couchbase converges a suite of NoSQL capabilities across one platform to 
simplify development and deployment. “The performance caching capability 
of our database is combined with our SQL-like query language; N1QL offers 
unparalleled flexibility along with search and analytics stitched together with  
an eventing system supporting fast transactional workloads,” says Mayuram. 

“That same data can be transported with equivalent functionality at the edge 
via our mobile product. Converging multiple technology stacks into a single 
platform allows application developers to carry out many tasks in one place, 
thereby accelerating forward development.” 

Modernising your stack 
Couchbase are ideologically aligned with key partners like Bell Canada; both 
are keen to promote a philosophy of operational data visibility. “Our platform 
brings data from the edge to near real time in the cloud; from here analytical 
logic, via AI and ML technologies, can be applied for key insights,” says Mayuram 
of the capability to use data from anywhere to feed into available intelligence. 

Performance at scale 
“One of the biggest advantages of Couchbase is its performance at scale,” 
maintains Mayuram. “We are built for the next generation of scaling that will 
happen. A platform that can withstand the growing demand from a volume 
and variety of data in a new order of magnitude. Data growth is exponential - 
be it from the edge IoT devices, machines generating data, or spamming and 
anomaly detection. These are all based on the volume of data that’s actually 
flowing through in real time - something Couchbase is primed to handle.

COUCHBASE  
BY THE NUMBERS

www.couchbase.com

Over 80% of financial 
transactions (3B/day) are 
protected daily against 
fraud with Couchbase 

95% of all travel is 
supported by Couchbase  
at least once

Couchbase helps  
supports Mobile service  
on 1.4B devices and  
1.7B running apps

Couchbase serves content 
to over 100M cable boxes, 
over 500M tablets, 100M 
smart watches through 
DirectTV, Sky, Comcast, 
Verizon and other  
media providers.

ENABLE 100% 
BUSINESS UPTIME, 
GUARANTEED

Power customer 

applications that are 

always fast and always on.

Have questions? Meet 
with a Couchbase expert.

Customers use Couchbase to help them create  
and deliver intuitive customer experiences.

Have questions?  
Meet with a Couchbase expert.

Ravi Mayuram,
Senior Vice President Engineering,  
Chief Technology Officer
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suggesting that AI – in its truest 

sense – is not really available yet. 

Iskenderian is happy to explain his 

view. “I’ll give it an analogy: if artifi-

cial intelligence is mathematic, then 

machine learning would be algebra. 

So machine learning is a discipline 

within the bigger umbrella of artificial 

intelligence. And then deep learning 

would be linear algebra.

“We realize that AI and ML are of par-

amount importance and it’s going to 

play a significant role going forwards. 

And we have various initiatives to make 

sure that we focus specifically on AI/

ML expertise development, but also 

how we create value using AI/ML, so 

it’s very important to the organization. 

We talked about network operations 

and performance, failure detection: all 

those concepts can be solved with 

AI/ML.

“I’ll give you an example: spam fil-

tering. When millions and millions of 

emails are going through some serv-

ers, it would be cost prohibitive for any 

decision logic to look at that and say 

‘this is spam, this is not spam’. Machine 
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Couchbase
We were interested in augmenting 
our data ecosystem with a 
distributed database that can 
address a variety of use cases 
especially for transactional 
workloads. As we move towards 
more real time workflows, a data 
solution supporting fast 
transactional workloads is critical. 
Couchbase is successfully providing 
us the solution for such workloads. 
Couchbase is now the backend for 
multiple realtime transactional 
applications.

 

NETSCOUT
Network performance 
characterization is a key component 
of network operations and 
ultimately understanding customer 
experience. Netscout is used to 
support our network operations and 
understand the impact of network 
performance on user experience.

Elastic
We were looking at augmenting our 
big data ecosystem with an industry 
leading log/search analytics 
solution. Log analytics is key for 
network and service operations by 

enabling real-time monitoring, 
troubleshooting and automation 
actions for log events from network 
devices and applications. The Elastic 
stack will provide an integrated and 
user-friendly framework to ingest 
and store log data and then perform 
log analytics at scale.

 

MicroStrategy 
Microstrategy is one of our initial 
partners, it is widely used for 
enterprise grade operational 
dashboards. A key to using 
Microstrategy for us is the richness 
in enterprise features.

 

Cloudera
Our core on-premises enterprise 
grade big data ecosystem is based 
on Cloudera providing an integrated 
solution of open source data 
components augmented with 
enterprise grade features. Cloudera 
is used for a variety of use cases 
spanning network planning, build 
and operations. Our Cloudera 
deployment is one of the largest in 
Canada and since inception in 2016, 
we’ve executed 1,500 use cases with 
each use case having concrete 
quantifiable business benefits.

Bell Canada’s key partners
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learning is very well suited to this task 

because the algorithm learns based on 

behaviours, based on patterns, what 

constitutes spam. Anomaly detection 

in general, silent failure detections… 

we are developing an advanced exper-

tise in anomaly detection because lots 

of our use cases are about network 

availability and anomalies.

“Historically, when equipment 

misbehaved or failed, an alarm was 

— 
George Iskenderian, 
Director, Big Data & AI 
Bell Inc (Canada)

“ Network operations 
and performance, 
failure detection: all 
those concepts can 
be solved with AI/ML”

Recruit right
When it comes to people, recruiting 
the right people was crucial to our 
success. I realized I would start with 
a very small team, and the quality of 
that team would determine our 
success.

Focus on expertise
We don’t want to be mediocre. We 
want to be the best at what we do, 
and we don’t want to dilute our 
knowledge. We don’t want someone 
to be doing something else, but then 
they are doing a bit of data or AI on 
the side.

Be flexible
My head count profile will change 
from needing more engineers and 
fewer data scientists to the reverse. 
We don’t have pigeonholing. We 
don’t have dedicated testers, project 
managers, analysts. Everyone’s 
either a data engineer or a data 
scientist. That’s their core skill but 
they can occupy various roles, 
expand and grow professionally.

George Iskenderian: tactics for 
setting up an AI team
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generated, and the alarm created 

a ticket and then people started inves-

tigating. But in the case of anomaly 

detection, you’re not relying on those 

alarms. You notice something unusual 

in the traffic pattern and you might not 

know exactly what’s wrong but you 

know something isn’t right and you 

can investigate. And then, of course, 

you can enhance your algorithms. The 

paradigm is shifting from detecting 

issues to looking at the bigger picture 

and understanding why anomalies 

are happening.”

EXTERMINATING ROBOCALLS
Another application for machine 

learning in telecoms is identifying 

robocalling and spam calls. “We’ve 

deployed an algorithm that detects 

$24bn+

1880

52,000

Revenue in  
2019

Year founded

Number of  
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— 
George Iskenderian, 
Director, Big Data & AI 
Bell Inc (Canada)

“ Certain things we do 
anticipating problems or 
needs might not be very 
high priority today but they 
will be in a year or two”

the likelihood of a call being spam or 

robocalling. We did a trial and it was 

very successful. Now the trial is being 

expanded so that phone calls that 

go through the Bell network will be 

exposed to a machine learning algo-

rithm that determines if a call is spam. 

And there’s lots of business logic 

to make sure there aren’t false posi-

tives. Especially in business critical 
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— 
George Iskenderian, 
Director, Big Data & AI 
Bell Inc (Canada)

“ Some of the ML use 
cases are not going 
to move mountains, 
but they are going to 
support much better – 
and faster – insights”

will use AI/ML as a toolset in their 

arsenal.”

“AI is not the goal. It is the means 

to help us reduce operational costs 

achieve better customer experience 

and develop new solutions and ser-

vices. The goal is always addressing 

a specific business problem, and the 

means could be machine learning.”

applications, you can’t have false posi-

tives, so your threshold is really high.

“There are use cases that could 

not be done without ML, and there 

are lots of those, but there are also 

lots of use cases where machine 

learning is just going to be a tool 

set. They are not going to be mak-

ing headlines. They are not going to 

move mountains, but they are going 

to support much better – and faster 

– insights. It’s not that sexy, and 

nobody’s going to make too much 

of a fuss about it, but the data guys 

who are creating these solutions 
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Enhancing 
CX with Digital 
Supply Chain 
Solutions
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T-Mobile’s presence in the US began in 

2002 when Deutsche Telekom (its par-

ent company) acquired and rebranded 

VoiceStream Wireless Corporation. Headquartered 

in Bellevue, Washington, and currently ranked among 

the top three largest wireless carriers in the country 

with over 100 million subscribers, T-Mobile’s dynamic 

approach to the customer experience is best encap-

sulated by its ‘un-carrier’ strategy. Officially debuting 

in 2013, this philosophy saw the company actively 

seeking to ‘break the rules’ of industry tradition, 

eliminating everything that has no (or even negative) 

consequence to the customer, including contracts 

and international roaming fees.

Far from being an approach siloed in a single 

aspect of T-Mobile’s business, the spirit of imaginative 

reinvention permeates every core operational ele-

ment. Erik LaValle, Digital Supply Chain Technology 

Leader, explains how the company’s cultural agility 

has enabled it to address challenging supply require-

ments during COVID-19 and why delivering a superior 

customer experience is contingent on flexible digi-

tal solutions. 

T

Erik LaValle, Digital Supply Chain 
Technology Leader, explains 
how digital transformation has 
helped T–Mobile find innovative 
market solutions
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Achieve supply 
chain agility  
with the experts

SCApath and T-Mobile: Delivering 
Omni-Channel Supply Chain Capability

SCApath is a leader in identifying, designing, and 
implementing supply chain solutions that enable 
omnichannel commerce. Our deep expertise connects 
supply chain strategy with the technology - OMS, WMS, 
& TMS - required to deliver a seamless, omnichannel 
customer experience.  

Evan McCaig, 
SCApath President 
and Managing 
Principal, explains 
how it is growing 
T-Mobile’s digital 
supply chain 
platform and 
supporting its 5G
network expansion

 
“We’ve been T-Mobile’s supply chain consulting 
partner for the last four years, working across 
multiple supply chain initiatives. The most 
well-known are the T-Mobile Sprint merger,  
and T-Mobile 5G network, which is extremely 
important to the development of IoT and really 
the supply chain of the future. 
Our team of supply chain experts have worked 
hard to deliver a seamless customer experience, 
so you can go into a T-Mobile store and buy or 
return Sprint inventory, and vice versa. We’ve 
also deployed a highly automated multi-channel 
distribution center solution for all US mobile 
devices and accessory fulfilment. We’re currently 
modernizing their 5G supply chain to drive their 
network nationwide. 
We’re extremely grateful to have been chosen  
by the T-Mobile team to optimize their supply 
chain and support their focus on delivering  
5G capability. 
When I think about our continued partnership 
with T-Mobile, it’s really about two key strategic 
elements: supporting their business as they 
move to a fully digital supply chain platform – 
from customer experience and enterprise 

architecture perspectives – and developing 
their 5G network supply chain. It’s a perfect 
example of SCApath’s cross-discipline supply 
chain expertise, and value of bringing order 
management, fulfilment and transportation 
together to build advanced supply chain capability. 
The IoT, enabled by 5G, will allow more real time 
track and trace, and increased visibility from  
the manufacturer to the end customer enabling 
more agility than ever before. So, T-Mobile, indirectly, 
is going to be instrumental in supply chain 
innovation that we’re going to see in the next 
five to 10 years.
In today’s complex supply chain and technology 
environment, you really must understand the 
trade-offs between speed, cost, quality and 
agility. It’s critical you understand those 
relationships to deliver an omni-channel  
supply chain capability.
The ability to tie together supply chain operations 
and technology is not only what makes SCApath 
different but it’s also a necessity for future 
commerce – and that’s the reason why we’re so  
bullish and excited about the future.” Looking for help?  GET IN TOUCH WITH US 
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Responsible for overseeing an 

end-to-end technology solutions port-

folio across a US$13bn supply chain 

of more than 8,000 stores for the 

flagship Magenta brand, over 11,500 

stores for the Metro brand, as well as 

for the build-out of the network itself, 

LaValle and his team field the techno-

logical requirements associated with 

T-Mobile procurement for external 

sales and internal consumption. Highly 

experienced both academically and 

professionally in his field, LaValle spent 

the first 18 years of his career as an 

industry consultant, which he credits as 

being highly formative, “it’s in my nature 

now to look for those big business chal-

lenges, to understand what the outcome 

is intended to be and then to find the 

technology needed to solve that prob-

lem.” Having spent his career primarily in 

— 
Erik LaValle, 
Digital Supply Chain Technology Leader, 
T–Mobile

“ We want to be able to 
do things that no other 
company can do on 
behalf of our 
customers”

the retail sector, LaValle admits he was 

initially unsure why T-Mobile (a telco) 

reached out to him. “It was then that 

I learned T-Mobile, in addition to being 

a telco, really operates as a retailer for the 

customer experience aspect of obtain-

ing devices and accessories. So much of 

the customer experience and the brand 

promise comes from its supply chain, 

and I was very intrigued.” Complimenting 

the company’s “great culture”, which 

gives employees autonomy, fosters 

learning and always offers fun chal-

lenges, LaValle joined in early 2017. 
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Delivering the best of IBM

Chip Schneider, partner in IBM Global Business 
Services (GBS), worked alongside T-Mobile to 
bring about what he calls a “cognitive process 
transformation” with data analytics, artificial 
intelligence and cognitive cloud.
IBM was chosen by T-Mobile as their strategic 
partner to deliver the programs and projects  
to propel T-Mobile forward with back-office 
functions like financing in supply chain.
IBM has been a partner with Sprint for a number 
of years so when T-Mobile and Sprint merged last 
year, it was an opportunity for IBM to showcase 
their expertise.
Schneider is enthused when discussing the working 
relationship between IBM and T-Mobile, saying 
there is “always an air of excitement” and “they’re 
so willing to listen”.

“T-Mobile asked us to make the work we do for 
them ‘palatable and meaningful’,” says Schneider. 

“That means bringing industry leadership, functional 
leadership in finance, supply chain customer 
management, and the technical aspects of 
hybrid cloud, cognitive and machine learning, 
data intelligent workflows, and blockchain. We 
had to make sure it’s not just us talking to them, 
but us working together with them.”
Of course, the benefits of a close, collaborative 
relationship like this work for both parties, 
especially when digital transformation is 
accelerated by a pandemic.

“That changed everything,” adds Glenn Finch, 
Global Leader Big Data & Analytics at IBM. 

“2020 was a matter of survival for most companies 
with a focus on business continuity and cost 
reduction. So you saw this radical growth in back 
office transformation, in front office transformation, 
and then this this unprecedented growth in data. 
We are a hybrid cloud and AI company. That’s 
exactly what the market wants right now.”
Finch explains how companies were faced with  
a critical cloud decision and turned to IBM as a 
trusted, reliable partner.

“When clients were having to bet their careers, 
they bet on us,” says Finch. “When we go into a 
process and we drive a bunch of AI into it, we’re 
shrinking cycle time by 80 to 90%, we’re cutting 
costs by 50 to 60%, and NPS scores are going 
up by 10 to 20 points. Sometimes clients think 
that can’t be right as it sounds too good to be true.”
Schneider emphasises the importance T-Mobile 
placed on not only transforming the technology 
but also empowering individuals.

“T-Mobile are hyper focused on ensuring that not 
only their customers feel the human connection, 
but also employees,” says Schneider. “And so our 
job is to take the data – internal and external – 
and present it back to them and say, ‘Hey, here’s 
what I found’. It’s really like building a colleague 
for them to help drive their strategic decisions 
on their supply chain.”
 
ibm.com/hybridcloud

Telco is going hybrid.
How can you grow a 5G network  
that’s reliable and fast? With  
a smarter hybrid cloud approach.  
Get the tools, platform and expertise 
your business needs from IBM. 
The world is going hybrid with IBM.

ibm.com/hybridcloud
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Delivering the best of IBM
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but also employees,” says Schneider. “And so our 
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and present it back to them and say, ‘Hey, here’s 
what I found’. It’s really like building a colleague 
for them to help drive their strategic decisions 
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Naturally curious and a problem solver, 

LaValle finds the behind-the-scenes 

complexities of supply chain to be 

fascinating. Stating that the impor-

tance of logistics to enabling T-Mobile’s 

high-quality customer experience really 

resonated with him, he adds that the 

company’s agile attitude has been key 

to weathering the substantial changes 

that supply chains have undergone in 

recent years. “As US businesses began 

to do more offshore sourcing and sup-

ply chains became longer, the need for 

facilitated communication and a shared 

understanding of the intended outcomes 

was very important. As that shift began 

to happen, then came the emphasis 

on product development, which, with 

the proliferation of the internet, placed 

the emphasis on product development 

— 
Erik LaValle, 
Digital Supply Chain Technology Leader, 
T–Mobile

“ Digital  
transformation has 
been very meaningful 
to T-Mobile”
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and the creative process.” This also 

brought technology to the fore, and 

in this respect, T-Mobile has undergone 

a significant transformation.

“When I first joined T-Mobile, there was 

very little in the way of digital solutions. 

We were a monolithic,” LaValle explains. 

“That made for a very complex environ-

ment that really wasn’t flexible or tailored 

for our business’ needs.” As such, his 

first challenge was serializing T-Mobile’s 

inventory over an 18-month period 

to develop a digital platform. Having 

subsequently rolled this out to great 

success, LaValle calls this the “found-

ing element” of the company’s digital 

strategy. “I see more change at T-Mobile 

in the short-term. Both the volume and 

the magnitude of these changes will be 

significantly greater than I have seen 

in any other industry,” he states. This 

is a bold statement, particularly in the 

wake of COVID-19, which has seen many 

organizations make years of accelerated 

development in a remarkably condensed 

period. Yet, he affirms that T-Mobile’s 

status as the ‘un-carrier’ will always give 

it an edge over competitors: “We want to 

be able to do things that no other com-

pany can do on behalf of our customers.”
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Insight Global: a flexible  
and responsive skills resource
Sourcing talent with the technical and business 
skills to meet the unique demands of thousands 
of clients across the US

Insight Global provides long-term contract, short-term 
contract, temporary-to-permanent, direct placement, 
and enhanced staffing services; specialising in 
Information Technology, Accounting and Finance, 
Engineering (non-IT), and Government roles.

Connecting People 
“We’re focused on empowering our people and 
connecting them with the best opportunities; while 
supporting our customers with staffing and services 
solutions,” pledges Jessica Calzaretta, the Vice President 
of Insight’s Global Technology Division. “We support 
thousands of different customers, spanning every 
major industry, offering staff augmentation and 
supply managed services, culture consulting and 
training ranging from diversity and inclusion to 
talent optimization. At its core, Insight Global is 
driven by its consultants who give them purpose,  
the clients who fuel their drive and the IG family who 
inspire others every day with their determination, 
passion and care.”

Digital Transformation 
Providing staffing for their digital transformation, 
T-Mobile is one of Insight’s largest customers.  
“We deliver a range of technical resources supporting 
them across all of their locations in North America,” 
confirms Calzaretta. “The skill sets we staff for 
companies like T-Mobile range across high-level 
technical resources supporting agile transformation 
efforts; project managers, scrum masters, agile 
coaches, and everything in between.”

Compass 
In April 2020 Insight Global launched its culture 
consulting division Compass, responding to the 
importance of company culture in these difficult 
times. It was built to help clients get centered on 
values and align them with their business strategy 
to create massive trust and connectedness along 
the way. 

“Our culture and shared values have been our true 
north that have grounded and guided every decision 
we make, especially when focused on meeting the 

everyday challenges of supporting our people and 
clients during the global pandemic,” says Calzaretta. 
The demand for a flexible workforce capable of 
pivoting to meet demand has surged dramatically 
over the past 12 months prompting Insight Global  
to launch its Global Healthcare division she explains: 

“We can now better support those industries and 
customers with everything from different types of 
patient care resources and the coordinators and 
support personnel who can step in and provide help to 
those in need during this difficult time when the demand 
for a contingent workforce has increased overnight.”

Investing in the Future 
Allied to its commitment to retaining staff during 
the pandemic, Insight Global is investing in its 
employees through training and promotion. “Our 
shared values are core to who we are as a company,” 
maintains Calzaretta. 
Insight Global’s team is 70% female and the company 
remains committed to making women “amazing 
leaders”. Its Women’s Leadership Council creates 
programs and communities to empower and support 
women throughout their careers; leading the company 
to be recognized among the Best Workplaces for 
Women in 2020 by Fortune & Great Place to Work. 

“We help them bring their perspective to the table,” 
says Calzaretta. “This informs decisions we make 
across our business to advance the role of women 
within our organization.”

insightglobal.com

Together  
anything  
is possible. 
Whether it’s finding the right candidate for a job 
or seamlessly managing a project end to end, our 
conviction and commitment to our clients runs 
deep. No matter what it takes, we’re devoted to 
fuelling the success of your business.

Make it possible 

Jessica Calzaretta of Insight Global
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Partnering for success
LaValle makes it clear that, in his opinion, who a company chooses 
to partner with can have a substantial effect on overall success. 
Aside from the ‘table stakes’ of technical knowledgea, market 
success and trust, T-Mobile is looking for collaborators who are 
willing to challenge and elevate the company’s current standards.

Complimenting T-Mobile’s “great ecosystem of partners”, he states 
that relationships developed with IBM, Rimini Street, Insight Global, 
and SCA Path, each of which play different (yet interconnected) 
roles, have been particularly important:
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IBM: “IBM is our key partner for 
operations support, as well as 
development around our core ERP 
(enterprise resource planning).  
The firm fields a very large team,  
a combination of onshore, nearshore, 
and offshore professional resources 
that are helping to advance our 
operations stance. T-Mobile has 
a stable performance solution, but with 
IBM we are really taking it to the next 
level, moving to a continuous delivery 
stance, and looking for even more 
robust performance and stability.”

Rimini Street: “Rimini Street 
provides our third-party support for 
SAP and has been helping us in highly 
challenging areas to keep SAP 
performance stable.” 

Insight Global: “Insight Global is 
a partner that helps us in our digital 
spaces. It’s been a fantastic partner in 
terms of sourcing talent for T-Mobile, 
both in terms of technical skills and 
business skills. It’s a flexible and 
responsive company. We have been 
so pleased with our partnership; the 
resources they bring to the table for 
us are consistent and it’s an integral 
part of our team.” 

SCA Path: “SCA Path has become 
a very trusted advisor. It’s a boutique 
consulting firm that focuses on 
distribution, logistics and order 
management. Using a stable of 
extremely experienced and 
pragmatic professionals, SCA Path 
helps us solve some of our most 
challenging problems by leveraging 
their deep industry experience in the 
industry. It’s been transformative in 
changing our relationship with our 
business partners.”
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Lead the way to IT cost optimization  
and business innovation

Procurement has a strategic role to play in helping  
IT transform to a business-first organization by  
identifying smarter options for traditional services.

Lead the transformation by switching to Rimini Street 
enterprise software support  services.

Learn more:  www.riministreet.com 
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This statement gets to the heart of 

the matter; the customer experience 

is paramount for T-Mobile and it is 

willing to invest the time, money and 

talent required to keep it exceptional. 

Recent events have certainly changed 

the expectation - from the historically 

store-focused experience to the digital, 

web-based experience - but success 

is ultimately measured the same way: 

providing the customers with the ser-

vice they want. “Buy online and pick up 

in-store, same-day delivery, and special 

delivery options are all components that 

are powered mostly by supply chain; it’s 

— 
Erik LaValle, 
Digital Supply Chain Technology Leader, 
T–Mobile

“ It’s in my nature now 
to look for those big 
business challenges, 
to understand what the 
outcome is intended to 
be and then to find the 
technology needed to 
solve that problem”
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really stepping up to be a partner with 

digital properties and with retail to be the 

third major component in the overall cus-

tomer experience.” COVID has pushed 

forward T-Mobile’s plans in this regard, 

including buy online/pick up in-store, 

contactless and curbside delivery, and 

same-day delivery. “Customers can now 

have options to get their product where, 

when and how they want to get it,” 

he summarizes.

With such a decisive stance on the 

issue, LaValle makes it clear that pre-

existing solutions are often not enough 

to realize T-Mobile’s vision. Instead, the 

company opts for in-house business 

process design to bring specificity and 

relevance to its customers. “Digital 

transformation enables that flexibility 

and ability to achieve exactly what the 

business is looking for, instead of some-

thing that comes pre-configured from 

a partner vendor.” T-Mobile considers 

its supply chain solutions to be truly 

meaningful, an attitude that is integral to 

producing optimal outcomes. Creating 

a bespoke solution might be more chal-

lenging than selecting a ready-made 

option, but by forging strong partner-

ships and “sitting at the table” from 

the earliest inception of new initiatives, 

LaValle says that his team is able to 

gain a deep understanding of desired 

business outcomes that helps to define 

product options.

At the beginning of 2020, no-one 

at T-Mobile could have predicted the 

sweeping changes that have affected 

national and international supply chains. 

With the March lockdown soon followed 

by the completion of the company’s 

merger with Sprint Corporation in April, 

LaValle says that the added challenge 
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but new technology such as T-Mobile’s 

rapidly expanding 5G network will play 

an essential role in realizing its ambition. 

“Digital transformation has been very 

meaningful to T-Mobile. My encour-

agement to anyone would be to pick 

one of your most challenging areas 

and just get started.”

of integrating two separate supply 

chains into a single ecosystem has 

been difficult, although nothing has 

impeded T-Mobile’s quest for a bet-

ter customer experience. “Going into 

2021, I think there are three things we’re 

going to focus on: internal transforma-

tion to become a more unified company, 

transformation around our customer 

experience, and finally our ongoing 

digital evolution,” he summarizes. The 

usual pressures of meeting expecta-

tions and delivering value will remain, 

— 
Erik LaValle, 
Digital Supply Chain Technology Leader, 
T–Mobile

“ I see more change 
at T-Mobile in the 
short-term. Both 
the volume and the 
magnitude of these 
changes will be 
significantly greater 
than I have seen in 
any other industry”
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Experimenting With 
Technology in The 
Lab at MSUFCU
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or Michigan State University Federal 

Credit Union (MSUFCU), The Lab at 

MSUFCU is a testing ground for future 

technologies and a representation of how traditional 

finance houses are keeping in step with fintechs.

MSUFCU’s venture into an incubator format for 

proving new technologies goes beyond stuffing a 

bunch of engineers into a room and hoping they’ll 

create the next unicorn. In fact, it supports startups 

who can offer technology partnerships and brings 

the most successful ones to pilot stage, while train-

ing its own team to work with the new technology. 

MSUFCU gets to test the product, the partner-

ship and its own team on a journey that goes from 

inception to implementation. But The Lab was not 

born overnight.

“The Lab is a combination of years of organic 

innovation formalized into a place to experiment 

with different fintechs and innovative companies 

and talk about those experiments, and get our 

members involved early on,” says Ben Maxim, 

assistant vice president of digital strategy and 

innovation at MSUFCU.

F

MSU Federal Credit Union has 
launched The Lab at MSUFCU, 
a testing program for rapid 
development of technology 
solutions. But it’s so much more
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The idea is that the process is “with-

out fear” and to ensure that, unlike 

previously, potential partners do not 

feel pressure to present products that 

are “fully polished”.

“What we’re doing with The Lab 

is finding fintechs that offer niche 

services that make sense for a small 

portion of our membership. We try 

them out in a small pilot for a couple of 

months to experiment with and test it 

from our business perspective, looking 

at the ROI of what that relationship 

could be,” adds Maxim.

It also acts as a training ground 

for employees. “We have some of 

our experts from IT, including our 

development team. We have our UX 

team that helps us build out the pro-

totypes, but then we pull in people 

identified as forward-thinking in their 

areas, those who are also  looking for 

— 
Ben Maxim, 
Assistant Vice President of Digital 
Strategy and Innovation at MSUFCU 

“ The Lab is a combination of years of 
organic innovation formalized into a place 
to experiment with different fintechs and 
innovative companies and talk about 
those experiments, and get our members 
involved early on”
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an opportunity to share their experi-

ences. We have people from our call 

center from our branch network, from 

our accounting team, and several 

other departments. The combination  

of diverse experience helps us look  

at the different solutions holistically.

“We’re also looking to gather and 

nurture employee ideas as well. We 

have an internal program within The 

Lab called CU Innovate where we 

solicit ideas from our employees,” 

said Maxim.

Not only are employees brought 

into The Lab to contribute ideas and 

encourage innovation, they also vote 

on which projects should make it to 

the pilot stage.

The desire to innovate, Maxim 

admits, has been driven by a change in 

member behavior. Where once people 

came to the university and felt it made 

sense to “check out the branch near 

campus”, the rise of fintech super-

stars, such as Chime or PayPal, has 

introduced competition, and the large 

EXECUTIVE PROFILE: 

Ben Maxim
Title: Assistant Vice President of Digital Strategy and Innovation 

Company: Michigan State University Federal Credit Union (MSUFCU)

Benjamin Maxim joined MSU Federal Credit Union in 2007 and currently 
serves as Assistant Vice President of Digital Strategy and Innovation.  
He is responsible for assessing emerging business trends and 
technologies, facilitating innovation throughout the Credit Union, 
and providing strategic direction for existing and future digital 
channels. Maxim began work initially as a Web Developer and in 
2014, he became E-Commerce Manager before moving into roles 
including Assistant Vice President of Programming  
and Development and Assistant Vice President of Software 
Development. He earned a bachelor’s degree from 
Michigan State University.
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While fraudsters have been working overtime 
during the COVID-19 pandemic developing new and
more aggressive ways to hack online merchants 
and customers, Keyno was collaborating with Visa 
and perfecting its CVVkey technology. This 
innovation replaces the static three-digit security 
code on the back of a credit card with a continually 
changing code delivered to cardholders’ 
smartphones, similar to Google Authenticator.

Keyno’s solution is not only easy to implement, it’s 
also risk-free for banks and credit unions. CVVkey 
is available as a standalone branded/white-label 
mobile app, or as a software development kit (SDK) 
plug-in to a credit union/bank’s mobile app.

Michigan State University Federal Credit Union 
(MSUFCU), which recently launched its own innovation 
center, The Lab at MSUFCU, is the first financial 
institution to trial Keyno’s fraud prevention solution.

Knowing Keyno is collaborating with Visa, Ben Maxim, 
Assistant Vice President of Digital Strategy and 
Innovation, moved forward with a pilot, offering 
CVVkey to an initial group of 1,000 MSUFCU 
members. The results are very promising. Maxim  
says MSUFCU plans to widen the pilot, especially 
since members who were not part of the initial 
group are asking if they can participate.

“I’m very proud that MSUFCU is the first financial 
institution to step up and address the growing
problem of digital payment fraud with a truly 
innovative technology that credit unions, banks,

merchants and cardholders can all easily implement 
and use,” says Maxim. “We think dynamic security
codes represent our best bet to drastically reduce 
CNP fraud, and we’re very encouraged by the 
results thus far. Keyno’s CVVkey is an effective 
technology that we can offer to our members 
quickly, at a time when preventing online fraud is  
so critically important. We hope other credit unions 
and banks embrace Keyno’s technology as well. 
Keyno is simply an excellent company to work with.”

Adds Maxim: “We see this as an exciting 
opportunity for both our employees and members 
to be part of a payments innovation. We want to be 
on the front end of technology, and it’s important 
for us to be ahead of the game when it comes to 
fighting fraud. Every dollar lost to fraud is a dollar 
less we can spend on improving our programs and 
helping our members.”

Keyno: Advanced 
Fraud Prevention  
for Digital Finance
Ben Maxim, Assistant Vice President at MSUFCU,  
outlines why his company chose Keyno’s dynamic 
CVVkeyTM product to bolster online security

Preventing  
Online Fraud
Dynamic CVV2  
for Credit,  
Debit, and  
Prepaid Cards

Start preventing the majority of online 
Card Not Present fraud, today. Keyno  
is dynamic security that can be easily  
added to all Visa cards. Keyno provides 
a dynamic CVV2 (CVVkeyTM) on your 
phone that replaces the static CVV2 
on your card.The dynamic CVV2 
validates on VisaNet during the 
transaction and is compatible with 
your existing card processing.

•  Delivers CNP fraud reduction  
& increases card usage 

•  Requires only a simple one-time  
sign up form

•  Dynamic CVV2 validates seamlessly 
on VisaNet, worldwide

• Works on already-issued cards

•   Compelling business case; ROI  
in 1-2 months

LEARN MORE
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Preventing  
Online Fraud
Dynamic CVV2  
for Credit,  
Debit, and  
Prepaid Cards

Start preventing the majority of online 
Card Not Present fraud, today. Keyno  
is dynamic security that can be easily  
added to all Visa cards. Keyno provides 
a dynamic CVV2 (CVVkeyTM) on your 
phone that replaces the static CVV2 
on your card.The dynamic CVV2 
validates on VisaNet during the 
transaction and is compatible with 
your existing card processing.

•  Delivers CNP fraud reduction  
& increases card usage 

•  Requires only a simple one-time  
sign up form

•  Dynamic CVV2 validates seamlessly 
on VisaNet, worldwide

• Works on already-issued cards

•   Compelling business case; ROI  
in 1-2 months

LEARN MORE



national banks (themselves heavily 

investing in fintech companies and 

developers) promote customer loyalty 

from parent to child.

“We’re trying to compete with that 

and help consumers understand 

what we offer them and how we can 

set them up for  successful financial 

futures,” says Maxim.

Currently under pilot are Keyno, a 

fraud prevention tool, Pocketnest™, 

a financial wellness dashboard, and 

ChangEd, for paying off student 

loans early through a transaction 

round up feature.

“We have a couple projects in the 

works that will target people while 

they’re still in school, providing educa-

tion and other related topics, and how 

to ensure you have a solid financial 

footing coming out of school. We want 

to have offerings that are available to 

everyone, then also personalize them 

so they do hit those markets.”

Maxim started in this role at 

MSUFCU in January 2020, after 12 

years on the software development 

team for the credit union and set out 

reading. He read a book by Eric Ries 

called The Startup Way, which along 

MSU Federal Credit Union: Inspiring Hope

CLICK TO WATCH  |  1:44
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with Ries’ The Lean Startup, is core 

reading for the Silicon Valley set. He 

was captivated by the idea of entre-

preneurship within organizations, then 

following the process of getting buy-in 

from internal stakeholders, raising 

funds, recruiting a team and so on.

“A lot of [The Lab] is modelled on the 

principles in those books and really 

trying to avoid what’s been coined as 

‘innovation theatre’ where you spend 

the money on some fancy room or 

fancy building and then come up with 

all these ideas but there doesn’t end 

up being any opportunity – or ROI – 

that comes from it.

“So we’re either getting something 

out of it or we’re showing ourselves 

that this isn’t the right thing to do 

because our members don’t want it or 

the ROI is just not there,” added Maxim.

The program has transformed the 

speed of testing dramatically. POP/io, 

a video banking company, had been 

lurking near MSUFCU’s project board 

for 18 months before being thrust into 

The Lab. “We were up and running in 

five weeks,” says Maxim. 153
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— 
Ben Maxim, 
Assistant Vice President of Digital 
Strategy and Innovation at MSUFCU 

“ So we’re either 
getting something 
out of it or we’re 
showing ourselves 
that this isn’t the 
right thing to do 
because our 
members don’t  
want it or the ROI  
is just not there”

Tim Mielak, MSUFCU’s chief informa-

tion security officer, has also enjoyed 

the organization’s newfound agility. “The 

Lab has really caused us to look at our 

security review process. A traditional, 

classic security review process is really 

a gate, so we’ve had to develop over the 

past year in anticipation of doing this sort 

of innovation. We started to build out 

security systems that could rapidly adapt 

to the requirements of an innovation 

lab.” The new process allows projects to 

move quickly through the security proto-

cols “without being reckless”.

With advances in the complexity of 

attacks being met by increasing lay-

ers of security, is it becoming easier 

to fend off threats, or much harder? 

“It’s getting harder in new ways,” says 

Mielak, “and easier in the old ways.”

“It’s the new avenues of security that 

are going to start challenging us. And 

I’ll give you a great example which 

is artificial intelligence. AI is the buz-

zword. That’s true for products, but 

it’s also true for security. Imagine a 

future in, let’s say, five years where 

security is entirely based on artificial 
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time making sure that we’ve properly 

calibrated our security program to the 

threats that we actually face, anywhere 

from run of the mill phishing all the way 

up to nation state threat actors.”

MSUFCU is also embracing digital 

transformation. “It’s one of our main 

focuses right now, coming out of 

COVID,” says Maxim, “and as part 

of that we had our business analyst 

team go through each of our business 

domains and share their ideas for how 

we can improve procedures and pro-

cesses that were manual. We are also 

intelligentence bots combating each 

other and trying to outmaneuver 

one another. That’s technology we 

haven’t even really dreamed of yet. 

It’s more conceptual. We have to 

embrace it, as a security department, 

along the same lines as The Lab.

“We have to embrace innovation, 

outside-the-box thinking, and secu-

rity to try and not just support those 

efforts for our members, but also make 

sure we stay one step ahead of the 

threat actors who are evolving in their 

own right. And so, we spend a lot of 
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Gregg Hammerman started 
Larky based on an epiphany: why 
shouldn’t the organizations we 
engage with regularly be able to 
communicate with us at just the 
right moment?  

He recognized that consumer 
expectations and behavior have 
evolved, driven not only by the shift 
to doing things remotely, but also 
by the strategies of companies that 
have mastered the digital space—
Spotify, Netflix, Amazon. 

These platforms provide  
added value through features 
like end-of-year reports, movie 
recommendations based on your 
watch history, and “like” purchase 
suggestions, deepening the 
customer relationship. They sync  
with your life outside of 
their platforms.

Larky has taken this idea of 
blending into a user’s everyday 
life and run with it. Their 
functionality easily integrates with 
mobile banking apps to engage 
with users at different touch points 
throughout their day. Using lock 
screen notifications, Larky can 
guide people to offers, promotions, 
local events, and information 
relevant to their unique needs in 
that moment. 

MSU Federal Credit Union 
identified a powerful way to use 

Larky’s technology to engage 
with their members:

“We have a loyalty program where 
we work with local merchants 
who will give you a discount if you 
use a MSUFCU debit/credit card. 
Larky helps us remind people to 
take advantage of those.” —Ben 
Maxim, Assistant VP of Digital 
Strategy & Innovation, MSUFCU

People have a lot of options when 
it comes to banking, and it’s hard 
to stand out. Larky works with a 
diverse selection of community 
financial institutions to help them 
showcase the unique services they 
provide. Maxim recognizes the 
potential for their partnership to 
expand and innovate, helping them 
stand apart from the competition:

“Beyond the geolocation and 
personalization, we’re working 
with Larky to figure out credit card 
fraud detection and prevention. 
Future possibilities are out there. 
They have an established product, 
which is great, but what else 
can we do with them? For one, 
we’re looking into gamification of 
different interactions within our 
digital accounts. Larky is fully open 
to that, and I look forward to where 
we might go.”

The Art of the Nudge
Larky turns mobile banking apps into real-time conversions
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— 
Tim Mielak, 
MSUFCU’s Chief Information 
Security Officer 

“ Imagine a future in, let’s say, 
five years where security is 
entirely based on artificial 
intelligentence bots combating 
each other and trying to 
outmaneuver one another”
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looking at how we can improve efficien-

cies through automation or custom AI 

solutions from the front line all the way 

to the back office. We’re also really try-

ing to improve our digital presence.”

The credit union is keenly aware that 

almost a third of its members live too 

far away to make regular in-person 

visits to a branch, notwithstanding 

another pandemic lockdown or other 

unforeseen event.

“People have adapted to interacting 

with us digitally, and they don’t come 

through the traditional channels with 

the same frequency as previously. We 

don’t see as many in the branch every 

Friday to deposit their paychecks, 

because they do it with eDeposit; we 

don’t have as many people calling in to 

check balances because they do that 

on the mobile app, and they can get 

text message alerts,” said Maxim.

This is the bedrock from which 

MSUFCU hopes to accelerate using 

The Lab. And that initiative has proven 

a testing ground not only for technolo-

gies but also for partnerships, such as 

with the fraud prevention tool Keyno.

Maxim explains, “They’ve been work-

ing on a product for a couple of years 
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We know that no one understands your 
members better than you do. That’s why our 
conversational AI platform is designed from 
the ground up to put your member services 
team in the driver’s seat. 

With the industry’s largest library of  credit 
union-specific content, our no-code  solution 
makes it easy to train and  maintain an 
AI- powered virtual agent that leverages 
 employee expertise without the need for 
data scientists or external  consultants. 

We use proprietary self-learning 
 conversational AI to repurpose data from 
websites, chat logs and chatbots into su-
perior virtual agents that delight members 
through dynamic self-service interactions.

Our market-leading Natural Language 
 Understanding (NLU) gives our virtual 
agents consistent resolution rates of 90% 
- in 25 languages - making it possible to 
deliver that ‘personal touch’ your members 
expect to direct  messaging channels.

Exceptional customer experience and lightning-fast  
deployment, with no AI expertise necessary 

Conversational AI 
Built for Credit Unions 90% resolution rates  

and unlimited scalability

Boost.ai delivers best-in-class  conversational AI. 
Their solution makes it simple for us to  develop 
virtual agents in-house that are  powerful, 
 intelligent and achieve the high member service 
standards that we set for ourselves.

Benjamin Maxim
Assistant Vice President of Digital Strategy and Innovation, MSUFCU

1 week to deploy  
AI-powered self-service

1,000+ topics automated 
out-of-the-box

With boost.ai, you get: 

A fully-opterational virtual agent, built using self-learning conversation-
al AI, ready to deploy in less than one week

Software that’s easy to learn and use, putting the power of automation 
into the hands of your member services team

Unlimited scalability. Handle 10,000+ intents while maintaining  
a 90% resolution rate thanks to our enterprise-grade NLU

www.boost.ai
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and have made some traction, and 

they were  looking for a first client. We 

had a call and I instantly knew that this 

was something we wanted to explore. 

Keyno is one of our first pilots as part 

of The Lab. They had a ready-made 

pilot program set up where they had the 

technology built, but they needed some 

actual cardholders to try it with.”

As testing rolls out to more card-

holders, and the fourth quarter 

crunch for big ticket purchases 

comes along, MSUFCU is “already 

looking at how it can reduce fraud 

— 
Ben Maxim, 
Assistant Vice President of Digital 
Strategy and Innovation at MSUFCU 

“ People have 
adapted to 
interacting with us 
digitally, and they 
don’t come through 
the traditional 
channels with the 
same frequency  
as previously”
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as a way to gain back some of the 

revenue we lost during the first few 

months of COVID, and set us up 

moving forward in terms of revenue.”

Boost.ai is another key partner, ena-

bling the credit union’s chatbot to take 

over simple inquiries while MSUFCU 

employees help members with more 

complex inquiries. 

“With the virtual assistant, you  get 

more consistent answers across the 

board,” says Maxim. “We did a pilot 

with Boost.ai and we asked individuals 

from our team with no experience to 

become certified Boost.ai trainers. We 

were able to build out the content and 

train the model in 10 days and then test 

it with a group of 60 individuals.” User 

satisfaction reached almost 100% over 

the ensuing four weeks. Through the 

pilot, we determined we could automate 

approximately 2,000 employee-to-

employee interactions each month.

“We decided this was a company 

we wanted to move forward with  and 

we’re currently scaling that out. We’re 

learning AI. Yes, there’s technology 

involved, but a lot of it has to do with 

the content, the training, business flow, 

and business process.”

The Lab, which only officially launched 

in autumn 2020, is already creating 

alchemical results for MSUFCU. As the 

credit union looks to 2021 and beyond, it 

can look forward to seeing the reaction.
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yrus Tehrani is Chief Digital Officer  

at the City of Hamilton, a role which 

attracted him due to its unusual speci-

fications. “They were filling a Chief Digital Officer 

role and looking to do some creative things. Many 

cities don’t have CDOs yet and the opportunity to 

help shape the direction of digital transformation 

was what attracted me to the role. ” Despite the 

‘Digital’ in his job title, Tehrani’s influence extends 

beyond that domain. “It’s a bit of an odd portfolio 

in the sense of a CDO per se, where my focus isn’t 

solely on the digital service channel deliveries that 

the city has.” 

Instead, Tehrani oversees a diverse portfolio 

based around digital transformation as well as 

being a champion to promote the digital transfor-

mation occurring across the wide range of services 

the city provides. “That involves looking at pro-

cesses both internally and externally. For instance, 

our digital communication team is in the midst of a 

project to completely refresh our website, ensuring 

it’s multilingual and in-line with new web standards 

Cyrus Tehrani, Chief Digital Officer 
at the City of Hamilton, on the city’s 
extensive digital programmes and 
the benefits they have provided 
through COVID-19

C
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for those with disabilities.” Other initia-

tives include corporate partnerships 

and standing up additional digital 

services to give people the ability to 

interact with the city across multi-

modal channels. “We’ve launched a 

digital online engagement platform 

where we can put up projects and 

have people interact with them and 

give us feedback on those projects 

- which has been really great due to 

COVID and the inherent limitations  

on in-person engagement activities.”

A significant part of Tehrani’s 

role sees him overseeing smart city 

initiatives, partnerships as well as 

innovation. The city recently intro-

duced a transit app to make it easier  

to plan trips thanks to estimated arrival 

times and trip planning functional-

ity. “Our transit division worked with 

the software developer that creates 

our scheduling and transit manage-

ment systems, which were already 

pretty advanced. Bus stops have 

phone number where you could text 

to get detailed route information, and 

we have an interactive voice sys-

tem where you could call in and get 

information but the new app further 

— 
Cyrus Tehrani, 
Chief Digital Officer, City of Hamilton 

“ My focus isn’t 
solely on the 
digital service 
channel deliveries 
that the city has”

168

F E B R U A R Y  2 0 2 1

C I T Y  O F  H A M I L T O N



EXECUTIVE PROFILE: 

Cyrus Tehrani
Title: Chief Digital Officer  Company: City of Hamilton 

Industry: Government  Location: Ontario, Canada

Cyrus Tehrani is Chief Digital Officer at the City of Hamilton, a role which 
attracted him due to its unusual specifications. “They were filling a Chief 
Digital Officer role and looking to do some creative things. Many cities  
don’t have CDOs yet and the opportunity to help shape the direction of 
digital transformation was what attracted me to the role. ” Despite the 
‘Digital’ in his job title, Tehrani’s influence extends beyond that domain.  
“It’s a bit of an odd portfolio in the sense of a CDO per se, where my focus 
isn’t solely on the digital service channel deliveries that the city has.” 

Instead, Tehrani oversees a diverse portfolio based around digital 
transformation as well as being a champion to promote the digital 
transformation occurring across the wide range of services the city  
provides. “That involves looking at processes both internally and  
externally. For instance, our digital communication team is in  
the midst of a project to completely refresh our website, 
ensuring it’s multilingual and in-line with new web 
standards for those with disabilities.” Other initiatives 
include corporate partnerships and standing up additional 
digital services to give people the ability to interact with 
the city across multimodal channels. “We’ve launched a 
digital online engagement platform where we can put up 
projects and have people interact with them and give us 
feedback on those projects - which has been really great 
due to COVID and the inherent limitations on in-person 
engagement activities.”
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Nokia and the City of Hamilton:  
smart city innovations

Nokia Canada’s Shawn 
Sparling, VP Enterprise 
and Public Sector, 
discusses the company’s 
smart city work with  
the City of Hamilton
 

“Our ambition as a company is to create an 
inclusive, digital world,” says Shawn Sparling,  
VP Enterprise and Public Sector at Nokia Canada. 
Achieving that requires network connectivity, 
something in which the company is a specialist. 

“We look at networks as foundational to bringing 
that inclusiveness to the world, whether we’re 
talking about smart cities or rural areas. That’s 
especially true in today’s world, where our 
technology is helping communities secure 
access to healthcare and education.”

In recent times, Sparling has seen the industry 
shift towards more efficient and greener solutions, 
alongside a move towards virtualization. “This 
creates complexity but also enables a quicker 
turnaround to new solutions. With technology 
changing so fast we’re focused on creating cities 
that are connected and smart, while simultaneously 
being safer and more efficient.”

It is precisely this impetus that has driven Nokia 
to partner with the City of Hamilton. “We’re 
outcome-based, so the question really was: 
what do they need? What are the issues that 
they’re facing as the city? Whether it’s air quality, 
traffic, or responsiveness to health emergencies.” 

Sparling anticipates that next generation to be 
driven by sensors which can be repurposed for 

different applications. “It was a very siloed world 
before. Now what we’re doing is really looking at 
leveraging data into an integrated operations 
command and control centre. Leveraging those 
open assets while of course remaining secure.” 
Automation is another area growing in importance. 

“With that complexity, we need to start to automate 
so we can react more quickly. We can take 
information from four or five devices and have 
the system make a decision or notify an operator 
as to what might be happening.”

Another trend is the move towards operational 
simplification. “One of the things we’ve done is 
make it simple enough that with very easy training, 
you can take a piece of equipment, plug it in, 
turn it on, bring it up and operate that network 
within 10 minutes. Something that previously 
took weeks is now a 10-minute exercise to have 
a 4G or 5G wireless network fully up and running. 
Going forward, the uptake in smart city solutions 
is only set to accelerate. “It’s an exciting time  
to be in the industry, and we’ve enjoyed working 
with the City of Hamilton to bring innovative 
technology that will serve to make the community 
a safer and more efficient place.”

Nokia Future X cities

www.nokia.com/networks/future-x-cities

We’re ready to help you take a new and more cohesive approach 
to realize the full benefits of your smart city initiatives. We put 
innovative technologies, financing, contracting models and 
ecosystems at work for a comprehensive and scalable digital 
transformation, that fuels the city economic and social growth.
 
We connect your city to its future.
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enhances the service experience for 

our transit riders.” Also implemented 

have been measures to further simplify 

the experience of citizens, with digital 

payment solutions at parking meters 

and upgraded digital library selections. 

Enhancements to city digital ser-

vices delivery is prioritized based on 

value to citizens as Tehrani explains. 

“We’ve launched an online engagement 

platform, where people can pin places 

on a map, if they’re talking about a park 

for instance, and tell us what features 

they do or don’t like. From that, we can 

engage them with surveys and pro-

vide them with a timeline and visibility 

of who’s listening to their concerns.” 

Another important issue for a city 

of Hamilton’s size and mix of urban, 

suburban and rural environments is 

internet access, especially in the age 

of COVID-19, and it has subsequently 

embarked on a broadband survey to 

identify connectivity requirements. 

Tehrani affirms that the ethos behind 

such initiatives is all about getting 

people to better interact with the 

city. “It’s not necessarily about the 
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— 
Cyrus Tehrani, 
Chief Digital Officer, City of Hamilton 

“ We can provide 
a timeline and 
visibility of who’s 
listening to their 
concerns”

We Are Hamilton
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shiniest technology solutions. It’s more 

about making sure you improve the 

processes around how people engage 

with the city.”

The digital measures and pro-

grammes already in place were 

undoubtedly beneficial in the city’s 

response to the COVID-19 pandemic, 

including keeping the wheels of 

democracy turning. “The city was able 

to move quickly to virtual council meet-

ings, virtual committee meetings,” says 

Tehrani. “We worked closely with our 
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local network provider, a local cable 

channel and with our IT group to be 

able to have all of our counselors meet 

and vote virtually on a virtual voting 

platform and conduct meetings via 

Webex.” Among its other responses  

to the virus was a partnership between 

the city, the public library, two school 

boards and its regional innovation 

centre. “That involved collecting up 

all of the 3D printers that were pre-

sent across those organisations and 

setting them up at the central library 

branch. This resulted in a lab of 25 

to 30 devices printing PPE face shields, 

which were then distributed and pro-

vided back to the city and then also 

distributed out to agencies in need.”

The city’s initiatives are supported 

by the work of trusted partners, 

including Nokia, which support’s the 

city’s connected and autonomous 

vehicle innovation test bed. “That’s 

a part of our Center for Integrated 

Transportation and Mobility, which sits 

on a private LTE network that is sup-

ported by Nokia, including the network 

core itself.”

There is a lot of innovation also 

occurring in the city including the 

— 
Cyrus Tehrani, 
Chief Digital Officer, City of Hamilton 

“ We’ve gone from, 
historically, a mostly 
manufacturing-based 
economy to a mix of 
technology, life sciences, 
creative industries, 
goods movement, 
agribusiness and food 
processing, tourism and 
advanced manufacturing” 
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McMaster Innovation Park. “It’s under 

development and continues to grow, 

but in terms of square footage, it will 

be one of the largest of its kind in 

North America,” says Tehrani. The 

idea behind the park is in converting 

research projects into commercialisa-

tion. “It will have conference space, 

hotel space, and room for a broad mix 

of startups, SMBs and more estab-

lished companies. It’s literally an entire 

city block.”

That’s very much in line with the 

city’s vision for the future, having his-

torically been an industrial steel town. 

“Hamilton has really diversified its 

— 
Cyrus Tehrani, 
Chief Digital Officer, City of Hamilton 

“ The city was able to move quickly 
to virtual council meetings, 
virtual committee meetings”
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the Top 7 Intelligent Communities of 

2020 by the Intelligent Community 

Forum. “That looks at several eco-

nomic domains such as connectivity, 

work and innovation as well as social 

and cultural growth such as engage-

ment, inclusion and sustainability. It’s 

with the idea of moving from a view of 

‘smart’ cities, which might be a little bit 

more focused on the technology side 

of things, to a more holistic view of the 

programmes that a city and partner 

institutions deliver.”

Going forwards, Tehrani is focused 

on continuing to improve digital 

means of service delivery, as people 

become accustomed to multimodal 

delivery common to tech companies. 

“Everything we do is underlined with 

the aim of using technology with the 

goal of supporting ease of access to 

service delivery and the economic 

growth of the community,“ he says.economy,” says Tehrani. “We’ve gone 

from, historically, a mostly heavy man-

ufacturing-based economy to a mix 

of technology, life sciences, creative 

industries, goods movement, agribusi-

ness and food processing, tourism and 

advanced manufacturing.” Hamilton 

has duly been recognised as among 
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imothy J. Marshall is Chief Innovation 

Officer at Dallas County Community 

College, an educational institution which 

teaches over 80,000 students per term. It’s a role 

that involves more than just managing technology. 

“I’m involved with our college’s strategic partner-

ships with local workforce providers. Dallas is the 

home of many Fortune 500 Headquarters - in 

particular American Airlines, Southwest Airlines, 

Texas Instruments and AT&T. We have relation-

ships with those organizations to help train their 

students, and we also work a lot with local service 

agencies. Many of our students are below the 

poverty line, so we help them with access to 

healthcare, food and transportation. We’ve cre-

ated a lot of programs that use technology to 

provide those things - for instance, all of our quali-

fied students now get a free bus and local light rail 

transportation pass.”

Marshall oversees a staff of around 290 people, 

and emphasizes that technology is in service of a 

greater goal. “Our team is working on things like 

infrastructure or databases or ERP systems. But 

T

Timothy J. Marshall, Chief Innovation 
Officer at Dallas College, discusses 
its implementation of technologies 
including blockchain and cloud
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we have to make sure we’re not just 

doing technology for technology’s 

sake. That’s why we have very specific 

goals for the institution with regards to 

student services and student success.”

Ensuring that technology does the 

most good requires a good grasp 

of data. Thanks to extensive experi-

ence in the education sector (and 

having been to community college 

himself), he understands how vital 

that is. “Institutional Research teams 

are typically where the data becomes 

actionable at a college or university. 

Though I don’t have that oversight 

here, I work really closely with that 

department. We never know when 

we’re going to need a specific piece 

of data, so my mindset is to grab hold 

of as much of it as possible. Even if 

I’m going to put it aside for a month or 

two months or a year, I’m going to take 

advantage of it eventually.”

The benefits of pursuing that volume 

of data are also felt directly by stu-

dents, as Marshall explains. “We have 
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— 
Timothy J. Marshall, 
Chief Innovation Officer,  
Dallas County Community College 

“ We have to make sure we’re not just  
doing technology for technology’s sake”

EXECUTIVE PROFILE: 

Timothy Marshall
Title: Chief Innovation Officer  

Company: Dallas County Community College

Timothy J. Marshall is Chief Innovation Officer at Dallas College, an 
educational institution which teaches over 80,000 students per term.  
It’s a role that involves more than just managing technology.  
“I’m involved with our college’s strategic partnerships with 
local workforce providers. Dallas is the home of many 
Fortune 500 Headquarters - in particular American Airlines, 
Southwest Airlines, AT&T and Texas Instruments. We have 
relationships with those organizations to help train their 
students, and we also work a lot with local service 
agencies. Many of our students are below the poverty  
line, so we help them with access to healthcare, food  
and transportation. We’ve created a lot of programs 
that use technology to provide those things - for 
instance, all of our students now get a free bus 
and local light rail transportation pass.”
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Doing what’s best for clients is what motivates 
CampusWorks. 

Since 1999, it’s delivered unmatched leadership 
expertise to institutions of all shapes and sizes, 
increasing institutional effectiveness and enhancing 
the student experience. A relentless drive to solve 
systemic challenges and create the conditions 
required for lasting change has earned 
CampusWorks a reputation for being bold – 
something that made Dallas College take notice.

College leadership aimed to eradicate poverty  
in the region.  An audacious goal, Chief Innovation 
Officer Tim Marshall saw an opportunity for 
transformation as practical requirements came  
into focus: the consolidation of the seven 
institutions, creating the foundation for a single 
enterprise technology platform, and reimagining 
‘student success’. Having found a synergy with 
CampusWorks, the independent firm was engaged.

Attentively digging in, CampusWorks set out to 
align the College’s people, processes, information, 
and technology for the future. But Chief Executive 
Officer and Board Chair Liz Murphy confirms her 
team’s work went deeper, “while we used our 
standard methodologies, we had the blessing of 
the chancellor to really push the organization to 
think completely differently about how they would 
operate as a single institution.” Exploring beyond 
stated needs CampusWorks’ student-centric 
approach helped faculty and staff embrace the 
possibilities created by change. 

One such possibility: the nation’s first career 
connected learner network. “We coined the term 

College Selects 
Strategic Partner  
to Design for 
Poverty-Free Future 

Dallas College finds bold synergy with CampusWorks and taps 
unmatched expertise to drive transformation, think differently, 
and embrace the possibilities created by change.

‘enroll in a job’, because that’s what students want 
and need,” says Marshall. “When CampusWorks 
came in, discussions became less about functions as 
opposed to interesting approaches to the students.” 

Today that network helps students connect learning 
to living wages and sustainable careers - moving  
the College one step closer to its goal of ending 
systemic poverty. “Colleges and universities have  
a profound ability to make change,” says Murphy. 
The CEO believes Dallas College has set the bar 
high, but she reports seeing an uptick in the number 
of institutions setting similarly ambitious goals. 

Murphy encourages today’s leaders to think about 
the ripple-effect they wish to have because it’s not 
about “where your pebble drops, but where the 
ripple goes when it reaches the shore – what is it 
that you’re changing in the world?”

Liz Murphy, 
CEO & Chairman of the Board

Partnering  
to solve  
seemingly 
impossible 
challenges. 

We serve beyond the standard by pairing strategy with execution to help 
you transform IT Services, Enterprise Technology, and Student Success.

Learn More
Insight. Ingenuity. Impact.
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relationships with over 350 hospitals, 

medical clinics and social services 

agencies. We share data and data-

bases, which allows for our students 

to have a quick path to those services 

without having to retell their stories over 

and over again. That’s one of the things 

we’re doing that are driven by technol-

ogy but also by knocking down barriers.”

In that same spirit, the college 

instituted the United States’ first 

blockchain student record system. 

“We decided that blockchain was the 

only technology that could allow us 

to move our student records into a 

secure environment that at the same 

time was not dependent on our institu-

tion. Our students have had access to 

their official transcript records via that 

system since July of 2019. We’ve now 

got the records of every student that 

has ever attended our college - 1.8 mil-

lion student records in the chain total 

- and we update it daily.

The system was inspired by the 

failure of a major, national, private 

for-profit college, who had thousands 

of students in the Dallas area in the 

middle of degree work. “The Federal 

Department of Education asked our 

— 
Timothy J. Marshall, 
Chief Innovation Officer,  
Dallas County Community College 

“ My mindset is to grab 
hold of as much 
[data] as possible”

Chancellor to take these students 

on - because we had similar programs 

and we had capacity. But when that 

college closed down, their computer 

systems also closed down. So these 
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— 
Timothy J. Marshall, 
Chief Innovation Officer,  
Dallas County Community College 

“ We’re migrating 
the services and 
applications that 
we have to a cloud 
infrastructure”

let the same thing happen to our stu-

dents in a similar situation.”

The benefits of the technology are 

again keenly felt by students, not least 

in potential job opportunities. “We’re 

now working with local workforce 

providers, says Marshall. “They want 

to have access to that information 

for recruiting purposes. It means they 

can query it - without knowing the 

student’s name - based on how many 

students have passed a PERL pro-

gramming class in the last two years, 

students had no access to their 

records for almost six months. Our 

chancellor said to me that we couldn’t 
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— 
Timothy J. Marshall, 
Chief Innovation Officer,  
Dallas County Community College 

“ We’ve become much 
more project-oriented 
than we were in the past”
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for instance. Then they can directly 

message the students, anonymously 

to say: ‘Hey, I might have a job for you.’

A number of trusted partners have 

been vital to the ongoing transforma-

tion. Implementation of a new Workday 

ERP system is beginning now, with 

Deloitte serving as the implementa-

tion partner. CampusWorks has 

provided consulting and services 

based on their expertise in all areas 

of the higher education space. “Their 

staff has a wide range of experience 

in higher education - not only technol-

ogy professionals, but also as former 

librarians and former faculty and 

registrars and admissions and finance 

people,” says Marshall. “Whenever you 

embark on a large project, you need to 

have other, unbiased eyes looking at 

it. In the last year, they’ve provided us 

with a very specific service related to 

making sure our environment and our 

college was ready to go to a new ERP.”

A learning management system 

from Blackboard has also been intro-

duced, offering students an online 

platform to gain access to instruc-

tional materials, discuss with faculty 

and complete assignments. That’s 
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been especially important thanks to 

the ongoing COVID-19 pandemic. “It 

made it easier for us to transition a lot 

of students online when the pandemic 

hit,” says Marshall. “We were in the 

middle of the semester when we shut 

down all of our campuses. We had to 

take 60,000 students in two weeks 

and move them online. Because of the 

cloud nature of Blackboard, the plat-

form was able to rather quickly scale 

up their systems to take on all those 

extra students.”

The pandemic has naturally 

impacted the organization, as it has 

with essentially all centers of edu-

cation worldwide. In this case, it’s 

brought a number of projects to the 

front of the line. “One of them is chang-

ing from seven separate colleges into 

one college, with seven campuses. Up 

until March of this year, each one of 

those colleges ran their own IT shops. 

When we all came together and we 

were all working remotely, it was rather 

apparent that we should immediately 

centralize - as opposed to waiting for  

a year or two.”

With years of experience manag-

ing global teams in consulting firms, 

Marshall is confident in the efficacy of 

remote working, provided the technol-

ogy is in place to support it. “We’ve had 

to condition a lot of software products 

so that they make sense for every-

body. Virtual white boarding for agile 

development, for instance. I don’t have 

that physical presence now, so we’ve 

become much more project oriented 

than we were in the past.” 

Going forward, Marshall sees 

that remote trend replicated in the 
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College’s infrastructure. “We are 

moving on from being a department 

that was primarily responsible for very 

physical, tangible assets within our 

data center. When March hit, I took a 

long look at our data center health. In 

the last year, we’ve had a fire, a flood 

and a gas leak in our data center. So 

I decided we’re going to data center-

as-a-service.” The College, then, is 

using the opportunity to modernize its 

technology for the benefit of students. 

“We’re migrating the services and 

applications that we have to a cloud 

infrastructure,” says Marshall. “That’s 

why we’ve renamed our infrastructure 

team to cloud and infrastructure.”
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rchroma is a global colour and specialty 

chemicals company headquartered in 

Basel, Switzerland. The firm was cre-

ated out of chemicals company Clariant’s textile, 

paper and emulsions business in 2013, a move 

that is crucial to understanding the company’s 

structure as of today, which has become more 

lean, more agile, more flexible and more direct. 

The separation from Clariant was particularly 

focused on building an independent company. 

with best-in-class technology, expertise and  

people and was completed in less than a year.

Having since made a number of acquisitions, 

including BASF’s textile chemicals business 

in 2015, the company today has some 3,000 

employees across more than 35 countries,  

operating 25 production sites. In Asia, Archroma 

has 1,200 employees, with Singapore being  

A

We take a closer look at 
the technologies that have 
been powering the  specialty 
chemicals company Archroma 
since its inception
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manufacturing into line with the 

company’s wider ambitions to bring 

customers into the process at an 

earlier stage. This focus on using 

technology to improve the customer 

experience goes beyond manufactur-

ing, with a web page where designers 

can choose from over 4,000 colours  

to use in their designs.

Archroma’s digital transformation 

journey has been supported by the 

assistance of a number of partners. 

Salesforce has provided customer 

systems that are allowing Archroma 

the global headquarters of the textile 

chemicals business. Archroma’s  

Asia operations consist of all coun-

tries in the regions of South and 

Southeast Asia, China, Korea, Japan 

and Oceania, with employees and 

manufacturing capabilities in almost  

all major countries.

As part of the separation the 

company’s internal systems were 

moved to the cloud, while crucial 

manufacturing technology is also 

being upgraded, with an emphasis 

on digitalisation. The goal is bringing 

Archroma: Corporate video

CLICK TO WATCH  |  2:22
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to explore, for instance, ecommerce. 

Supporting that process was inte-

gration partner Accenture, while IT 

organisation Everis delivered sup-

port services alongside advice. With 

Infosys, meanwhile, Archroma has 

worked from the start to develop a 

sturdy foundation of technologies.

By focusing on customers, and 

with the help of technologies such 

as improved manufacturing tech-

niques, Archroma is pioneering a 

sustainable approach to the industry. 

Backing up that pledge, the company 

— 
Heike van de Kerkhof, 
CEO, Archroma

“ As industry 
leader, we have 
the responsibility 
to keep on 
addressing 
the climate 
challenge”
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challenge our suppliers in terms of 

safety, health and environment, and 

to go even beyond our own strict 

policies and processes.”

It also recently joined the Together 

for Sustainability (TfS) global initia-

tive for sustainable chemical supply 

chains. In another press release, 

Andreas Wester, Chief Procurement 

Officer at Archroma, said: “As an 

industry leader, we have the respon-

sibility to do everything we can to 

reduce our impact on the environ-

ment. This is why we are very proud 

recently topped the Institute of 

Public & Environmental Affairs (IPE) 

list of industrial chemical companies 

driving supply chain transparency. 

In a press release, Heike van de 

Kerkhof, CEO of Archroma, said: “As 

industry leader, we have the respon-

sibility to keep on addressing the 

climate challenge, and to do every-

thing we can together to reduce our 

impact on the environment. This is 

where the approach of the Institute 

of Public & Environmental Affairs 

supports us. They encourage us to 
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to work with TfS and its members 

towards fostering sustainable sourc-

ing in our respective supply chains. 

This in turn allows us to offer safer 

and more sustainable solutions to 

our customers for manufacturing 

daily-use products in areas such as 

e.g. textile & fashion, packaging & 

paper, and paint & construction.”

— 
Andreas Wester, 
Chief Procurement Officer,  
Archroma

“As an industry 
leader, we have 
the responsibility 
to do everything 
we can to reduce 
our impact on the 
environmen”
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ith experience gained in the US Navy, Rhys 

Fernandez developed extensive technical 

knowledge which was to prove invaluable 

for a career in the wireless communications busi-

ness. Joining Talley Inc. 16 years ago, he started as 

an Account Executive and, is now Director of 5G 

Applications at the major US distributor.

“I aspired to be a programmer but kept gravitat-

ing back to my strength – wireless, which I felt 

was the way the industry was heading,” he says.  

“I remember attending a Next Generation Mobile 

Networks conference and hearing how each ‘G’ 

was on a timeline of about 5 to 10 years, but then 

from 3G to 4G, it was cut in half. Now it’s apparent  

it’s happening faster and faster – much like how 

computers evolved.”

Without doubt, Talley Inc. is at the forefront of 

digital transformation, providing products and 

supply chain solutions for organizations involved in 

Public and Private Wireless Networks. He says the 

Rhys Fernandez, Director 
5G Applications, Talley Inc. 
outlines how it is gearing 
up for the 5G boom, the 
importance of key vendors 
and how more focus on 
procedural details will be one 
positive trend from COVID-19

W
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company’s economic position is “very 

healthy” with clear growth forecasts 

based on organic growth of existing 

customers, and the acquisition of new 

customers building new networks or 

expanding existing networks. Talley is 

focused on providing ease of ordering, 

product availability, and ‘top-notch’ 

customer service as a means to 

achieve its goal of Service Excellence. 

“It’s amazing how fast technology 

advances, Talley is still providing the 

products and services required for 

today’s networks, the products have 

changed and continue to change” he 

— 
Rhys Fernandez, 
Director of 5G Applications, Talley Inc. 

“ With the advent of 
5G technology, we’re 
going to be seeing 
more automation, 
less interaction with 
humans and more 
intelligence nearing 
the edge of the 
network”
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EXECUTIVE PROFILE: 

Rhys Fernandez
Title: Director of 5G Applications  Company: Talley Inc.

Rhys Fernandez is Director of 5G Applications at Talley.  
He is responsible for identifying product solutions, integrating 
vendors into the organization, and managing our product 
portfolio. Before joining Talley in 2004, Rhys started his 
career in Wireless while in the United States Navy as a radar 
operator and electronics technician. Following his military 
service, Rhys worked in California’s Silicon Valley in 
manufacturing, wireless system design, and sales for 
companies associated with internet and data network 
technology. Rhys earned his B.S. in Business 
Administration with a Data Telecommunications 
Option from CSU East Bay. Rhys resides out 
of Talley’s Dallas Facility.

reflects. “With the advent of 5G tech-

nology, we’re going to be seeing more 

automation and more intelligence near-

ing the edge of the network – think IoT 

and Smart Transportation. As the intel-

ligence gets closer to the edge, more 

backhaul and mid-haul will be imple-

mented to support the robust nature of 

network edge devices requiring more 

bandwidth and minimal latency.”

He emphasizes the expansion of 

spectrum use, highlighting how higher 

frequency is key to bandwidth in the 

5G architecture of wireless commu-

nications, continuing to provide better 

and faster services.

“Traditionally, our customer base 

varied broadly, our goal was to get 

more focused. We took a long list of 

customer types and organized them 
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P A N E L :  R A P I D - F I R E  Q U E S T I O N S

What COVID trends do you  
see remaining?
Remote workers, companies staying 
leaner and supply chain evolution.

What makes Talley different?
We have a focused approach on 
customer types. We understand a 
specific number of solutions, operate 
with profitability in mind, and that 
streamlines our decision tree. 
Removing that ‘noise’ is key to what 

we’re trying to accomplish.

Where do you see the business 
going in the next 12-18 months?
Crossing my fingers, our business is 
going to be busy. With the effort to 
reduce costs, IoT is going to be more 
important, small cells are going to be 
deployed in mass, macro sites will 
still be built, and fiber plants to 
support things at or near the edge 
will be needed across the board.

What are the top industry trends?
Faster bandwidth; fiber-optic usage 
in back- mid- and front-haul; AI; and 
the deployment of small cells.

— 
Rhys Fernandez, 
Director of 5G Applications, Talley Inc. 

“ As a distributor, we’re like the home 
depots of the wireless application world”
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into three main groups – carriers, land-

mobile radio and specialty group. This 

allows us to zero in on applications 

specific to their needs.”

When it comes to vendor rotations, 

Talley carries ‘best of breed’ products, 

partnering with great companies that 

value integrity and offer support. As a 

distributor, we’re like the Home Depot of 

the wireless application world,” he says. 

Value is a key focus, and previously 

as training director, his mission was 

multi-faceted. “I wanted every sales-

person to understand the customer 

and competition, the applications we 

support and how to engage with cus-

tomers,” he says.

Competition has evolved from a 

fixed set of competitors to a realm 

that is constantly changing. “We must 

understand who we are and who we 

serve,” he says succinctly.

During our interview, he listens 

intently, smiles constantly and 

describes his leadership style as 

conscientious, honest and under-

standing. “Mindset is very important 

to us, he says. We have incorporated 

a program with the objective to be 

the premier wireless distributor in 

About Talley

CLICK TO WATCH  |  1:05
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— 
Rhys Fernandez, 
Director of 5G Applications, Talley Inc. 

“ The key to sustaining the vendor 
relationship is transparency 
and communication”

CONTACT US TODAY

YOU CONNECT 
THE WORLD.
WE MAKE IT EASY.
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for wired and wireless networks for 

decades. They provide leading-edge 

technology and support a variety of 

applications that are future focused.”

Ceragon, a leading wireless trans-

port vendor, is highlighted as Talley’s 

identified wireless backhaul solution. 

“Wireless backhaul is a great tool to 

get fiber-like speed from one point to 

another over distance, in a cost-effi-

cient, fast time and deployable manner 

– eliminating the dependency on fiber 

availability and feasibility.”

FreeWave Technologies role is in 

the Control Systems space, supporting 

SCADA and IoT applications. Looking 

broadly at our partners, we have a port-

folio of OEM’s that are best of breed in 

their respective product sets. Our solu-

tions address; support structure, signal 

transmission, power and grounding, 

the base elements of any network.

“It’s paramount to have the right 

vendor, we have a specific and 

focused number of applications we 

support, and we want to do it profit-

ably for the Customer, Talley, and the 

vendor,” he said. “The key to sustain-

ing the relationships is transparency 

and communication.”

the USA. Culture is the foundation 

of any successful team. Our motto is 

‘Empowered Employees Delivering 

Service Excellence’.”

KEY PARTNERS
Talley represents over 300 vendor 

manufacturers, one that stands out 

for Fernandez is CommScope. With 

the acquisition of ARRIS and Ruckus, 

its combined company provides even 

greater technology, solutions and 

employee talent, with broader access 

to new and growing markets.

“They’ve done a remarkable job in 

providing infrastructure components 
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COVID CHANGES
The two main developments in 2020 

have been ‘working remotely’ and ‘work-

ing in person’ for those in operations, 

says Fernandez. Fortunately, the US 

Federal Government recognized Talley 

as an essential business, enabling it to 

keep businesses and schools connected.

“All the packing, shipping, receiving 

still took place. How did we overcome 

it? Through our IT team, which installed 

new programs for communication. We’re 

a big Microsoft house, and IT took it to 

the next level. Operations made adjust-

ments to ensure we can get products to 

customers safely, and HR put standards 

in place and made resources available.”

He believes the industry is going to 

get back to normal, but it will be ‘a new 

normal’. “We talk about vaccines around 

the corner and more positive testing. The 

experience has shown we can get more 

done remotely. I’ve worked remote for 

some time – but for Talley and the indus-

try, another benefit is the attention to 

detail necessary, when it comes to pro-

cedures. We can become even stronger 

over time.”

— 
Rhys Fernandez, 
Director of 5G Applications, Talley Inc. 

“ COVID has shown 
we can get more 
done remotely.  
For Talley and the 
industry, another 
benefit is the 
attention to detail 
when it comes to 
procedures”
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uture proofing is a core strategic mission 

for SAP. As the market for robust ERP 

evolves toward cloud and hybrid technol-

ogies, and challenger software providers bring new 

ideas into the field, it is critical for the figureheads 

to deliver meaningful transformation both in their 

product offerings and from within.

Nicole Berg is Vice President & Head of Spend 

and Workforce IT Solutions at SAP (including SAP 

Concur, SAP Ariba, SAP SuccessFactors & SAP 

Fieldglass). Her involvement in the company goes 

back 14 years, during which time she has held vari-

ous specialist and management positions. She is 

known as a valued leadership personality, involving 

the ability to build, develop and grow teams into 

autonomous, self-developing and award-winning 

organizational units across all board areas.

F

SAP’s Vice President for all Spend 
and Workforce IT Solutions 
(SWIS) Nicole Berg puts people 
and results at the heart of her 
leadership strategy. She explains 
her approach and its successes.
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— 
Nicole Berg, 
VP & Head of Spend and 
Workforce IT Solutions, SAP

“To be able to transform 
a company you need to 
be able to transform your 
people and yourself”.
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REAL VALUE
“I think sometimes we tend to forget 

about the real values,” she says. “We 

can look at the stock and how the 

markets react, but it’s not just about 

earnings. We have the possibility to 

really make an impact as a company 

along the X+O Strategy, because at 

the end we want to make the world run 

better. That’s our vision, so we need to 

do everything we can with regards to 

our software products, our values and 

our people.”

€27.5bn

1972

100,000

Revenue in  
Euros

Year founded

Number of  
employees

What is SAP?

CLICK TO WATCH  |  1:14
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EXECUTIVE PROFILE: 

Nicole Berg
Title: Vice President Spend and Workforce IT Solutions  

Industry: Software

A customer and end-user focused, energetic, goal oriented  
and empowering leader with 14-plus years of experience  
in consulting, application implementation, process 
optimisation, project management, strategy, global 
escalations, IT and transformation. She possesses  
a outstanding and passionate leadership style 
involving the ability to build, develop and grow 
teams into autonomous, self-developing and 
award-winning organisational units. A reliable 
and active team worker, she is proactive, 
confident and pioneering, with extraordinary 
communicational and interpersonal skills.

— 
Nicole Berg, 
VP & Head of Spend and Workforce  
IT Solutions, SAP

“ That’s our vision, 
so we need to do 
everything we can 
with regards to our 
software products, 
our values and our 
people”

That last piece is critical to Berg’s 

role, and the Covid-19 pandemic has 

tested SAP’s approach to human capi-

tal, a test she thinks the company has 

passed with flying colours.

“We’ve walked the path before, and 

that’s why we were ready when the 

crisis hit us.” “I talked to a lot of friends 

during that time who couldn’t even have 

a proper Webex call because the net-

work was going down all the time. So we 

were very grateful that we were enabled 

to work through that environment.”
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Software testing company Tricentis has recently 
been chosen by SAP for a strategic partnership in 
the space, as Founder and Chief Strategy Officer 
Wolfgang Platz explains: “This partnership goes 
beyond anything that SAP has previously gone for 
with a vendor, because it is not just about 
reselling or sharing products. It is also about 
sharing development.” SAP’s choice was informed 
by Tricentis’ reputation in the field. “We are 
viewed as the global leader in software testing, 
with about 2000 enterprise customers,” says 
Platz. “The who’s who of big industries such as 
insurance, financial services, banks, etcetera are 
with us, so there’s a large overlap of customers 
between SAP and Tricentis.”

Tricentis has been at the forefront of changing 
the software testing industry via automation. “It 
has changed because of us,” says Platz. “What we 
have brought to the table is the opportunity to 
achieve new levels of automation. In former days, 
software test automation always required 
programming skills. You needed to be a developer. 
But we have changed this completely by evolving 
that process into a business discipline.”

Tricentis is continuing to innovate, adding new 
levels of automation by applying artificial 
intelligence and democratising access to testing. 

“It opens up a completely new category of testers 
to become productive, because you don’t need 
to know anything about the technology in the 
background,” he says. One way that’s achieved is 
using AI to create an automated sequence from a 
video of a user interacting with an application.

Such innovations are lessening the burden of 
software testing - especially important for 
frequently updated software such as SAP’s 
offering. “People dislike upgrading because they 
need to test everything, so what they try to do is 
stay on an old version for as long as possible - 
one customer didn’t update anything for eight 
years!” says Platz. “What we can do with our 
software is find out what the bare minimum of 
testing should be, so that you don’t face a risky 
go-live. Through that, we can reduce testing 
efforts by up to 85%, bringing huge benefits. This 
is what we bring to the market. This is what SAP 
found particularly exciting about us. And that is 
why we are now shaking hands.”

Tricentis  
and SAP:  
automation  
in software  
testing

Software, 
unleashed.
We help enterprises accelerate their digital 
transformation with an AI-driven, end-to-end 
testing and automation platform. With Tricentis, 
you don’t just release software. You unleash it.

Learn more

Tricentis’ founder and 
CSO Wolfgang Platz on 
the company’s software 
testing capabilities and 
its partnership with SAP
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During the pandemic Berg has 

done several leadership activities 

to keep the team spirit and drive the 

organization to new heights with 

eg specific Covid related surveys, 

quick polls in all-hands meetings, 

new formats such as watercooler 

sessions, meeting-free Fridays, daily 

leadership crisis calls and several 

individual meetings. Questions she 

asked during that time have been 

— 
Nicole Berg, 
VP & Head of Spend and 
Workforce IT Solutions, SAP

“ We are on a joint 
journey and we 
need to leverage the 
opportunity together 
where we can”
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professional and personal to ensure 

everybody’s wellbeing, as much as 

a company can (eg about the mood: 

“How do you feel?”; the environment 

“How can you cope with the home 

office environment?”; or the needs 

“What are the things you need from 

us as leaders?) I’ve been proud 

and inspired by how my people have 

adapted. “There’s a nice saying from 

Kennedy. He says that crisis is about 

opportunity and danger, but if you 

leverage the opportunity, you can go 

on to be even stronger. And I really 

believe in that. So we are on a joint 

journey and we need to leverage the 

opportunity together where we can.”

FUTUREPROOFING
This demonstration of futureproofing 

for a pandemic that was widely unan-

ticipated has not stilled Berg’s appetite 
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for looking still further ahead. “Our role 

for SAP as a department is threefold; 

We act as technology enabler, product 

co-innovator and showcasing cus-

tomer for our own products. With that 

my vision is to empower each of our 

100,000 employees with best-in-class 

travel, procurement and HR solutions 

to fuel SAP’s growth.” Why? Because 

she believes that a great employee 

experience also enables a remarkable 

customer experience. “Therefore it’s 

important to listen to my employees, 

our end-users and our customers,” she 

says. “To grow teams in organisations 

SAP’S PARTNERSHIP WITH TRICENTIS 

Berg has a long-term footprint  
in terms of testing and test 
automation, as she did a huge 
outsourcing project years ago 
when she started in IT. One topic  
at the time was testing automation.

When she returned from 
maternity leave, she saw Tricentis 
was newly established in the 
magic quadrant and wanted to 

gain more insights. From a 
product point of view, a lot of test 
automation tools are made for 
developers and they are script-
based. Tricentis is module based, 
and it’s easy to use from different 
user-groups compared with other 
tools in the market. Automation 
brings in the needed agility to 
testing and with that also enables 
digital transformations. 

230

F E B R U A R Y  2 0 2 1

S A P  S E



means to listen and to help them to 

come out of their comfort zones, inde-

pendently of the role.” Stakeholder 

exchanges and customer meetings 

have also been continued on a regular 

basis, in the virtual set up. “So strong 

collaboration, experience manage-

ment and a groundbreaking set up for 

growth are the top priorities for 2021.” 

TRANSFORMATION
The prerequisite to be able to focus on 

these three priorities is the transfor-

mation Berg triggered a year and a half 

ago. Berg said that to be able to trans-

form a company you need to be able 

to transform your people and yourself. 

And also to look into what you currently 

have in your organisation and beyond. 

Collaboration is a crucial pillar not 

only within the teams but also across 

all involved parties. Berg set up and 

executed a new operating model for 

engagement with product develop-

ment and IT, engaged even closer 

with her business across all board 

areas and made sure her people’s 

feedback was relevant. Another 

— 
Nicole Berg, 
VP & Head of Spend and Workforce IT Solutions, 
SAP

“ Strong Collaboration, 
Experience Management 
and a ground-breaking 
set up for growth are the 
top priorities for 2021” 
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pillar in Berg’s management philoso-

phy is the importance of “diversity of 

skills”. “When I was asked to trans-

form the team it was clear to me 

that we need to have leaders with 

completely heterogeneous skill sets.” 

I needed something different in all 

four areas of the organization.” She 

set about finding the right leaders 

for each department, all with different 

focus: analytical, structured, business 

demand-focused, customer oriented.

“I’m really proud and inspired by how 

all my people have been grown into 

self-organized teams” she concludes.

— 
Nicole Berg, 
VP & Head of Spend and 
Workforce IT Solutions, SAP

“ There’s a nice saying from 
Kennedy. He says that crisis 
is about opportunity and 
danger, but if you leverage 
the opportunity, you can go 
on to be even stronger”
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Collaboration in Securing 
IT/OT Convergence  
in the Energy Sector
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he global pandemic in 2020 may have 

unleashed a host of new challenges for 

the energy sector – but it also revealed 

and vastly accelerated the existing trends already 

upending how companies manage and defend their 

critical energy assets, particularly when converg-

ing IT and OT operations. Nowhere is that moving 

faster than in Asia.

The sudden shift to remote work forced by 

the pandemic has driven organisations to adopt 

remote access technologies overnight as opposed 

to what would have normally taken years. This has 

resulted in an expanded digital attack surface and 

introduced thousands of potentially vulnerable 

new connections to critical energy assets. 

“The energy sector is undergoing IT/OT con-

vergence at an unprecedented rate driven by 

business demands for increased efficiencies and 

rapid adaptation to changing customer require-

ments. This all comes at a time when connectivity 

has become essential to continue operations as 

global and local travel has come to an abrupt halt,” 

says Mex Martinot, Vice President and Head of 

T

We examine the partnership 
between Siemens and Tenable 
amid the companies’ ongoing 
digital transformation journeys
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— 
Mex Martinot, 

Vice President and Head of Asia, 
Industrial Cyber and Digital Security

“Creating good 
partnerships 

doesn’t just 
happen”
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In 2017, Siemens Energy partnered 

with Tenable, the world’s first Cyber 

Exposure company capable of  pro-

viding vulnerability management 

across both OT and IT environments. 

This helps utilities and oil and gas 

companies to securely enable IT/OT 

convergence. With the risk of cyberat-

tacks ever-increasing, Siemens Energy 

and Tenable collaborated to help 

customers gain a better understand-

ing of where their OT assets may be 

vulnerable, and then deliver the service 

to help companies secure and protect 

their critical OT environment. Since the 

Asia, for Siemens Energy’s Industrial 

Cyber and Digital Security business. 

“This rapid adoption of digital solutions 

and urgent need for connectivity to 

enable remote management and main-

tenance increases the exposure to 

the growing cyber threats and recent 

uptick in targeted attacks.”

Considering the small number of 

countries in Asia with a strict cyber-

security mandate, he adds, many 

organisations do not have a mature 

cybersecurity program in place yet.  

It’s important that a comprehensive 

OT cybersecurity solution is part and 

parcel of the transformation as it con-

tinues to evolve.

The answer: “Increasing the 

awareness of our customers OT 

Cybersecurity risk posture through 

enhanced visibility, security and control.”

Siemens Energy is a global tech-

nology leader, primarily focused 

on electrification, automation and 

digitalisation. It is one of the world’s 

largest producers of energy-efficient, 

resource-saving technologies and  

is a leading supplier of systems of 

 power generation and transmission  

as well as renewables.

1847

2020

91,000

Year founded  
(Siemens AG)

Year founded  
(Siemens Energy)

Number of  
employees (Siemens)238
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acquisition of Indegy in 2019, Tenable 

has extended its depth of OT exper-

tise and intelligence, and breadth of 

OT-specific capabilities from vulner-

ability management to asset inventory, 

configuration management and threat 

detection. The launch of Tenable.ot 3.9 

is a testament to Tenable’s continued 

product innovation, providing cus-

tomers with unmatched visibility and 

control to secure IT assets alongside 

OT systems and reduce their cyber risk 

in converged, modern environments.

“Digital transformation within critical 

infrastructure means that the days 

of fully air-gapped OT assets are 

largely gone to increase efficiency 

and efficacy. This is not without risk,” 

Richard Bussiere, Technical Director  

at Tenable APAC, says. 

EXECUTIVE PROFILE: 

Mex Martinot
Title: Vice President and Head of Asia  Company: Siemens Energy

At Siemens Energy, Mex Martinot heads the Industrial Cyber & Digital 
Security business for Asia. Based out of Singapore he is responsible 
for driving the strategy and delivery of Siemens Energy’s 
Cybersecurity Solutions to secure the rapid digital 
transformation in the energy sector in Asia and helping to 
stay ahead of the ever-evolving cyberthreat. Mex is also 
leading the initiative to localise the Cyber talent within 
borders in Asia by driving OT Cyber enablement programs 
across Asia. 

Mex Martinot benefits from a diverse background in 
cybersecurity managed services and cybersecurity 
consulting leadership roles and has successfully 
driven cyber strategies across Asia. 
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our customers to see and secure 

any digital asset on any computing 

platform to thrive in today’s digital 

economy. A recent example of this 

investment is that Tenable.ot now 

has Nessus built-in, which provides 

complete visibility into our custom-

ers’ converged attack surface while 

measuring and controlling cyber risk 

across both OT and IT systems.”

Tenable arms organisations with 

visibility to see any digital asset on 

any computing platform (from IT to 

Cloud to OT) at all times. From threat 

detection and mitigation to asset 

A new chapter for Siemens

CLICK TO WATCH  |  1:39

“The interconnectedness of digital 

infrastructure today means the secu-

rity of IT directly impacts OT, and 

vice versa due to an expanded attack 

surface. Without a single, unified  

view into converged IT/OT environ-

ments, CISOs are basically being 

asked to defend their organisations 

blindfolded and with one arm tied 

behind their backs. It’s an inadequate 

cyber strategy and it places the busi-

ness at serious risk. 

A lot of the investments that Tenable 

has made over the past three to 

four years have involved enabling 

240

F E B R U A R Y  2 0 2 1

S I E M E N S  E N E R G Y  &  T E N A B L E



EXECUTIVE PROFILE: 

Richard Bussiere
Title: Technical Director    Company: Tenable

Dick Bussiere is the Technical Lead for APAC at Tenable. Based in Singapore, 
Bussiere is responsible for evangelising the criticality of cyber hygiene and 
vulnerability management as a continuous process to enhance 
an organisation’s security posture. 

Bussiere is also responsible for Tenable’s operational 
technology offering in the region, consulting with 
operators of critical infrastructure on how to bolster 
their defensive position. 

Bussiere is the holder of five patents related to 
networking and network security. He’s also an 
active participant in the Institute of Electrical 
and Electronics Engineers, and Internet 
Engineering Task Force working groups. 

tracking, vulnerability management, 

configuration control and adaptive 

assessment checks, Tenable’s indus-

trial control systems (ICS) security 

capabilities maximises operational 

environments visibility, security, and 

control. Siemens then leverages these 

cutting-edge technologies to under-

stand threats.

“Technology and services work 

hand in glove. By partnering with a 

company such as Siemens, we’re 

combining our leading OT security 

solutions with their domain expertise 

and operational knowhow to pro-

vide the customer with the desired 

outcome of enhanced security and 

availability. It’s important we have a 
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Siemens:
“Our partnership with Tenable 
 is truly global and allows us to 
standardise our services. We  
have a very long-term agreement 
in place with Tenable and have 
that alignment. As we have this 
in-depth relationship, we’re also 
investing efforts into embedding 
the technology that Tenable has in 
its service offering and having its 
teams enabled to not just provide 
technology to a vendor but 

enhanced services on top of the 
technology itself. If you look at our 
managed detection and response 
offering, this is where we embed 
the Tenable technology as one  
of our sensors to provide that 
context to the client as part  
of a bigger programme.”

Mex Martinot,  
Vice President and Head of  
Asia, Industrial Cyber and  
Digital Security

Tenable:
“The combination of Tenable’s 
technology with Siemens’ domain 
expertise and operational know-
how is a powerful solution that 
can help customers close the 
Cyber Exposure gap so they can 
protect their critical assets. Our 

collective expertise, knowledge, 
depth and breadth of experience 
can help any customer overcome 
their IT and OT security 
challenges.”

Richard Bussiere,  
Technical Director, Tenable, APAC

H O W  I N F L U E N T I A L  I S  T H E  C O L L A B O R A T I O N 
B E T W E E N  S I E M E N S  A N D  T E N A B L E ? 
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symbiotic relationship with a company 

like Siemens,” Bussiere affirms.

This combination of cutting-edge 

technologies and services provides 

the necessary level of cybersecurity 

visibility to equip the  CISO, C-suite 

and Board of Directors with the 

insights needed to focus on the issues 

which matter most and enable better 

strategic decisions.

Take a control system that starts 

doing something unusual or unex-

pected, or a new valve configuration 

that’s typically implemented on 

Thursdays, but for some reason is 

changed on a Sunday: An inexperi-

enced IT team working within an OT 

environment might shut down the entire 

plant to track this down unnecessarily.

In fact, many IT firms, lacking 

Tenable and Siemens’ extensive 

experience working with critical 

energy infrastructure, would probe 

these systems without realising it 

could cause the site to crash. Tenable, 

by contrast, is constantly operat-

ing safely in the background – with 

Tenable.ot and Tenable.sc.

“They can get vulnerability and 

threat data, information about 

change configurations on the net-

work, and detect threats early as they 

come into the environment,” says 

Martinot. “We leverage that with other 

technologies to see the full threat 

environment. No interruptions to the 

plant. No disruptions, not probing for 

the information, just passively observ-

ing and querying devices.”

Proprietary Siemens platforms, 

such as Managed Detection and 

Response (MDR), built and overseen 

by industry-leading experts, deploy 

first-of-its-kind software to proac-

tively sort, understand and react to 

what it is detecting at lightning speed. 

MDR sifts through the change data, 
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— 
Richard Bussiere, 
Technical Director, Tenable, APAC

“ By getting a company  
such as Siemens Energy 
involved, we’re combining 
our leading OT security 
solutions with their 
domain expertise and 
operational know-how to 
maximise the customer 
experience”

The triage team is crucial. Plenty  

of companies offer ostensible cyber-

security “solutions”, but have never 

applied them to critical energy assets, 

let alone the intersection of OT and 

IT. MDR, the team that built it, and the 

experts who manage it are different.

“We see a lot of the IT players trying 

to go into this space, and it’s a com-

mon mistake: We have incidents in 

the region where IT players go in and 

cause accidents in the plants, causing 

significant amounts of damage. These 

are not cyberthreats, these are IT com-

panies trying to fix things and doing 

more damage,” Martinot says. “We 

have a very deep understanding of the 

process: How the plants function, what 

the risks can be, even making virtual 

copies of the plants, understanding 

the impacts and assessing which are 

threats and which are not threats.”

Bussiere points out that one of the 

biggest differences between IT and 

OT environments is their pedigree 

and approach. “In general, IT people 

are used to working with the latest 

and greatest hardware and software. 

Meanwhile, OT staff are used to work-

ing with legacy technologies, many of 

plant activity, and billions of other 

data points to rapidly and accurately 

understand if it’s a true potential 

threat or mere benign anomaly.

“MDR becomes part of a security 

ecosystem, where we have our intel-

ligence, our algorithms, an AI engine 

behind it that captures all these assets 

we want to look at, this logic we want 

to apply, how to make sense of these 

different methods that we’ve pre-

built,” Martinot says. “There’s a team 

that triages that and picks it up and 

walks the client through the process  

of remediation that makes sense in the 

OT environment.”
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— 
Mex Martinot, 
Vice President and Head of Asia, 
Industrial Cyber and Digital Security

“ COVID has brought a 
unique set of changes 
into the environment, and 
people might be cutting 
corners due to the current 
circumstances. Attackers 
understand that people 
are working from home 
and connecting internally 
and see it as low hanging 
fruit, so it’s important to 
be aware of that”

which pre-date the internet era. These 

often use proprietary network proto-

cols, and lack basic security controls 

like authentication or encryption. They 

also don’t have event logs or audit 

trails. As a result, incident detection 

and response in an OT environment 

is very different than in an IT environ-

ment. Both the IT and OT environments 

must converge to address the security 

threats on both sides of the network.”

Bussiere adds that 2021 will be the 

era of widespread IT and OT conver-

gence — whether that be intentional 

or accidental. Unfortunately, many 

organisations will likely learn the hard 

way that their OT is no longer air-

gapped as cybercriminals continue to 
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Siemens:
“This alignment in Asia is somewhat 
recent. It’s important to expand 
that knowledge base of Siemens 
Energy strategy and vice versa to 
get a closer mutual message. From 
a solutions perspective, it would be 
to adopt further and gain deeper 
insight into how Tenable’s 
technology is provided 

and get a closer collaboration on 
the R&D to get a more integrated 
offering to our clients for a quicker 
turnaround to get to that ultimate 
outcome for our clients.”

Mex Martinot,  
Vice President and Head of  
Asia, Industrial Cyber and  
Digital Security

W H A T  D O E S  T H E  F U T U R E  O F  
T H E  P A R T N E R S H I P  H O L D ?

search for attack vectors. When IT and 

OT converge, breaches in IT can serve 

as a conduit to compromising sensi-

tive OT environments and vice versa, 

paving the way for more cyber threats.

What’s driving these digital threats 

against critical energy infrastructure? 

COVID is a visible example but cer-

tainly not the only force: It’s driven 

nearly entire workforces that had 

operated physical assets on-site to 

begin accessing them remotely. That’s 

introduced countless digital entry 

points for attackers to exploit.

“Threat actors are using this expo-

sure that they’re very well aware of to 

execute targeted attacks that look 

at these vulnerable points that are 

now exposed, and then exploit them,” 

Martinot says.

Tenable:
“Innovation is the key to success  
in any technology business.  
Don’t stop innovating or  
creating new things. I see closer 
collaboration with Siemens 

Energy moving forward.  
We make each other better.”

Richard Bussiere,  
Technical Director, Tenable, APAC
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With the rise of decentralised 

renewable power sources like wind 

and solar, and the rapid expansion of 

distributed intelligent energy man-

agement devices, the energy space 

itself is rapidly digitising by employing 

IoT technology.

“We see the grid changing from 

centralised energy production to 

decentralised – and with that, the 

intelligence goes all the way to the 

edge, and the threat attack surface is 

increasing on the client side,” Martinot 

says. “All of that creates complexity 

on the security aspect, because as the 

energy transition is happening, people 

aren’t participating in it.”

At the same time, while criminal 

actors remain omnipresent, nation-

state actors are flexing their muscles 

even more, especially in Asia, where 

— 
Richard Bussiere, 
Technical Director, Tenable, APAC 

“ Industry 4.0 is bringing the worlds of IT and 
OT together at an accelerated rate. This results 
in more IT devices being connected to or living 
in OT environments, sometimes without the 
organisation, even knowing”

tensions between countries remain 

high. These actors have far better 

funding, deeper know-how and more 

potent tools, posing a new challenge to 

cyber defenders in the energy space.

These dynamics are playing out as 

the Asian region struggles to close its 

cybersecurity skills gap.

“As it stands, there’s a shortage of 

talent possessing a combined skillset 

of OT and cybersecurity.  Previously 

there was no ramp-up of OT enabled 

skill, so the only choice we have now is 

to take OT engineers and move them 

to cyber, because that’s the quickest 

fix. But there’s no ground-up OT skill 

that exists yet, the sector is still too 

new,” Martinot says.

MDR closes the gap: Compared to 

hiring – let alone training – a workforce, 

the Siemens-Tenable partnership, 

harnessing MDR, offers a robust, 

effective solution supported by  world-

class expertise. 
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“What we see are actual attacks hap-

pening in several countries this year that 

have created awareness and thus some 

fear for folks to start questioning from 

the top-down,” Martinot says. “With our 

combined Tenable/MDR offering, we 

can really augment the security function 

and bridge the visibility between the 

process side of the environment and 

understanding the impact of the threat, 

as well as understanding the informa-

tion that the technology is providing, 

which is the nature of the threat.”

As he describes: “You have the tech-

nology, and you have the response in 

place and functionally tested. And in the 

middle is the MDR service. That’s where 

we leverage the best technologies to 

give us the right source information to 

help us make the best decision.”
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Together  
we are bigger 
than cancer
WRITTEN BY   

LEILA HAWKINS
PRODUCED BY   

KRISTOFER PALMER
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ealthcare has always been Kenneth Tan’s 

calling. Having studied biotechnology,  

he worked in the pharmaceutical and 

medical device sectors before moving into oncol-

ogy, a field that is particularly important to him 

since losing his mother to cancer in 2002. 

He describes her journey through cancer treat-

ment as filled with uncertainties and fear both for 

her and for Kenneth and his family. As a result, 

when he had an opportunity to join Varian Medical 

Systems, their vision for creating a world without 

fear of cancer particularly resonated. “I immedi-

ately wanted to be part of this fight to beat cancer”  

he says. “It’s such a clear and simple vision”. 

“In the future, I believe the approach we take with 

many types of cancer will be the same approach 

we take with any chronic illness nowadays – screen 

early, diagnose early, and treat early so patients 

can continue to live a high quality of life. We believe 

H

Kenneth Daniel Tan, President of 
the Asia Pacific-Japan region at 
Varian Medical Systems, discusses 
innovative cancer care and Varian’s 
vision of a world without cancer
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Indeed, some experts predict 

that by 2050 cancer will be a man-

ageable chronic disease just like 

diabetes and hypertension so that a 

cancer diagnosis will no longer hold 

the fear it does today. Additionally, 

treatment is becoming more sophis-

ticated thanks to rapidly advancing 

technology. “Cancer care is becom-

ing more “intelligent” with the use 

of biomarkers, personalized drugs, 

precision radiotherapy and proton 

therapy, and targeted immunother-

apy” Kenneth says. 

— 
Kenneth Tan, 
President – Asia Pacific & Japan,  
Varian Medical Systems

“ The approach we take with cancer is the same 
approach we take with any chronic illness like 
hypertension - diagnose early, screen early, 
and treat early so patients can continue to live 
a high quality life”

that’s possible, and with that possibility 

the fear disappears because from the 

patient and family’s point of view, there 

will be treatment options available that 

improves survivability.” 
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An example of this is Adaptive 

Intelligence™, which combines 

artificial intelligence and adaptive 

radiotherapy.  Adaptive therapy 

creates a personalized treatment 

strategy guided by details about the 

patient’s internal anatomy and treat-

ment response.

This AI-driven adaptive therapy 

solution can deliver an entire adapted 

treatment to the targeted tumour within 

a 15-minute timeslot, reducing the 

dosage of radiation to healthy tissue. 

AI-adapted plans have shown to be bet-

ter than conventional scheduled plans. 

“Our advanced radiotherapy tech-

nologies can make treatments more 

efficient and shorter, benefitting both 

clinicians and patients” Kenneth says. 

“Both our hardware and software 

ecosystems enable clinicians to 

plan treatment remotely – this has 

been particularly valuable over the 

past year due to COVID-19 where in-

person consultations and treatment 

has been restricted.  

“By the adoption of big data and 

artificial intelligence, we will be able 

to deliver better outcomes for cancer 

patients.  We are using software and 
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automated processes to help oncology 

professionals globally collaborate and 

develop more precise and personal-

ized cancer treatments, making cancer 

care easier to manage and deliver.”

This is how Varian envisions 

Intelligent Cancer Care (ICC), which 

combines people, data, and technol-

ogy to deliver bespoke patient care. 

— 
Kenneth Tan, 
President – Asia Pacific & Japan,  
Varian Medical Systems

“ Intelligent Cancer Care will 
democratize personalized 
care, augment and amplify 
the clinical caregiver and 
empower the patient as  
a stakeholder in his or  
her care”

“With ICC, we will have the ability to 

integrate all our software and patient 

insights in the cloud so that caregivers 

anywhere in the world can access the 

latest information and deliver more 

accurate treatments. Our technol-

ogy platforms bring different teams 

together, from surgical, medical, 

radiation and interventional oncol-

ogy, resulting in a team approach that 

offers the best care for each patient.”

Intelligent Cancer Care enables 

a truly multidisciplinary approach to 

treating cancer, which is one of the 

most complex diseases to manage. 

“All too often, the care that a patient 

receives is determined by the first 

point of interaction with the health 
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E X E CU T I V E P ROF IL E: 

Kenneth Tan
Title: President – Asia Pacific & Japan  

Industry: Medical Device Location: Singapore

Science has been integral to Kenneth Tan’s life from a very young age. Biology and Chemistry 
captured his curiosity because of their relevance to daily life, and at the age of 19 he graduated 
with a Diploma in Biotechnology, served two and a half years of full-time National Service in the 
Singapore Police Force, and then went on to complete a degree in Business Administration. 

He describes healthcare as his “calling”.  “Few people are blessed to be in careers that allow them 
to apply their academic knowledge in what they do daily; I have not looked back since I started 
my first job as a Pharmaceutical Sales Representative selling cardiovascular drugs,” he says.

After this he moved into MedTech, joining Boston Scientific just when Drug-Eluting Stents were 
about to revolutionize cardiology. Following this, he joined Covidien, who was a leader in 
surgical instruments; their technology drove the widespread adoption of minimally-invasive 
laparoscopic surgery.  Covidien was acquired by Medtronic in 2014, and Kenneth served as the 
Managing Director of their Thailand and Indochina business before joining Varian 
in January 2017.

“In my 20-year career, I have lived and worked in many countries and I have learnt 
that ethical, fair, kind and transparent leadership transcends boundaries; be it 
language or culture.” he says. “The power of diverse teams is undisputed; we 
unlock this power when everyone is made to feel included as an equal.”

At Varian, he encourages teams to go out and inspire all cancer care-providers to 
treat as many patients as possible with the best quality care possible.  “I call this 
‘Inspiring Customer Success’. We are only successful when our care-providers 
are successful at delivering the best possible care to the cancer patients they 
serve in their communities.”

“Everything we do at Varian is driven by our vision, mission and culture, which 
includes a strong belief in people coming together and taking care of each 
other to achieve the company’s objectives. We put the patient at the centre 
of everything we do, and we measure our success by the number of cancer 
patients’ lives touched annually.”
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— 
Kenneth Tan, 
President – Asia Pacific & Japan, 
Varian Medical Systems

“ We put the patient at the centre of everything we do, 
and we measure our success by the number of cancer 
patients’ lives touched annually”

-system after being diagnosed with can-

cer,” Kenneth says. “Specialists working

together can use the latest clinical evi-

dence to determine the best course of
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treatment for the patient. We are already 

seeing how the accelerated adoption  

of software systems and solutions are is 

helping us move away from fragmented 

care and enableing treatment centres, 

research institutions and practices to 

work together to provide more inte-

grated, multidisciplinary cancer care.”

Another key aspect of Intelligent 

Cancer Care is ensuring that patients 

are active participants in sharing 

information and making treatment 

decisions.  By sharing their information, 

not only will they benefit themselves, 

but they will also contribute to better 

clinical outcomes for other cancer 

patients.” Kenneth says. 

“In the future, we will see a prolifera-

tion of patient tools that allow them 

to become more active and engaged 

members of the care team. These 

digital tools will enable more remote-

care, also known as ambulatory 

care, and less in-patient care. A recent 
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McKinsey article highlighted that ambu-

latory care is often perceived as more 

intimate than in- hospital care, giving 

patients a greater sense of personalized 

care and contact with their care team. 

Perhaps most persuasively, costs to 

both patients and payers can be signifi-

cantly less in ambulatory care.”

Kenneth says the biggest advances 

in cancer treatment are around early 
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— 
Kenneth Tan, 
President – Asia Pacific & Japan,  
Varian Medical Systems

“ This future will be for leaders who do the 
impossible, attempt the miracle and at the 
same time; learn it all”

and risk-stratify patient populations, 

improving treatment planning and 

predicting treatment outcomes. 

“Over the past decade we have also 

witnessed an explosion in big data, 

particularly in our ability to collect and 

analyze vast amounts of data points.  

Our success in turning that data into 

useful decision support tools for physi-

cians and patients will determine the 

degree to which we can transform 

cancer care over the next 30 years.” 

“At Varian, we aim to lead the way 

in integrated, multidisciplinary can-

cer care. “Intelligent Cancer Care 

will democratize personalized care, 

augment and amplify the clinical 

caregiver and empower the patient 

as a stakeholder in his or her care.” 

Kenneth concluded.

diagnosis, for which technology is a 

crucial enabler. “The potential impact 

of early diagnosis will have on treat-

ment outcomes and survival will be 

transformative. Artificial intelligence 

and machine learning have both been 

shown to improve the early detec-

tion of cancer by more accurately 

identifying at-risk patients, improving 

diagnostic test sensitivity and specific-

ity, accelerating our ability to screen 
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he beginnings of ServiceMax can be 

traced to Pleasanton, California, where 

co-founders Athani Krishnaprasad and 

Hari Subramanian started a software as a service 

(SaaS) company focused specifically on bringing 

modern tools to field service technicians, which 

was a gap in traditional customer relationship 

 management (CRM) technology at the time.  

Originally called ‘Maxplore Technologies’, it was 

rebranded in 2009 to its current name, though its 

focus and dedication to improving field service man-

agement has remained the same. Offering customers 

an equipment-centric approach built on Salesforce 

cloud technology, ServiceMax can provide a com-

plete view of assets to field service teams, providing 

technicians with the tools they need to ensure uptime 

on critical assets.

When Kieran Notter, VP of Customer Transform- 

ation, joined the company in 2016, he relates that 

the business immediately set itself apart: “I think it’s 

quite an interesting group for a software company, 

because I’m not a software person; I come from a 

T

Kieran Notter, VP of Customer 
Transformation, describes 
how the company is helping 
customers adapt to change  
and guide service according  
to their assets
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AQUANT IS HELPING TURN YOUR 
WORKFORCE INTO SERVICE HEROES 

AQUANT WORKS WITH SERVICE 
ORGANISATIONS TO HELP THEM DELIVER 
THE BEST SERVICE POSSIBLE, as CEO and 
co-founder Shahar Chen explains. "Every service 
provider wants a roster full of experts. Service 
leaders monitoring cost, customer satisfaction, 
and other KPls want to send out their best 
technicians because they know that the most 
experienced field engineers complete jobs quicker 
and at a lower cost. But there aren't enough 
experts to go around." 

This is where Aquant comes in. The technology 
helps shrink the skills gap and create a dream 
team of expert problem solvers. Right now, there's 
only a small number of standout experts or service 
heroes in every organization. But they are 
overwhelmed. They can't be in the field doing 
what they do best while simultaneously training 
new employees. 

Aquant takes all the information about how the 
best field service and call center agents do their 
job, combines that with vast amounts of other 
service data, and analyses all that 
information-quickly. Aquant then makes all that 
insight available to everyone across the service 
organization. 

We then use the information to create smart 
recommendations, which allows someone who 
joined the organization yesterday to gain the 
experience of someone at the job 20 years," adds 
Chen. 

Aquant is a key partner for ServiceMax, having 
worked together for several years. "From the 
beginning, we found there was a common 
language between the companies. It stems from 
the fact that both companies grew from field 
service management," says Chen. "We address the 
same market, reach out to the same kind of 

companies, and talk about the value in almost 
an identical way, but we attack these challenges 
from different angles." 

The two approaches are inherently 
complementary. "Aquant takes data from existing 
systems, including ServiceMax, analysing that 
information in order to identify patterns and then 
suggest the most likely solutions to each problem." 

Going forward, Chen expects the role of Al in the 
industry to increase, but he emphasises that this is 
not at the expense of people. "There's a common 
mistake that Al is here to replace people. Instead, 
Al works alongside your team, helping them do 
what they do best-solve complex problems and 
make the smartest decisions based on each 
service situation," says Chen. 

LEARN MORE 



AQUANT IS HELPING TURN YOUR 
WORKFORCE INTO SERVICE HEROES 

AQUANT WORKS WITH SERVICE 
ORGANISATIONS TO HELP THEM DELIVER 
THE BEST SERVICE POSSIBLE, as CEO and 
co-founder Shahar Chen explains. "Every service 
provider wants a roster full of experts. Service 
leaders monitoring cost, customer satisfaction, 
and other KPls want to send out their best 
technicians because they know that the most 
experienced field engineers complete jobs quicker 
and at a lower cost. But there aren't enough 
experts to go around." 

This is where Aquant comes in. The technology 
helps shrink the skills gap and create a dream 
team of expert problem solvers. Right now, there's 
only a small number of standout experts or service 
heroes in every organization. But they are 
overwhelmed. They can't be in the field doing 
what they do best while simultaneously training 
new employees. 

Aquant takes all the information about how the 
best field service and call center agents do their 
job, combines that with vast amounts of other 
service data, and analyses all that 
information-quickly. Aquant then makes all that 
insight available to everyone across the service 
organization. 

We then use the information to create smart 
recommendations, which allows someone who 
joined the organization yesterday to gain the 
experience of someone at the job 20 years," adds 
Chen. 

Aquant is a key partner for ServiceMax, having 
worked together for several years. "From the 
beginning, we found there was a common 
language between the companies. It stems from 
the fact that both companies grew from field 
service management," says Chen. "We address the 
same market, reach out to the same kind of 

companies, and talk about the value in almost 
an identical way, but we attack these challenges 
from different angles." 

The two approaches are inherently 
complementary. "Aquant takes data from existing 
systems, including ServiceMax, analysing that 
information in order to identify patterns and then 
suggest the most likely solutions to each problem." 

Going forward, Chen expects the role of Al in the 
industry to increase, but he emphasises that this is 
not at the expense of people. "There's a common 
mistake that Al is here to replace people. Instead, 
Al works alongside your team, helping them do 
what they do best-solve complex problems and 
make the smartest decisions based on each 
service situation," says Chen. 

LEARN MORE 



service background. ServiceMax is actu-

ally quite novel in that it wanted people 

from the service domain to help it create 

service products.” Although service 

is his current specialty, it was supply 

chain logistics to which Notter became 

accustomed to early in his career. It was  

attempting to reconcile these two some- 

times mutually contradictory sectors, 

he explains, that fuelled his overall 

interest in field service management. 

“I needed to understand both and then 

try and find a mutually beneficial solution.

Moving to a cost-centric approach made 

it very enjoyable. Technicians generally 

become technicians because they want 

to fix things.”

ServiceMax’s pioneering adherence  

to improving customers’ service distin- 

guished it from other software providers 
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EXECUTIVE PROFILE: 

Kieran Notter
Title: VP of Customer Transformation 

Company: ServiceMax   Industry: Software

Kieran Notter is acknowledged as a service industry domain 
expert with 30 years’ experience. He specialises in field service 
revenue and working capital improvements, with a particular 
passion for supply chain operations. He is highly effective at 
partnering with customers to deliver tangible, practical 
results across their service operations. Having previously 
worked for companies including Kodak, Bell & Howell and, 
most recently, Pitney Bowes he understands the importance 
of a logical approach that is supported by real-time analytics. 
His expertise is in recognising a client’s challenges and 
facilitating solutions that lead to sustainable growth. 

“ServiceMax is 
actually quite novel in 
that it wanted people 

from the service 
domain to help it 

create service 
products”

— 
Kieran Notter, 

VP of Global Customer  
Transformation, ServiceMax

271

technologymagazine.com



“ Customers come to 
us for a perspective 
that is going to help 
them build their 
company. We 
challenge and help 
them deliver, using 
best practice all the 
way through”

early on, and this dedication encom-

passes an ethos of specialisation. 

 Not content to be a “jack of all trades”, 

Notter insists that it chooses to do one  

thing exceptionally and with authority,  

“Customers come to us for a perspec-

tive that is going to help them build 

their company. We challenge and help 

them deliver, using best practice all 

the way through.” ServiceMax’s mission 

statement - ‘We help our customers 

keep the world running’ - is more than 

just words, particularly as an increasing 

number of their clients have a role to 

play in the cold supply chain delivering 

COVID-19 vaccines; it is an enabler of 

superlative service that maintains the 

vitally important work of its customers.

Achieving this end, in Notter’s view, 

is contingent on encouraging ‘asset 

centricity’, a cultural shift that favours 

consulting asset-based data with 

greater diligence. In today’s environ-

ment, companies across all industries 

are rethinking their approach to service. 

Requirements for equipment perfor-

mance have intensified, the pandemic 

has put more focus on outcomes, 

and customer expectations continue 

to rise. Organisations must advance 

— 
Kieran Notter, 
VP of Global Customer  
Transformation, ServiceMax272
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Asset 360: ServiceMax & Salesforce

CLICK TO WATCH  |  0:52

beyond the standard ‘break-fix’ model 

to ensure uptime for important assets 

in a safe and compliant manner. Service 

teams must prioritise efficient asset 

performance, as well as the customer 

experience they provide. 

“Factually, if you rely on people, stud-

ies have shown that humans tend to 

exaggerate, add their own bias, or 

forget information. The asset doesn’t 

do that,” he explains. Praising this data 

for its capacity to encourage collabora-

tive partnerships between ServiceMax 

and its customers, Notter states that 

this can make the difference between 

managing ‘potential failures’ proac-

tively instead of solving ‘functional 

failures’ reactively. 

“If you look at a car production line 

obviously the cars represent revenue, 

but if the production line fails a com-

pany can’t produce cars. Therefore,  

if our client needed to increase the 

volume of cars to make more money, 

then the production needs to become 

more efficient. The only way to achieve  

that is to understand the asset and how  

it interacts with everything. A 360-degree 

view into the install base means cus-

tomers gain granular insights around  
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service contracts and asset perfor-

mance to maximise equipment uptime 

and reduce maintenance costs. This ad- 

vanced insight empowers customers to 

shift from selling products to adopting 

outcome-based strategies that propel 

businesses forward and help drive 

operational results.”

Focusing beyond cost, asset cen-

tricity, through improved product 

knowledge and workforce/technician 

distribution, can have a significant 

effect on maximising revenue streams. 

It’s a game-changing re-evaluation of 

service priorities and clearly identifies 

ServiceMax as a company that isn’t 

hesitant to try new ways of operating  

or addressing a problem. This philoso-

phy served the company in 2020 when 

the COVID-19 pandemic disrupted 

industry norms and thrust remote work-

ing into the limelight. 

“A lot of companies might have origi-

nally had only 5% of their work orders 

remotely fixed, but then, suddenly, 

they needed to do up to 95%. Those 

that started the digital transformation 

months or years before were much bet-

ter placed to actually meet this remote 

need,” says Notter. ServiceMax was 

“The only way to 
achieve [production 

efficiency] is to 
understand the 
asset and how it 

interacts with 
everything”

— 
Kieran Notter, 

VP of Global Customer  
Transformation, ServiceMax
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one such example; as a vendor of field 

service management solutions, it was 

devoid of any legacy infrastructure that 

might have encumbered field service 

teams and readily embraced Zoom for 

its customer-facing interactions and 

utilised tools from Salesforce and its 

own real-time communication tool, Zinc, 

to effortlessly transition into a remote 

working paradigm. Notter relates that 

this was also necessary to ensure 

ServiceMax practices what it preaches, 

“We can’t go into an environment try-

ing to sell digital transformation to a 

business if we haven’t been on the 

journey ourselves.”

Although remote working methods 

could never replace the in-person ‘ride 

alongs’ that ServiceMax used to under-

stand customers’ business objectives 

pre-COVID, Notter still praises the 

definite benefits that new workplace 

trends are bringing. For example, one 

of the current problems facing service 
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— 
Kieran Notter, 
VP of Global Customer  
Transformation, ServiceMax

“ ServiceMax is  
customer obsessed. 

Therefore, our ulti-
mate goal remains  
to help keep the  
world running”

providers is a rapidly aging workforce. 

Remote working gives older employees 

the ability to gain a better work-life bal-

ance and reduced physical strain. This 

development, he believes, will ultimately 

lead to greater knowledge retention 

within service companies generally and 

subsequently improve the training cycle 

for new employees.

Reflecting on the rise of intelligent 

service chains, Notter states that the 

ability to collect, analyse and unlock the  

value of data will be crucial for the indu- 

stry, particularly as data flows become 

increasingly complex and voluminous. 

“AI (artificial intelligence) is going to be 

hugely important because you need 

to grab that data and turn it into some-

thing actionable. 5G and IoT (internet 

of things) are also going to make a 

difference, and it’s great having all this 

technology, but understanding where 

and when to use it and how to grow with 

it is also vital.” This is where ServiceMax 

helps make a difference to its custom-

ers: by challenging thought processes 

behind the desire to implement new 

 tech-nologies, it can learn clients’ 

desired outcomes and guide their devel-

opment accordingly. “There’s no point in 
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AQUANT:  
“A GREAT PARTNERSHIP”

One of ServiceMax’s key digital transformation partners is predictive AI 
and workforce knowledge management company Aquant. Founded in 
2016, this New York-based software specialist’s service intelligence 
platform is capable of learning its clients’ idiosyncrasies and building an 
AI-driven decision-making framework around them. 

Providing essential analysis and unstructured data optimisation, the 
company strives to empower teams with enhanced problem solving, faster 
decisioning and more accurate results.

“What I like about working with the guys at Aquant is they don’t just give you 
a solution: they actually help you mine and understand data,” says Notter.  
“It’s a great partnership and it brings ServiceMax many different benefits.”

500+
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having the separate components of an 

intelligent service chain if you don’t know 

how to use them,” emphasises Notter. 

“It should be about managing expecta-

tions and learning from other people’s 

mistakes; you don’t have to make your 

own mistakes to learn.”

Looking ahead to 2021, Notter says 

that the drive to continually improve 

the service of its customers will be 

ServiceMax’s main goal. With a head-

start on its competitors in terms of  

tech infrastructure and cultural align-

ment, the company will be pressing 

forward to accentuate the importance  

of service and promoting the integrity  

of assets as a guide for optimising it.  

“We have to keep innovating our prod-

uct to remain at the cutting edge of  

what’s needed, making sure that  

it’s both viable and available to any 

service business that requires it,”  

he concludes. “ServiceMax is cus-

tomer obsessed. Therefore, our 

ultimate goal remains to help our  

customers keep the world running.”
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Leading  
the digital 
transformation 
journey 
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“We are enabling the connected future,” says Kai 
Grunwitz, CEO Germany, NTT Ltd. “My passion is 
making technology meaningful for both businesses 
and society at large. That’s exactly what NTT Ltd. 
does: it’s a company that wants to modernise and 
transform the business of our clients with the aim  
of enabling them to do meaningful things.” 

Grunwitz sees the digital infrastructure it builds 
with companies as key to improving business results. 
“Everything is data-driven, everything is connected, 
everything is digital, and it has to be secure. Digital 
infrastructure means everything from data center 
infrastructure, intelligent networking, agility, HR 
networks and of course the workplace of today – 
 working from home, online events, video conferenc-
ing, collaboration, smart service desks and so on.” 
NTT Ltd. sees itself as the technology partner  
for digital transformation as a whole. “However, it’s 
not only about digital transformation,” Grunwitz 

Kai Grunwitz, CEO Germany,  
NTT Ltd., discusses the 
company’s approach to digital 
transformation for its client  
and society in general
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— 
Kai Grunwitz, 
CEO Germany, NTT Ltd.

“ If companies are not 
adapting now, they  
will disappear”

became part of one of America’s lead-
ing technology companies at that time, 
before moving on to Oracle when Sun 
was acquired, taking over the consult-
ing leader role for Northern Europe. 
Then I had the opportunity at NTT Ltd. 
to run the cybersecurity business as 
Senior Vice President of Cybersecurity 
EMEA.” Partly thanks to his experience 
in cybersecurity, Grunwitz emphasises 
the fundamental nature of security to 
digital solutions. “As I always say, you 
will see no digital transformation without 

warns. “It’s also about digital survival. 
Because if companies are not adapting 
now, they will disappear”

Grunwitz started his professional 
career at a consulting company, which 
was sold to Sun Microsystems. “I 

Future Disrupted: 
2021 technology trends

Proactive and bold digital transformation is 
imperative, not a choice

Increasingly, automation will lie at the 
core of successfully transforming digital 
businesses

The ability to leverage public and private 
clouds to be agile and responsive to changing 
market requirements, is now essential

In 2021, the link between business value and investment will become amplified Automation of processes and tasks that currently rely on manual human 
intervention will be the common element underpinning the most successful 
digital transformation initiatives, in the year ahead

In years gone by, data was something you used for intelligence purposes and the infrastructure carried the data; 
infrastructure is now a major generator of data

In our reshaped reality, new products and services have to be ‘ready tomorrow’ 
and there’s an expectation for time-to -market and time-to-value to be realized 
faster than everSteps to take 

in 2021 Steps to take 
in 2021 

Steps to take 
in 2021 

Steps to take 
in 2021 

Steps to take 
in 2021 

Workloads continue to shift to a 
combination of cloud platforms, with 
public cloud expected to grow 24.0% 

to 30.0% and private cloud in a 
service provider’s data center from  

19.0% to 23.0% over the next year.** 

Almost 9 in ten (89.7%) organizations 
say that the competitive structure 
of their market is being disrupted 

by digital; with 22.0% reporting it as 
being ‘highly’ disruptive.*

Consider automation in the realm of 
customer experience … we foresee 
greater adoption of chatbots and  

AI-driven natural language  
processing bots.

Look at ways to intelligently blend network data 
engineering and science, together with AI and 
machine learning.

Success lies in achieving the best end-user experience 
in this increasingly SaaS- and software-defined network 
paradigm, while maintaining adequate security. 

Organizations that hope to 
successfully persuade their  
Boards and shareholders to 
approve new investments will  
need to demonstrate tangible 
business value immediately and 
iteratively by adopting public and 
private cloud platforms.

Consider adopting various 
combinations of public and private 
cloud to gain the agility you crave.

Be mindful that automation can 
present its own challenges when 
it comes to effective deployment.

However, don’t neglect on-
premises solutions, which also 
have an important role to play.

Also, bear in mind that ‘home is 
the new branch office’ and this 
requires careful thought regarding 
how to optimize and secure your 
connectivity.

It’s important to be clear about what you need  
to do from a cybersecurity standpoint to enable your 

digital transformation. 
This will put you in a position to push the boundaries 
of what it’s possible to do with data, in ways never 
before imagined. 

Our advice is to start with the foundations and then 
work up the stack.

Why
• Today, typical enterprise ICT 

ecosystems comprise a variety of 
products and technologies from 
different vendors.

• The modernization of ICT and the 
associated automation of previously 
manual processes requires a mindset 
and skills shift. 

Digital transformation 

Key trends 
for 20215 Now, more than ever, IT needs to be willing and able to respond to what the 

business need.

Infrastructure will become the leading generator of data Recognition of cybersecurity’s role in a business’ digital enablement 
will intensify

1

4 5

2 3

*NTT Ltd. 2019 Digital Means Business Benchmarking Report
** Look out for more on this topic in our soon-to-be-published NTT Ltd. 2021 Hybrid Cloud Report, which will uncover more about the acceleration of those trends 

In both business and consumer environments, every time 
an individual connects and disconnects to a network, that 
information is captured, stored and ultimately acted upon 
to optimize or improve employee or customer experience.
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Kai Grunwitz; The introduction to Kai

CLICK TO WATCH  |  1:25

cyber security. Digital transformation 
requires trust in the systems you imple-
ment, because it’s all about data. Digital 
solutions and networks are one thing, 
but it has to be secure. For instance, a 
remote working environment needs to 
be innovative and easy to use, but also 
secure. Therefore, digital transformation 
goes hand in hand with cybersecurity.”

Emerging technologies such as AI 
are omnipresent throughout NTT Ltd.’s 
offering, with the company having 
developed its own translation and voice 
recognition solutions based on AI. “In 

cybersecurity, for example, there’s a 
lot of automation to allow more agility 
in that area. Hospitals are another area, 
with preventive maintenance solutions 
to detect problems with medical devices 
and so on. In customer experience and 
contact centres, too, there’s a lot we  
do with chatbots – using AI to change 
the way you interact with your clients.”

It’s in that customer experience 
segment that NTT Ltd. partners with 
Genesys. “We’re both long-term part-
ners, recognised leaders and experts 
in supporting clients to maximise their 
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NTT AND GENESYS: WHY CLOUD  
IS KEY TO CUSTOMER EXPERIENCE

Genesys offers its customers the ability to create 
great customer moments for end users, as Heinrich 
Welter, Territory VP EMEA Central and GM DACH, 
explains. “We power around 70 billion interactions 
per year, all focused around empathy - that is our 
utmost aim. What we provide is the ability for agents 
to deliver high quality interactions across all 
channels.” Doing requires advanced technology, 
and Genesys has duly been recognised in Gartner’s 
Magic Quadrant. “What we do is powered by the 
cloud. That in itself is an innovation driver, but along 
with that we combine emerging technologies like 
artificial intelligence.”

Genesys has a longstanding relationship with NTT, 
dealing with large customers and clients with NTT 
as a systems integrator. “What’s really important is 
that NTT has made the full transition into the cloud. 
As a systems integrator, you need to change to 
support cloud - because it is a different form of 
project. You need to be fully agile and adopt a 
different type of deployment methodology. NTT is 
creating the ecosystem required to successfully 
deliver cloud projects, because when it comes to 
the cloud, it’s about integration, bringing things 
together and making things work in an ecosystem 
- not doing everything yourself.”

That’s been especially important in the pandemic, 
with Genesys serving new customers who were 
deciding in days to go to the cloud. “With NTT, we 
were able to take them live after just 10 days,” 
affirms Welter. “So it’s a very deep collaboration on 
all levels, not only technology. As a supplier, you 
need more than tools, you need knowledge of how 
to use that technology, how to adopt it.”

Going forwards, Welter sees the cloud as only 
becoming more vital to providing good customer 
service, not least when combined with AI. “It really 
requires the cloud, because you’re talking about huge 
amounts of data processing, with the capabilities 
needed only given via the cloud. That’s why we need 
the close collaboration we have with partners who 
follow the trends, such as NTT, to make sure that 
clients understand that.” Welter further emphasises 
that all this is in service of helping its customers  
to become as customer centric as possible. “You 
need to make sure that all your organisation’s 
efforts are aligned around the customer - putting 
the customer in the middle and structuring 
everything around that.”

genesys.com

MAKE CX
YOUR KEY  
DIFFERENTIATOR
WITH GENESYS 
AND NTT
NTT Ltd. and Genesys partners to deliver  
a connected customer experience

We are here to help you simplify your 
operations, empower your workforce,  
deliver best-in-class customer experience 
and stay ahead with NTT and Genesys. 

Download Brochure

Heinrich Welter, Territory VP EMEA Central and GM DACH, discusses Genesys’ 
partnership with NTT and the role of technology in customer experience
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customer experience journeys,” says 
Grunwitz. “We’ve been working with 
Genesys for a long period, particularly 
in traditional on-premise call center 
solutions. They provide the best solution 
in that space.” As customer experience 
itself digitally transforms, moving away 
from disparate legacy platforms, the 
partnership is changing too. “Customer 
experience now needs to be more 
adaptable. We see cloud-based 

contact centers as the future, as well 
as AI-driven, data analytics-informed 
automation solutions. That’s what we 
see with Genesys now and the pure 
cloud approach. It combines good fea-
tures from the past such as traditional 
telephony with a modern and agile 
environment, which is why we see 
our partnership with Genesys as the 
backbone of our customer experience 
business.”

Executive Profile: 

Kai Grunwitz
Title: CEO Germany, Industry: Information Technology & Services 

In October 2019 Kai Grunwitz was appointed Managing 
Director of NTT Ltd. Germany AG & Co. KG, part of NTT Ltd, a 
leading global IT services provider. For the prior five years 
Kai Grunwitz was responsible for the Cybersecurity 
business area as Senior Vice President EMEA of NTT 
Security. After studying business administration, he has 
held various management positions in the IT industry 
for more than 25 years, including at Oracle as Vice 
President Consulting Northern Europe and member 
of the Country Leadership Team, and at Sun 
Microsystems as Head of Professional Services 
Central Europe and member of the German 
management team.

288

N T T  L T D .

F E B R U A R Y  2 0 2 1



culture we build has to adapt as well, 
step-by-step. We are all aware that  
cultural change is not a sprint – It’s a  
long journey.”

That acknowledgment of the neces-
sity of change has served NTT Ltd. well 
during the COVID-19 pandemic. While 

— 
Kai Grunwitz, 
CEO Germany, NTT Ltd.

“ We are all aware that 
cultural change is not a 
sprint – It’s a long journey”

Grunwitz is adamant that technology 
alone is not sufficient for a successful 
digital transformation. “You cannot 
transform without changing the culture 
and the way you do business, because 
technology is just one component of the 
overall transformation. If you’re trying 
to work in traditional analogue business 
models and processes, and just put 
technology on top of it, it will fail. Skill 
development is a key area for that. You 
need to change the ways people interact 
and processes are adopted.” NTT Ltd. 
also practices what it preaches. “The 

Kai Grunwitz: the story of NTT Ltd. Germany

CLICK TO WATCH  |  1:32
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enabling our clients to collaborate 
most efficiently,” says Grunwitz. That’s 
not a situation that he expects to be 
temporary. “We will see a lot of hybrid 
working in the future – people are more 
open to new ideas now than they have 
been in the past. We’re seeing initiatives 
around smart city and smart mobility 
approaches, for instance. NTT Ltd. is at 
the centre of this discussion, because 
one of our ambitions is to not only create 
technology, but to create technology for 
good.” NTT Ltd. is duly engaged in pro-
jects that align with the UN’s Sustainable 
Development Goals to support society 
and transform in a sustainable way.

Going forwards, Grunwitz expects 
NTT Ltd.’s business to continue to 

some projects have slowed, others 
have become increasingly vital. “One 
of the areas we see prominently on the 
roadmap at the moment is everything 
around the modern workplace and 

— 
Kai Grunwitz, 
CEO Germany, NTT Ltd.

“ We will see a lot of 
hybrid working in 
the future”
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Future Disrupted: 
2021 technology trends

Cloud adoption has increased significantly since the pandemic started… and it won’t stop

Businesses will need to establish and entrench new ways to operate efficiently and effectively now that clients are looking 
to do everything virtually and workforces are predominantly virtual 

Compensate for a lack of human resources and specialist skills, reduce cost and improve the availability and overall quality of 
service delivery… and, most importantly, security

Steps to take 
in 2021 

Steps to take 
in 2021 

Steps to take 
in 2021 

Steps to take 
in 2021 

Smart-source, don’t outsource

Prepare to deal with the additional complexity 
associated with distributed applications and data 
through cloud-delivered security and threat detection.

Some 91.6% of organizations say  
cloud-based IT is one of the top five most important 

technologies for enabling a digital strategy.* 

AI and ML tools and resources are becoming 
less expensive, and more available to 

businesses around the globe. 

Skills shortages persist: 

43.0% of organizations say they do not have 
adequate resources/skills in-house to cope with 

the number of security threats.* 

Areas of particular concern will include cloud 
security and governance – given the way in 

which the pandemic has changed our traditional 
notion of how we address security. Application 
modernization and ‘going serverless’ will usher 

in new application security considerations.

Collaborate with service providers to reimagine what 
cloud-enabled digital transformation now really means.

Through highly personalized dashboards, you’ll be 
able to better spot connections and insights normally 
missed by manual human analysis. 

Work with a trusted partner, rather than a transactional 
supplier. Among other initiatives, a seasoned 
services provider will help you harness the power 
of automation, reduce the amount of time spent on 
everyday tasks, and increase operational and cost 
efficiencies across your secure IT estate.

Find ways to gain increased visibility of service 
performance and ensure compliance with service 
level requirements.

Technology services 

Key trends 
for 20214 Create efficiencies and optimize IT for better business outcomes

Surge in virtual, remote services and digital reality

Cloud-based, on-demand platforms supporting remote working & 
client demand will need to be deployed – fast

Ongoing performance management of infrastructure to meet 
customers’ expectations, will become critical

Increasing need for automation, process integration and 
optimization due to resource gaps 

3

1

4

2

As organizations increasingly rely on cloud-based 
platforms and other advanced technologies, 
augmented reality, AI and 5G will also become  
more viable propositions. 

Engage with service providers who offer deeper 
insights for clients through their own platforms,  
with AI and ML tools embedded. 

*NTT Risk: Value research 2019

$11bn

2019

40,000

Revenue in  
US dollars (Globally)

Year founded

Number of  
employees

evolve. “We’re using more of our own 
IP around managed services such as 
hybrid cloud and managed security 
solutions. It’s more service driven than 
it was in the past, with us providing 
consultancy around innovations and 
transformation, but always in line with 
our technology partner landscape.” 
Grunwitz says the company sees itself 
as an integrator, combining its own IP 
with market-leading technologies. “NTT 
Ltd. faces the same challenges as our 
clients. I want to see NTT Ltd. become 
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Kai Grunwitz; NTT Ltd. Germany future goals

CLICK TO WATCH  |  1:45
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the leader for the digital journey in 
Germany, in a way that also supports 
sustainable change in society.”

— 
Kai Grunwitz, 
CEO Germany, NTT Ltd.

“ I want to see  
NTT Ltd. become 
the leader for the 
digital journey  
in Germany”
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One of the world’s foremost technology and busi-
ness solution providers, NTT has maintained a 
singular goal: developing technology for the benefit  
of wider society. Since its establishment as Nippon 
Telegraph and Telephone (NTT) public corporation 
in 1952, it has assiduously worked towards achiev-
ing this vision, eventually incorporating the latest 
innovations such as hybrid cloud, data centres and 
digital transformation, and always monitoring the 
changing needs of its customers. This ethos has 
allowed it to expand operations as NTT Ltd. (part of 
the NTT Group) beyond its native Japan to 57 coun-
tries, trade with 73, and provide services to more 
than 200. 

As such, NTT is fully prepared to confront one of 
the most exciting paradigm shifts in recent times: 
the fourth industrial revolution (Industry 4.0). Andy 
Green, Senior Director Software Go-To-Market, 
spoke with us to outline why NTT’s focus on appli-
cation performance will be crucial to this effort.

Andy Green, Senior Director 
Software GTM, explains how 
NTT is positioning itself at the 
forefront of 21st century IT and 
the fourth industrial revolution
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— 
Andy Green, 
Senior Director Software GTM, NTT Ltd.

“ NTT has become a one-
stop shop for any IT 
requirement”

driven by Cisco’s own transformation 
– a company with which NTT shares 
a significant history and mission. 
Managing this process in European 
countries, Green brings his considerable 
expertise and industry knowledge, gained 
from previous roles at Cisco, among 
others, to bear on a company that he 
describes as truly unique from competi-
tors in the space. “Over time, NTT Ltd. 
has acquired over 31 companies, each 
an expert in their respective areas. Not 

Joining Dimension Data (now part of 
NTT Ltd.) in March 2018, Green was 
brought on board to lead and accelerate 
the transition of vendor solutions from 
hardware to software, predominantly 
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Together we do great things

CLICK TO WATCH  |  1:32

only do we have application development 
capabilities, but we also own physical 
data centres and core wide area network 
infrastructure. NTT has become a one-
stop shop for any IT requirement.”

The company’s tech transformation 
journey has been crucial to reaching 
this prestigious position, and Green is 
quick to narrow down how its evolution 
has affected three key aspects: the 
customer experience, the employee 
experience and finally digital transfor-
mation itself. “Digital transformation 
feeds into the other two, but it’s primarily 

looking at how we interact with our 
clients, employees and the entire supply 
chain. Generally, when you look at all 
of these, you will see that there is an 
application at the core.” As such, NTT 
remains vigilant in order to make sure  
its message and goals are harmonized 
by the conversations it has regarding 
these three elements. 

Optimal application performance 
is, in Green’s view, going to be indis-
pensable when it comes to fulfilling 
the promise of the fourth industrial 
revolution. Conceived as the zenith 
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of automation, wherein cloud, IoT 
(internet of things) and AI (artificial 
intelligence) software combine to 
produce efficient and self-optimising 
operating systems, Industry 4.0 
could change the face of enterprise 
IT. Indeed, technology priorities have 
changed within 95% of organizations 
during the pandemic, according to 
‘The Agents of Transformation Report 
2020: COVID-19 Special Edition’ by 
AppDynamics. And the importance 
of high-quality applications has 
never been more apparent. “There is 
practically no business in the world 

$11bn

2019

40,000

Revenue in  
US dollars (Globally)

Year founded

Number of  
employees

that will not have some form of digital 
technology involved in it. When we 
talk about IoT, it means that you need 
to have a secure platform for building 
those capabilities, and this is where 
NTT’s expertise lies.” The company’s 
emphasis on shifting away from hard-
ware to software reflects an industry 
macro trend that favours cloud compute 
and storage over owning physical data 
centre equipment. Green calls cloud a 

“key part” of facilitating Industry 4.0 but 
clarifies that it is not without challenges: 

“Historically, you would have your appli-
cations in your own secure data centre. 
You’d control what went in and out of it 
and have a big firewall to protect it. 
However, fast-forward to where we are 
now and very little is on-premises.”

Organizations’ appetite for auto-
mation and intelligence software, to 
answer to the needs of the consumer, 
has been whetted by the pandemic, 
and this has not gone unnoticed by 
NTT. “We’re seeing an increase in 
SaaS (Software-as-a-Service) usage, 
too,” Green states. “This has mainly 
been driven by the need for people 
to work remotely from home. Take 
NTT Ltd., for example: we have about 
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there’s been a huge amount of investment, 
but it does demonstrate that, if you invest 
in it, you can accelerate the transforma-
tion as well.” 

It is important to note that changes 
underway do not apply to one sector or 
industry, rather they are a consummate 
shift from an old to a new way of working. 
The rate of change could be overwhelming 
for some companies, who must, none-
theless, ensure that they do not allow 
their essential applications to fall into 
obsolescence. Therefore, NTT advocates 
‘Application Visibility and Performance 

— 
Andy Green, 
Senior Director Software GTM, NTT Ltd.

“ Generally, when you look 
at [customer experience, 
employee experience and 
digital transformation], 
you will see that there is 
an application at the core”

Managed Services accelerate  
digital transformation

CLICK TO WATCH  |  2:53

40,000 employees and many are now 
working from home. Both from a customer 
and employee experience perspective, 
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Executive Profile: 

Andy Green
Title: Snr Director Software GTM       
Industry: Information Technology & Services

Andy Green is the Senior Director of NTT Ltd’s 
European Software Go-To-Market practice.  From 
selling directly to the Colleges and Universities 
and the UK’s NHS Trusts, to mentoring tech 
start-ups since the London 2012 Olympics, Andy 
is now responsible for incubating and bringing  
to market new and disruptive technologies.   
He has over 15 years in the IT industry,  
as both client, software vendor and 
technology integrator.  He lives with  
his wife and daughter in Cornwall.

Management’, a concept aimed at provid-
ing organisations with a ‘single pane of 
glass’ perspective on complex IT envi-
ronments. Developed in conjunction 
with partners like AppDynamics and 
ThousandEyes, two of the leading solu-
tions in the Cisco product portfolio, NTT 
can offer full-stack application visibility 
and management in a centralised data hub, 
with an accompanying strategy designed 
to mitigate the risks of adopting cloud 

technologies and enable multi-layer 
troubleshooting. Notably, the com-
pany’s clients can also gain precise 
insights into the end-user experience 
by viewing services from their perspec-
tive, regardless of whichever application 
or device they are using. This aspect, 
says Green, is invaluable when it comes 
to resolving problems. “For me, it’s 
absolutely integral that all applications 
are performing optimally. Are there 
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to be improved? Our clients are able  
to understand what’s working and 
what isn’t across their entire applica-
tion landscape”.

The events of 2020, although pro-
foundly disruptive for business all 
over the world, have not altered NTT’s 
digital strategy for 2021 and beyond, 
on the contrary, it accelerated the 
company’s plans. Addressing the new 
security issues of remote working, 
NTT has, for example, begun operating 
with an ‘always on’ VPN, something 
initially scheduled for 2021, but which 
has been necessarily brought forward. 

“The other things we are really focus-
ing on is the rationalisation of our 
applications monitoring tools. These 
tools need to be seamlessly deployed 
and fully integrated to improve observ-
ability of the application landscape, 
ensuring we can glean valuable 
insights into how the applications 
perform, allowing the business and 
IT operations to make intelligent deci-
sions.” By doing so, NTT not only gains 
greater visibility and management 
over its applications, but can also 
create trust with its clients and share 
first-hand experience. 

customer drop-offs during a transac-
tion? What’s the reason for that; is the 
application not performing correctly? 
Does the customer experience need  

— 
Andy Green, 
Senior Director Software GTM, NTT Ltd.

“ For me, it’s absolutely 
integral that all applications 
are performing optimally 
[...] Our clients are able to 
understand what’s working 
and what isn’t”
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VISIBILITY & PERFORMANCE MANAGEMENT

•  82% of organisations cite a focus  
on customer experience as providing  
a potential competitive advantage.

•  58% believe customer experience can 
be a primary differentiator

•  55% increase in availability possible 
for businesses with “proactively 
supported” environments

•  10.5% decrease in critical outages can 

be achieved through automation

•  88% of technologists report that 
digital customer experience is now 
the priority

•  81% of technologists state that 
COVID-19 has created the biggest 
technology pressure for their 
organization that they have ever 
experienced.
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— 
Andy Green, 
Senior Director Software GTM, NTT Ltd.

“ Your own internal digital transformation, 
from automation to process improvement, 
will shape your response and I absolutely 
believe that all of these things will soon  
be running on applications”
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Summarising his position on what 
organisations can do to prepare for the 
fourth industrial revolution, Green is 
emphatic that application performance 
will be integral to positive business out-
comes moving forward. To that effect, 
NTT, a company with world-class service 
capabilities partnering with world-class 
platform and software providers, like 
AppDynamics and ThousandEyes, has 
the expertise necessary to draw up a 
winning digital roadmap and can help 
facilitate that success. “It doesn’t take 
much now for anyone to jump onto Twitter 
and share a negative story about their 
poor customer experience,” he concludes. 

“Your own internal digital transformation, 
from automation to process improvement, 
will shape your response and I absolutely 
believe that all of these things will soon  
be running on applications.”
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tar2Star is a unified communications 

company that offers collaboration, 

voice, video and text chat integra-

tion capabilities, as well as contact centre and 

desktop-as-a-service offerings. Michelle Accardi 

is President and Chief Revenue Officer at the 

company, responsible for the entire sales and go-

to-market strategy of the organisation. “We offer 

a way to take companies into the cloud and great 

mobile applications to keep people connected, 

whether they’re in a work from home environment 

because of the pandemic or because that’s just 

part of the way the world is working these days.”

Star2Star’s huge experience as a communica-

tions company has stood it in good stead for the 

ongoing COVID-19 pandemic, and re-emphasised 

the benefits of strong communication. “We’ve 

really taken a very agile approach to making sure 

that we’re doing daily calls, helping people under-

stand where they need to be focused, overcoming 

whatever obstacles and giving them the focus for 

the next day. And then we use our great tools and 

S

President and Chief Revenue 
Officer Michelle Accardi discusses 
Star2Star’s cloud-native offering  
and its necessity amid COVID-19
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Learn more

Hear from  
Citrix and 
Star2Star 
on the latest 
productivity 
integrations  
to help you  
do your best 
work as well 
as the latest 
trends in digital 
transformation.

— 
Michelle Accardi, 
President and Chief Revenue Officer, 
Star2Star

“ We build solutions that enable companies 
to not just get through the pandemic, but to 
actually thrive”

everything from our own video meet-

ings to our own mobile applications to 

help us all stay connected.” That use  

of technology is informed by a culture 

of transparency at the organisation.  

“I really try to facilitate people bringing 

forward any challenges they’re having 

The Future Is Here: Connect & Collaborate 
From Anywhere With Star2Star

CLICK TO WATCH  |  3:37

so we can remove those obstacles,” 

says Accardi. “It’s certainly why we’ve 

won workplace awards, because we 

foster that kind of open but hard work-

ing culture.”

Its approach is why it is favoured by 

its customers as a solution provider, 

with the highest customer retention 

rate in the industry at 99.4%. “We 

are one of the only vendors I know 

of that focuses so much on customer 

retention, with our retention rate 
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months, deferments, anything to help 

our customers.” The holistic nature 

of its solution is another key part of 

its appeal. “There are a lot of single-

threaded vendors out there who can 

only do one thing. The fact that we can 

do so much is very unique to us. I don’t 

know of any other solution provider 

like Star2Star that has things like 

employee alerts as packaged applica-

tions that can be built into workflows, 

for example.”

Among its raft of solutions is a mobile 

softphone app. “It’s about being able 

to get a call to your business phone 

2006

300

Year founded

Number of  
employees

being due to putting the customer at 

the centre of everything that we do,” 

says Accardi. “During the pandemic, 

for instance, we’ve rolled out many 

different types of programmes – free 
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EXECUTIVE PROFILE: 

Michelle Accardi
Title: President and Chief Revenue Officer  

Industry: Telecommunications Location: Florida, USA

As President and Chief Revenue Officer, Michelle’s mission is to inspire and maintain 
growth for the company and its partners, ensuring that customers get significant value 
from Star2Star’s products and services. Michelle works with the executive leadership 
team of Star2Star to define long-term vision and operational strategy to assure that 
growth and market potential are achieved.

In pursuit of this goal, Michelle sees engaging and listening to employees, partners, and 
customers as a primary function of her role in order to keep Star2Star on the optimal 
strategic path. In this way, customer success is assured as employees and partners are 
inspired to deliver an excellent product and experience with every interaction.

In her previous position as the company’s Chief Operating Officer, Michelle used these 
same methods to develop new processes and systems to streamline business interactions. 
She grew departmental leadership and expanded Star2Star’s support capabilities to 
better serve customer and partner needs.

Michelle is also regarded as a technical thought leader in next-generation 
marketing and communications strategies. Her book, Agile Marketing, 

chronicles her experiences applying agile methodology to the 
marketing process for better results and faster time to value. She 
brought her substantial executive-level and tech industry experience 
with her to Star2Star, having driven innovative, agile, revenue-producing 

field and channel marketing programs for one of the world’s most 
relied upon technology companies, Computer Associates. 

Michelle holds an MBA from American Intercontinental 
University and earned her bachelor’s degree from the 

University of South Florida.
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— 
Michelle Accardi, 
President and Chief Revenue Officer, 
Star2Star

“ The fact that we  
can do so much is  
very unique to us”
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number versus your personal phone 

number, right on the mobile app, while 

also being able to do text messaging, 

or even fax via a mobile application,” 

says Accardi. “You’d be surprised how 

often different industries, whether it’s 

healthcare or real estate, need that 

kind of thing. Those text messaging 

applications, both on mobile and on 

desktop, are really game-changing in 

the pandemic. Businesses are trying 

to do things like mass marketing, or 

getting information out to people like 

appointment reminders or curbside 

checkout, which we can help with.” 

A strong enabler of the work 

Star2Star does is its partnership 

with Citrix, with the company being 

the only UCaaS provider certified as 

Citrix-ready. “They have great tech-

nology that allows companies to put 

their applications that were previously 
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— 
Michelle Accardi, 
President and Chief Revenue Officer, 
Star2Star

“ How people work and where people 
work is changing”

housed on-premise in the cloud, so 

that workers can now work from 

everywhere,” says Accardi. “And it 

can do that in a secure manner. There 

are literally millions of companies  

and users who depend on Citrix, so  

we can either provide desktop-as-a-

service from Citrix if customers don’t 

have that capability, or we can simply 

put our communications on top of the 

Citrix environments they have in place.” 

The pandemic has accelerated 

changes in the work environment, 
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with Star2Star serving as a model 

for how businesses may look going 

forwards. “Thankfully we’ve always 

been a cloud-based company and 

we’ve always had a remote work-

force,” says Accardi. “So for us, 

having everyone go remote just as 

those people who aren’t in our head-

quarters means we can understand 

— 
Michelle Accardi, 
President and Chief Revenue Officer, 
Star2Star

“ We are one of the only 
vendors I know of that 
focuses so much on 
customer retention”
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and give all of our customers the 

capability to go remote as well.” 

Accardi sees that as a permanent 

change, even once the pandemic 

has abated. “How people work and 

where people work is changing. And 

we have a broad spectrum of solu-

tions that can help them, whether 

they prefer to have a desk phone,  

or they prefer to have a mobile app 

that can communicate via voice,  

text, or fax.”

As the world bends to precisely  

the mode of working that Star2Star 

can facilitate, Accardi is clear that  

the company’s future is bright. “We  

see a future where it is going to be  

a mix of remote and working from 

home. Once vaccines come about, 

there will be a return of some work-

ers to the office. But they’re going 

to want the flexibility to have mobile 

applications that enable them to 

work from home when they want to.” 

Star2Star is perfectly positioned 

to allow companies to straddle that 

gap. “I often like to say: it’s with irri-

tation that you make the pearl. For 

Star2Star, we build solutions that 

enable companies to not just get 

through the pandemic, but to actu-

ally thrive as they digitally transform 

because of it.”
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he benefits of automation can sometimes 

be communicated nebulously. In fact, 

automation technologies such as RPA 

can sometimes positive impact a company’s valua-

tion, as three industry experts describe.

     Danilo McGarry is an automation industry 

thought leader, with extensive experience in the 

industry. “I’ve been doing this for about 15 years - 

before it was called automation,” he says. “I worked 

in many different industries - banking, oil and gas, 

healthcare - and I used to have my own consultancy 

firm as well. So I’ve been a client, a consultant, and 

I’ve also been an advisor to most of the automation 

companies out there today. So I understand the 

market well.“

     That experience has convinced McGarry of the 

noticeable positive impact it can have on company 

valuations that stems from introducing automation 

technologies. “One way a company is valued is by 

taking the revenue of the company and times it by a 

valuation multiple that can be acquired from merg-

ers and acquisitions (M&A) tables,” says McGarry. 

T

Danilo McGarry, Chris Duddridge, 
UiPath and Wayne Butterfield, 
ISG Automation discuss how 
automation technologies can 
impact a company’s valuation
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EXECUTIVE PROFILE: 

Danilo McGarry
Title: Globally recognised automation industry thought leader  

and practitioner  Industry: AI & Automation 

Previously one of the Heads of Artificial intelligence & Machine 
Learning at CitiGroup (3rd largest US bank, 17th largest Financial 
institution globally). Also previously senior management of 
Automation (RPA/Ai) in UnitedHealth Group (#5 on the Fortune 
500). Advisor to the European Union Commission Ai Alliance. 
Published in The Times Newspaper, Bloomberg InfoMoney and 
other leading publications. Danilo is an experienced international 
keynote speaker and recognised as a global thought leader  
in the realms of Automation, RPA, Ai and Innovation.  
Ranked as top 10 people in the world for Automation  
by Thinkers 360. Previous companies worked for 
include Motorola, JPMorgan, BNP Paribas, Royal Bank  
of Canada, UnitedHealth Group & CitiGroup.

“The other way is by taking the EBITDA, 

the earnings of a company before inter-

est, tax, depreciation and amortization, 

and then times that by a valuation mul-

tiple as well. That multiple is basically 

determined by the price other similar 

companies have been sold for in the 

past.” McGarry adds that “Without get-

ting too technical valuation methods 

can include discounted cash flows 

(DCF) or earnings after tax multiplied by 

a P/E ratio too. Either way most valuation 

methods take revenues or bottom line 

earnings as the starting point to reach a 

company valuation value”.

     Automation can have a noticeable 

impact on such valuation calculations,  

as McGarry explains. “If you have a 

successful client-facing automation 

programme helping you generate reve-

nue, then that increases your revenue 

number, if you have a higher revenue to 
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multiple by the same valuation multiple 

then that gives you a higher valuation 

end of the day. Also, if you’re looking  

at making savings in the company inter-

nally through automation, then your 

EBITDA will be healthier than it was 

before - both because you’re helping 

the company save money and also get-

ting more clients because of higher 

capacity.” The twin impact of savings 

and revenue generation make auto-

mation a no-brainer if it is done by a 

team that knows what they are doing. 

“No matter which way you slice it, if the 

— 
Danilo McGarry, 
Globally recognised automation  
industry thought leader and practitioner

“ As automation can help  
a company save or make 
money, and because of the 
way valuation calculation 
methods work – that then 
means that a successful 
automation programme 
has a direct impact on the 
valuation of a company”
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automation programme is successful,  

if it’s global, if it’s there to help the com-

pany and it’s run successfully, it can 

have an impact on the bottom or the 

top line – making potential impact on  

valuation. The only tricky element to 

this is tracking this positive impact 

back to automation itself. Many of 

automation’s benefits are tangible but 

hard to measure given how involving 

such programmes can be, because  

of this it is often nearly impossible for a 

large corporation to track all the bene-

fits it brings effectively. Often the 

positive impact of automation is far 

greater than what can be tracked or 

measured on paper.”

     Wayne Butterfield concurs, empha-

sising that automation can cut costs in 

other ways. “Reducing the number of 

errors that your organisation makes is 

another way you can cut costs. We offer 

many brilliant things in the workforce as 

human beings, but one of the things we 

don’t offer is robotic consistency.”

     Butterfield started in the automa-

tion space in 2010, while working at one 

of the UK’s largest telco firms, using 

Danilo McGarry | Automation and Valuation

CLICK TO WATCH  |  2:00

329

technologymagazine.com



the technology to create operational 

efficiencies and reducing external 

spend on Outsourcing. “Being an early 

adopter of any technology comes with 

its challenges, but also provides an 

opportunity to tread new ground, and 

innovate in the Enterprise. Butterfield is 

Global Head of Intelligent Automation 

Solutions at pure play automation firm 

ISG Automation. “We assist clients big 

and small on their automation journeys, 

usually starting with RPA, but not stop-

ping there. Differentiated performance 

does need more than just technology, 

so we specialise in the people and 

process side too. Hyper automation 

technologies allow companies to scale 

in size, while keeping their people costs 

under control, as Butterfield explains. 

“With automation, you’re looking to 

reduce costs, increase throughput 

and grow revenue, this trifecta is why 

Automation is valued so highly. Back in 

the day, RPA was called operational 

agility software - but now RPA is a 

globally accepted term,” he says. 

     Such technologies also allow 

companies to scale in size, while keep-

ing the same number of people, as 

Butterfield explains. “With automation, 

— 
Wayne Butterfield, 
Global Head of Intelligent  
Automation Solutions, ISG-One

“We offer many brilliant 
things in the workforce 
as human beings, but 
one of the things we 
don’t offer is robotic 
consistency”
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Wayne Butterfield
Title: Global Head of Intelligent Automation Solutions 
  Company: ISG Automation

Wayne is an automation pioneer, thought leader and practitioner 
based in the UK. He heads up the AI & Cognitive Automation 
Practice for ISG Automation globally and is responsible for 
assisting ISG Automation clients on their journey towards  
AI, as well as hosting the weekly Bots & Beyond Podcast.  
He pioneered the use of RPA and chat bots while at Telefonica 
O2 & BT, and has helped hundreds of Clients on their own 
automation journeys since joining ISG Automation.

FP ISG FEB 2021

CLICK TO WATCH  |  1:52
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— 
Chris Duddridge, 
VP Sales, UK &  
Ireland, UiPath

“ Removing repetitive, time-
consuming tasks that doesn’t 
add to the value of what an 
organisation is delivering 
[...] frees up time”

332

F E B R U A R Y  2 0 2 1

D A N I L O  M C G A R R Y  /  U I P A T H  /  I S G  A U T O M A T I O N



you’re actually keeping your costs the 

same, but you’re increasing the amount  

of revenue that you can generate.”  

That sense of unlocking productivity is  

reiterated by Chris Duddridge, who adds 

that “By removing repetitive, time-con-

suming tasks that doesn’t add to the value  

of what an organisation is delivering, it 

actually frees up time to drive far more 

into product design, or spending time with 

customers, for instance.

     Duddridge is VP Sales for UiPath in the 

UK and Ireland. The company started with 

screen scraping and has developed into a 

leading end-to-end automation platform 

vendor. Our products are designed to 

support every organisation and employee 

within that by essentially unlocking all of 

the manual, repetitive, unnecessary tasks 

that we all do on a daily basis.”

     The more that the concrete financial 

sense of automation is realised, McGarry 

believes, the more senior executives will 

buy in to introducing automation tech-

nologies. “Once people and companies 

realise the direct link of automation to 

the bottom line and thus to a company’s 

valuation, that should then reinforce the 

level of sponsorship from senior level 

management. It’s important, therefore, to 
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emphasise education so that people get 

on board, because the more people 

know about automation in the company, 

the quicker transformation will happen – 

it’s a journey.” 

     Having that knowledge in mind 

inevitably helps overcome the often 

bumpy early adoption stages, what 

McGarry refers to as the automation 

three-hit wonder. “You normally start 

the first time and fail because you 

haven’t taken it seriously enough. 

Either you haven’t put enough money 

behind it or enough seasoned pro-

fessionals who have done it before 

behind the automation programme. 

So you do it again, it goes pretty well 

and you think: this is interesting, let’s 

scale it. Then it goes to the third round 

where it really ramps up and starts 

paying for itself. That’s the three-hit 

automation wonder or automation 

cycle most companies go through as 

they mature in their automation journey.”

     Getting to that stage requires belief 

in the technology, as Duddridge reiter-

ates. “I can’t think of a single technology 

project that can deliver a return on 

investment from day one. Realistically 

there is an investment period involving 
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EXECUTIVE PROFILE: 

Chris Duddridge
Title: VP Sales  

Company: UiPath  Location: UK & Ireland

Chris Duddridge is VP Sales, UK & Ireland, for UiPath. He leads the UK and 
Irish teams in their mission to drive automation adoption in the region, 
helping customers achieve their automation goals using UiPath’s 
best-in-its-class hyperautomation platform. With more than 20 
years in sales and technology, he is an experienced sales leader 
with a track record of helping small teams rise to market leader 
status. Passionate about technology, Chris is inspired by the 
potential of automation to transform the future of work. Highly 
motivated by teamwork, his key areas of interest are incentivising 
collaboration, creativity, and customer focus.

— 
Danilo McGarry, 

Globally recognised automation  
industry thought leader and practitioner 

“Companies that 
already had automa-

tion before COVID 
started had a signifi-

cant  competitor 
advantage”
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— 
Danilo McGarry, 
Globally recognised automation  
industry thought leader and practitioner 

“ Even with the right 
team and tech part-
nerships it takes time 
for an Automation 
programme to mature 
and bear fruit”

the companies who had already gotten 

on board who were able to thrive.

“Companies that already had auto-

mation before COVID started had a 

significant competitor advantage,” says 

McGarry. ”Once COVID happened and 

everybody was scrambling to log in from 

home and get all that working smoothly, 

meanwhile, robots were functioning fine 

in the background keeping some vital 

processes alive. Companies that had 

mature automation capabilities definitely 

had an edge during COVID, and will 

again in any future pandemic or crisis’s.”

Danilo emphasises that time must be 

taken into consideration, however. “It’s 

important to note that even with the right 

team and tech partnerships it takes time 

for an Automation programme to mature 

and bear fruit so that top and bottom line 

benefits can reap rewards. For such a 

transformative programme such as 

Automation and AI, it takes an all-inclu-

sive environment to make it really work. 

Also, with any such transformative pro-

grammes, it is a journey that can often 

take one to two years before it starts to 

bear fruit and potentially make any 

impact on the company’s valuation”.

building capability, training people and 

managing the change.” Butterfield adds 

that a clear plan needs to be in place 

from day one. “You don’t want to stop, 

reevaluate your needs and end up doing 

something different. Trying to do it on 

the cheap and not thinking strategically 

enough will mean the investment doesn’t 

provide what is expected. There are a lot 

of things that you need to be thinking 

about, but getting the strategy correct 

is vital.”

     The benefits of automation have 

been demonstrated by company 

resilience in the face of the ongoing 

COVID-19 pandemic. With a number  

of reports highlighting automation as  

the sector seeing the highest cash 

injection during the pandemic, it was  
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ichard Queen describes himself as a “tech 

geek”, who’s spent the majority of his career 

in healthcare, focused on finding ways to 

close care gaps, reduce costs and overall, improve 

patient outcomes. 

He joined Memorial Health System, a healthcare 

provider in Marietta, Ohio, because he was drawn by 

their innovation. “Their administrative team has an 

entrepreneurial mindset, more so than any hospital 

system I’ve ever seen before,” he says. 

As an example, he cites the fact that the hospital 

hosts a healthcare software company MedOne 

Systems within its four walls. “We call it the ‘inno-

vation center’. They’re currently writing a custom 

electronic medical record application called BOLT, 

which bolts on to our underlying electronic medical 

record (EMR). We’re rolling this out to all of our 

ambulatory and inpatient clinics to make provider 

time more productive. How many hospitals can you 

say have a tech company within their premises?”  

he asks. 

As Director of Data Solutions, Queen is helping to 

improve workflow efficiency through a quadruple aim:  

R

Richard Queen, Director of  
Data Solutions at Memorial  
Health in Ohio, tells us how  
they are using technology  
to drive value-based care 
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the provider experience, the patient 

experience, population health, and 

reducing cost. “The last two are about 

value-based care,” he says. “That is 

the focus of everything we design, 

even from a technological standpoint, 

including better managing chronic 

diseases, ensuring patients receive 

preventative care, and designing 

solutions to be more cost effective.” 

Queen has created CareBridge, a 

piece of software that draws from 

multiple data sources including the 

EMR, BOLT, different immunization 

vendors, the FDA, the US Census Bur-

eau, and CMS Centers for Medicare  

and Medicaid Services. “CareBridge  

draws from these external data sour- 

ces and combines this with our clini- 

cal data to enhance what we can do,” 

 he says. 

Part of its aim is to provide evidence-

based preventative care, something 

that only eight to 15% of Americans 

receive in full measure. 

“For example, people with diabetes 

need a hemoglobin A1C lab test at least 

once a year. It’s very common for a third  

to a half of diabetic patients to have not 

had one in the last 12 months,” Queen says.  

— 
Richard Queen, 
Director of Data  Solutions,  
Memorial Health System

“ We’ve had phenomenal 
feedback from the physi-
cians, with some saying 
they can see two more 
patients a day because 
they walk into the room 
knowing what needs to 
be done”
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“Typically, in any hospital, it’s the in-

surance companies as the payers  

who calculate all this data and report 

back to you on what the patients need. 

The typical workflow is waiting six to 

nine months after the point of care to 

tell you what didn’t happen, and then 

you have to manually try to either get 

these patients back in, or prove that 

you did.  We’ve turned this data into real- 

time clinical indicators” he explains.  

CareBridge can provide this informa-

tion directly to the payer or the clinician, 

and as a result in just six months 

Memorial has improved point-of-care 

gap closure from 8.5 to 30%. “We’ve 

had phenomenal feedback from  

the physicians, with some say- 

ing they can see two more patients a  

day because they walk into the room 

knowing what needs to be done.” 

The intention is to use CareBridge  

to manage a range of chronic diseases 

and standards of care such as mam-

mograms for women and bone density 

scans for people with osteoporosis.  
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— 
Richard Queen, 
Director of Data  Solutions,  
Memorial Health System

“ Value-based care is the 
focus of everything we  
design, even from a tech-
nological standpoint”



EXECUTIVE PROFILE: 

Richard Queen
Title: Director of Data Solutions   Company: Memorial Health 

Industry: Healthcare    Location: Ohio, United States

Richard has more than 12 years’ experience in hospital and provider group 
management, including diverse titles such as Chief Financial Officer, 
Director of Business Intelligence, and VP of Data Science.  Combining 
his educational background in finance, his vast experience across 
healthcare, and his more than 20 years in technology and 
automation, he brings a unique perspective in his vision on the 
future of healthcare.  Utilizing the principles of Lean Six Sigma  
and continuous process improvement, Richard has repeatedly 
demonstrated the ability to drive revenue growth, improve 
throughput, gain efficiencies, and implement process redesign.  
Richard is passionate about identifying bottlenecks in today’s 
healthcare system and then putting technology to use in 
finding solutions.
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— 
Richard Queen, 
Director of Data  Solutions,  
Memorial Health System

“ We’ve really 
empowered 
staff across the 
organization to 
be able to get 
advanced clinical  
information”

Care Bridge

CLICK TO WATCH  |  2:43

Using algorithms, the software stratifies 

data by risk factor, so physicians can 

identify the right type of care for each 

patient at the right time. 

Using a cloud-based platform, it’s 

been designed so it’s easy to use. 

“Staff can engage with it in a very vis-

ual format, which gives them access  

to information that was previously  

difficult, if not impossible, to see from  

an electronic medical record.

Everyone from an administrator 

to a physician to a secretary with 

no technical skill whatsoever can 

very easily get into the system, run 

346

F E B R U A R Y  2 0 2 1

M E M O R I A L  H E A L T H  S Y S T E M



patient, Phreesia can show them things 

our records indicate they need.”

Alongside Carebrige, there has been 

other behind the scenes work such as 

implementing RPA for repetitive tasks to 

free up staff and automating scripts for 

appointment-making. 

“We’re using open-source Python 

programming language to write many 

different algorithms for high-risk patients. 

Every night we have scripts running to 

show each patient that has cancelled 

or not shown up to an appointment in 

the last 10 days and not rescheduled. 

That generates reports by provider and 

inputs them directly into a Microsoft 

Teams channel, so that when staff come 

in the next day, they have this prepared 

in front of them, with patient identifica-

tion and contact information.

“We’ve got this big SQL Server data-

base that we’re making actionable using 

Microsoft Power BI,” adds Queen. “This 

has given us the ability to share all this 

advanced data logic in a way that is very 

unintimidating and very visual to front-

line staff. It’s been transformative for 

our workflow”. 

Queen adds that none of these achieve- 

ments would have happened without  

advanced clinical queries, and export the 

data immediately. We’ve really empow-

ered staff across the organization to be 

able to get advanced clinical information.” 

To implement CareBridge, Queen and  

his team worked with software as a 

service (SaaS) company Phreesia, a key 

partner in carrying out Memorial Health’s 

digital strategy. “They have some great 

educational modules, check-in tools, and 

electronic registration tools for patients. 

They’re working with us on identifying 

care gap needs and building an interface 

directly to Phreesia so that, during that 

electronic registration process for the 

DID YOU KNOW?

By implementing 
supplemental data feeds 

directly to our payers, 
we immediately saw 

diabetic A1C compliance 
rise by 369%.  Because 
of better data, we were 

able to get credit for the 
great work we were 

already doing 
operationally.
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a great team to support them. “Memorial 

have really set a vision across the entire 

organization that value-based care and 

population health are top initiatives.  

That sets the expectation across all 

teams that we are going to have a uni-

fied vision, and work towards a common 

goal of offering first-class patient care 

at a reduced cost,” he says. 

It’s also remarkable that they decided 

to accelerate their digital project during 

a hugely challenging time - the first few 

— 
Richard Queen, 
Director of Data  Solutions, 
Memorial Health System

“ We’ve set ourselves up so 
much better than we expected 
to be from a digital transforma-
tion and technology standpoint. 
We can now be more efficient 
at dealing with whatever is 
thrown at us next”
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months of the pandemic. “What was sup-

posed to be an 18 months to two-year 

rollout we ended up doing in six months. 

Memorial chose to use this time of Covid 

to carry out this rollout throughout the 

entire organization, knowing that we 

would have challenges to overcome, but 

adding tremendous value to the organi-

zation and avoiding staff furloughs in a 

time of lower volumes. Obviously, we’re 

still dealing with Covid, as everybody 

is, but we’ve set ourselves up so much 

better than we expected to be from a 

digital transformation and technology 

standpoint. We can now be more effi-

cient at dealing with whatever is thrown 

at us next.”
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