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Editor’s Letter

P NO LIE: #GPEVOLUTION
A WILL ROCK PHILADELPHIA

few years ago, we changed the name of our East Coast conference and expo from
“Cloud Partners” to “Channel Partners Evolution.” We did so because cloud had
become a fact of life for partners — it’s just the way IT was, and is, being delivered.

The fall show, if we’re being honest, looked a lot like a smaller version of spring. It’s fair
to say that the “Evolution” moniker was aspirational.

Well, ’'m officially declaring that #CPEvolution 2018, held Oct. 9 — 12 in Philadelphia, has
shed its little-brother status and emerged with a big new personality that melds the best the
combined channel has to offer. You'll see some of that swagger in these pages. If you want
to experience it yourself, here are three happenings that embody the show’s grown-up focus:

Our first MSP 501 Awards Reception: This is the capstone of months of hard work
by MSP whisperer Kris Blackmon, who will deliver a well-earned toast to our winners.

The evening will kick off at 6:30 with a cocktail reception, followed by dinner; presentation
of special awards, including MSP of the Year; and an after party. You can meet the three
MSPoY 2018 finalists on Page 12.

Fun fact: About one-third of our Channel Partners 360° winners are also on the MSP 501 list.

Two colocated trainings: Avant is bringing its intensive Special Forces Training to
#CPEvolution on Tuesday, starting with a welcome lunch at noon and ending with a cocktail
and networking reception. And on Wednesday, you can join Datto for a Cyber Security Summit,
beginning at 8 a.m. and ending just in time for the expo hall opening at 4 p.m. Datto’s focus
is on helping partners remove the security barriers that keep customers from pursuing new
business opportunities. We’re thrilled to welcome Avant and Datto to our education lineup.

Channel Futures Theater: Partners who’ve attended one of our sister shows, such as
loT World or 5G World Summit, likely saw some great content at the show floor stages.
We’re stealing the idea of using a central stage as a community gathering place, where
all attendees can get access to smart content. (Heads up that our ThunderDome on
RMM systems already has more than 100 RSVPs, so if that interests you, get there early
to grab a seat up close.)

You'll still find familiar sessions, including the Alliance of Channel Women networking
reception; our Golf Invitational; three conference tracks — Business Strategy, Revenue
& Supplier Portfolio and Marketing & Tech; thought-provoking keynotes; our veteran’s
initiative with TrainOurTroops; and 100,000 or so square feet of exhibition space to explore.

Newbies to the show shouldn’t miss our First-Time Attendee Reception at the truly impressive
Pennsylvania Academy of Fine Arts, directly adjacent to the Convention Center. PAFA holds one
of the premier collections of American art in the world, including both Charles Willson Peale’s
portrait of George Washington at Princeton and Gilbert Stuart’s iconic Lansdowne Portrait of our
first president. We're pretty humbled at the opportunity to offer our attendees a private showing of
this amazing collection, which blends old and new American masterpieces.

And finally, a shout-out to our Channel NX2Z group, which bridges Boomers, Gen X,
Millennials and Gen Z, whose oldest members are graduating college and entering the
workforce. NX2Z is approaching 200 members and growing fast. You'll find an interview
with four of the groups’ leaders beginning on Page 34, and you can meet up with them
at our Business Innovation Hackathon on Tuesday, or at the Workforce of the Future
Symposium they’re hosting on Wednesday evening. You can learn how to attract, retain
and motivate recent grads. Younger channel pros will get career advice from established
executives Tiffani Bova, Jason Bystrak and Hilary Gadda.

If you can’t make it to the show next month, this issue will give you a feel for the new
#CPEvolution. But | hope you will join me and some 3,500 of your peers. See you in Philly.

\

Lorna Garey is editor-in-chief of Channel Futures and Channel Partners. Follow her
on Twitter @LornaGarey
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EVOLUTION Philadelphia, PA

LIFE, LIBERTY &
THE PURSUIT OF PROFIT

Want more than your fair share of profits? Then you must deliver new experiences,
customer outcomes and ideas. Join 3,000+ pros — MSPs, VARs, agents, integrators,
consultants and service providers — at Channel Partners Evolution 2018 to gain
must-have skills to thrive in the new channel.

channelpartnersevolution.com

@CHANNEL_EXPO | #CPEVOLUTION



Sneak Peek: IT Security Trends Survey

STATE OF

SECURITY DENIAL

Just how vulnerable are your customers? Our new data reveals some major
disconnects between partners and IT pros By Edward Gately

.5 ~

irst and foremost, we’re

focused on security education,”
says Brian Teater, IT manager
at EXP Consulting, who adds
that end-user training tends to
be underfunded and overlooked.

Our 2018 IT Security Trends Survey
backs up Teater’s stance that one-
off webinars can’t arm users against
sophisticated attackers. And that may
be one reason 41 percent of channel
respondents say their customers are
somewhat or much more vulnerable
now versus last year.

That’s bad news for them — and
their partners.

6 www.channelpartnersonline.com

“If a customer gets owned or
ransomed, it reflects badly on us, even
though 99 percent of the time it’s an
end user being careless,” said one
channel survey respondent.

And customers are either in denial
or know something partners don’t,
based on our comparison of some 50
channel partners weighing in among
359 total respondents. Specifically, we
matched channel results up against
those from enterprise IT professionals.
Despite constant reports of breaches
and vulnerabilities, IT pro respondents,
for the most part, feel pretty confident:
55 percent said their companies are

a’)»\.

-

» >

\".

much or somewhat less vulnerable in 2018
than last year. Just 11 percent said they
are somewhat or much more vulnerable
versus that 41 percent of partners.

Who'’s right?

It's a matter of perspective, with POV
dependent on where workloads are
hosted and whether defenders know
what to look for as attacks get more
sophisticated and stealthy.

“We are seeing slowly increasing
openness to cloud, and especially
hybrid-based solutions, which means
a lot more focus on data protection
as well as cloud providers’ security
measures,” said David Stevenson,




CSO at software and hardware design
services provider Sopris Technologies.
“Our customers run MSP and cloud
services from their data centers, so
[they’re] constantly under attack.”

Can’t Sleep?

A wide range of concerns keep
our channel respondents up at night.
Some woes, like inadequate system
redundancy and difficulty finding and
keeping security talent, are largely the
result of budget constraints. Others,
like administrative rights mixed with
unrestricted internet access, could
be fixed by better education of both
customer IT staffs and end users.

“The No. 1 security worry that keeps
me up at night would be a cyberattack in
which our internal network is breached,
with sensitive information being
compromised through an attack on
one of our legacy applications,” Teater
said. “However, my organization has a
plan in place that has been thoroughly
developed, reviewed and implemented
by a team of cybersecurity experts as
well as our own IT department. Oh yeah, |

About Our Survey

Channel Partners, Channel Futures and our
sister sites ITPro Today and DataCenter
Knowledge combined forces on our 2018
IT Security Trends Survey. Some 359
respondents took part in the survey. Of
those, 48 were channel professionals,
mostly consultants, agents/subagents,
MSPs, masters and VARs.

Nearly half of respondents said IT or
data center network security is one of their
areas of responsibility, while 69 percent
said security makes up a big part of their
firm’s business.

Watch for full results soon on
Channel Partners Online.

Sneak Peek: IT Security Trends Survey

What percentage of your customers have what your firm considers a
reasonably comprehensive set of security products, practices and

policies in place?
None
4%

1%-24%

25%-49%

50%-74%
8%

75% or more

4%

Source: 2018 IT Security Trends Survey, Channel Respondents

almost forgot about that cloud application
that has been self-deployed within
departments, without any knowledge by
the IT team. Now that is another worry
that keeps me up at night!”

Steve Shaw, director of sales and
marketing with McMillan Consulting,
cited concerns that clients don’t have
a good disaster recovery strategy or
breach remediation plan, while Sopris’
Stevenson looks closer to home.

“Exposing any customer data” is
worry No. 1, he said.

We asked partners about obstacles
to improved IT security at customer
organizations: 14 percent said attackers
are more sophisticated; 12 percent pine
for a more security-aware organizational
culture; and 10 percent say customers
are unwilling to outsource security
functions that partners could perform
more effectively.

Interestingly, partners are significantly
more open to a best-of-breed approach
and are more satisfied with the tools
available from suppliers versus IT
pro respondents.

41%

43%

When asked if their customers had
experienced a breach in the past year,
45 percent of partners said yes, with an
additional 27 percent admitting they’re
unsure. The top three outcomes of
breaches: significant lost revenue, one
or more suppliers were replaced and —
proving that clouds do have silver linings
— improvements in security awareness.
Among our IT pro respondents who were
breached, 73 percent said the event
improved their security culture, while
41 percent said it caused temporary
damage to their firms’ reputations and
29 percent cited a loss in revenue.

Partner Prospects

We circled back to IT pro responses
to uncover opportunities for partners.
Three key points:

Cloud needs controls: When asked
whether their organizations store data
in public clouds, such as AWS or
Azure, 62 percent said yes. However,
their security plans leave something
to be desired. When asked about a
security strategy for workloads running

www.channelpartnersonline.com 7




Sneak Peek: IT Security Trends Survey

Has a customer experienced a security breach in the past year?

Unsure

No

Figures do not equal 100% due to rounding.

Source: 2018 IT Security Trends Survey, Channel Respondents
in the cloud, 42 percent said they
treat these workloads the same as
if they were on-premises, 33 percent
said they rely on their cloud providers
to handle security for the full stack
and just 11 percent use specialized
solutions, such as a cloud access
security broker.

None of this inspires confidence.

IoT new shadow IT? We asked
whether IT pros have a strategy
to secure loT data and devices;
28 percent said they do, 26 percent
said they don’t, while the rest insist
they are not using loT.

Maybe they aren’t, but maybe they
are. Rogue [T isn’t just for cloud services.

When asked to describe their coping
strategies for loT security, responses
ranged from “we are limiting non-approved
products from entering our network,”
to “we have designed homegrown loT
communication encryption.”

Best of luck with that.

Education is critical: Most,
52 percent, say that employees
lacking security awareness are
a well-recognized threat to their
organizations. The next most feared is
organized cybercriminals at 16 percent

8 www.channelpartnersonline.com
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and low-skilled but persistent attackers
using malware-as-a-service at
10 percent. Yet education and training
are inconsistently applied.

In all of these cases, partners can help.

As for IT security products used by
their organizations, two-thirds have
third-party malware detection/antivirus
and encryption in place, but just above
half, 58 percent, utilize Wi-Fi access
control/configuration software.

Given growth in employee demand
for wireless access, that’s a problem.

As for security best practices used in

their organizations, strong passwords,
end-user security awareness training,
network segmentation and monitoring
employee behavior are popular, and
again, lend themselves to value-added
managed services.

Partners recognize the need: Just
12 percent said more than half of
their customers have “reasonably
comprehensive” security products,
practices and policies.

The good news is, both the need
and the budget are there: 51 percent
of enterprise respondents say they will
spend more on security in 2019, and
45 percent expect spending to remain
the same. Only 3 percent foresee a
decrease in spending.

On the channel side, 22 percent of
respondents expect customer spending
to increase significantly, while 78 percent
say it will increase somewhat or remain
the same. No channel respondents
predicted a decrease.

Edward Gately is news editor for
Channel Futures and Channel Partners.

@ linkedlin.convinvedward-gately-87200254
O @edwardgately

How do you expect customer spending on security in 2019 to compare

with 2018?

Increase significantly

Increase somewhat

Stay about the same

26%

Decrease somewhat
0%

Decrease significantly
0%

Source: 2018 IT Security Trends Survey, Channel Respondents

52%
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2018 MSP 501

AWARD WINNERS: snnel Futures.
FRESH FACES. BIG SP OVl |
REVENUES. SMART

TECHNOLOGIES

By Kris Blackmon

hen the MSPmentor list debuted in 2007, we were
living in a whole other world. Smartphones and
social media were in their infancy. Microsoft Vista
was a hot topic. Mobile capabilities weren’t even a
thing, and vendors essentially called all the shots.
Back then, the list was based on the surface-level data most
MSPs had available. VARs were just starting to really make hay
of managed services, and the trends the survey revealed said
far more about the solutions vendors were pushing than the
opportunities MSPs wanted to explore. In that way, the evolution
of the 501 mirrors that of the channel itself, telling a story about
the changing nature of IT and the rising importance of managed
services in an age of digital transformation.

This year brought a much-needed, updated user experience
and some fresh voices. Just as our site and coverage have
grown more modern and diverse this year, so too has the
MSP 501. 2018 brought the largest and most diverse pool of
applicants ever. We saw winners from Colombia to Canada,
Sweden to the States, from one-man shops to organizations
of more than 4,000 employees. This year’s 501 reported a
combined revenue of $14.5 billion, with nearly $3 billion of that
in recurring services.

It’s also a banner year for insights from the 501 data itself,
which will be packaged and released this fall. We’re three
years into our new methodology, which weights revenue
streams according to the impact they have on the health
of the overall business. That means we now have enough
data to crunch for historical purposes, too. There are lots
of juicy trends that tell the story of the evolving channel,
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including consolidation and the rise of M&A; the critical role
peer groups play for successful MSPs; proof that resale is
not, in fact, dead; the top verticals and lines of business
winning MSPs service — if they have a specialty focus at
all; and what’s driving the cybersecurity market today (hint:
phishing attacks totally work).

Also new in 2018 is a gala to celebrate our 501 winners
at Channel Partners Evolution, held this October in
Philadelphia. Here, winners will have the chance to
network, meet our editorial team and take a victory lap.
We’ll honor eight special award winners, many of whom
you’ll meet in the following pages. These companies
represent the best and the brightest in the MSP 501 and
have demonstrated excellence in areas such as intellectual
property development, resiliency and, of course, guiding
customers through digital transformation.

In the last 11 years, the MSP 501 has evolved from a
ranking of a handful of partners to an insightful, data-rich
full report that does more than name the top MSPs in the
world; it shows you how they got there. | am proud of the
diversity of partners we showcase here, and | hope you
enjoy reading about them as much as we liked writing
about them.

Kris Blackmon is content director, MSP and VAR, for Channel
Futures and Channel Partners.

@ linkedin.com/in/kristyblackmon
o @kristility




EXEC OF THE YEAR: JEFF VONDEYLEN

ish you could press “pause”

for just a few minutes to catch

your breath, and your balance,
before diving back into the madcap
business of managing the world’s
digital transformation? Sorry, change
isn’t going to stop coming for us. So
many seismic shifts are happening in
business and technology right now that
a state of upheaval is beginning to feel
almost normal — and the risk of feeling
overwhelmed or disconnected is sky-
high. So what’s the answer?

Jeff VonDeylen, CEO of Ensono, says
there’s one characteristic essential to
surviving disruption, and what it is might
surprise you: empathy.

VonDeylen, our 2018 recipient of the
Channel Futures MSP 501 Executive
of the Year Award, has learned that
understanding the moods and
motivations of his team is critical to
successfully leading an organization.
That goes double in times of great
change, which almost always breed
apprehension. He should know: In
2016, VonDeylen took the helm at
Ensono, which had just spun off
from parent company and database
marketing provider Axciom. He came in
with a vision of a new kind of IT services
company, one he wanted to help create.

That vision, it turns out, wasn’t quite
as solid as he hoped.

“We came into the business three
years ago,” said VonDeylen. “We didn’t
know a lot about this, and we’ve had to
adjust, modify, really sharpen our focus
and our efforts along the way.”

In 2015, what was then Axciom IT
existed to provide IT infrastructure
management to one of the largest
commercial databases of consumer

Ensono CEO Jeff VonDeylen shares his key to
surviving change.

data in the world. When that division
broke free, rebranding itself as Ensono
in January 2016, it brought with it a
deep understanding of mainframe
support and a solid client roster. It also
had ambitions to become a big player
in marketing and cloud technologies.
As you can imagine, the company’s
expertise and its vision didn’t quite go
hand in hand.

VonDeylen found himself leading
a company with an identity in flux
during a time of upheaval in the IT
industry. What’s more, there was a
general downtrodden spirit among
Ensono’s people, who for years had felt
undervalued at Axciom and excluded
from the digital marketing company’s
grand vision of the future. Perhaps
because it was so eager to harness that
particular brand of energy, which seems
to buoy so many cloud-based digital
services providers like Axciom, Ensono
was, in the beginning, focused on
modernization and cloud enablement.

Its deep expertise in legacy applications
seemed like old news. Weren’t clients
just going to migrate off of mainframe
servers next week, anyway?

“There is a lot of modernization going
on, and innovation, and that’s typically
happening in and distributed in public
cloud,” said VonDeylen. “But what we’re
seeing is that there are many of these
legacy applications that our clients have
no stated objective to migrate off. They
need help in providing that capability.”

That was a big lesson in business
empathy. Ensono took a step back,
listened to the market and tried to
understand what it needed. Today,
VonDeylen says the company
has married its mainframe and
modernization expertise to create a
truly differentiated space for itself. There
are some young, exciting companies
out there that are only thinking about
public cloud. As great as they are,
those companies are not Ensono’s
target clients. Rather, VonDeylen and
his team want the long-established
organizations with a set of applications
and infrastructure developed over the
course of decades. Such systems can
be messy and laden with technical debt,
but they’re the perfect blend of critical
applications that have to stay the same
and opportunities for new development
efforts for Ensono. Such clients are its
sweet spot.

“Our ability to deal with both is, |
think, different, and frankly it’s why
we win,” said VonDeylen. “We go at
clients that have that problem. It’s a less
crowded field than if I’'m only talking to
someone who'’s just on the ‘right side’
of that paradigm.”

CONTINUED ON PAGE 13
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2018 MSP OF THE YEAR NOMINEES

he MSP of the Year selection

process works a little differently

from the other special 501 awards.
We narrowed the field of contenders
down to three finalists that we feel
represent the modern channel and
display excellence in both business
efficiency and business model
innovation. What does that mean?
For starters, the nimbleness to pivot
to embrace industry trends, the guts
to make risky moves today to position
the business for tomorrow and the
discipline to structure operations
to achieve maximum efficiency in
service delivery. These three finalists,
in their own unique ways, exemplify
this ideal. Our 2018 MSP of the Year
will be announced at Channel Partners
Evolution and spotlighted on Channel
Futures, so stay tuned to find out if your
favorite candidate took home the prize.

#44: Cal Net Technology Group

It’s all about consistency and
repeatability at Cal Net, which is based in
Los Angeles and services the Southern
California market. From its product
offerings and solutions to its employee
development and best practices, the
MSP liberally leverages software to drive
operational efficiencies across the entire
value chain. The result? Faster, more
accurate development processes, better
customer service and more trusting
client relationships. Cal Net also recently
productized its services and added full
transparency into its pricing models,
listing its prices right on its website. It’s
an unconventional move for an MSP, but
as Cal Net says, when today’s customers
see no price, they think it's got to be too
expensive. Its sales cycles might be a bit

12 www.channelpartnersonline.com

longer, but the leads it’s bringing in are more
qualified, and its offerings are now scalable
to fit a fast-growing market. The same
goes for its DevOps processes, which
work exactly the same in each of its three
locations. Cal Net’s pursuit of efficiency
through a complete operational overhaul
earned it the honor of being a finalist for
the 2018 MSP of the Year Award.

#186: Premier Technology
Solutions

At the end of 2016, Australia-based
Premier Technology Solutions bit the
bullet and implemented a huge change
to its business model. It was wasting too
much time and energy on clients that
didn’t add enough to the bottom line and
were hampering its transition to monthly
recurring revenue. Premier knew it needed
a bold move, so in January 2017, it took
a deep breath and reduced its client base
from 330 customers to just 107, knowing
full well that the gamble would reduce its
monthly revenue by about $80,000 AUD.
After shedding clients that were holding it
back, Premier was able to streamline its
processes, operations and sales focus.
Over the course of 2017, the MSP grew
its revenue by $1.5 million AUD. It’s about
doubled its MRR, average agreement
size and average per-user price for new
agreements. The move tripled its profit
margin because of internal efficiencies, too.
Revenue per tech rocketed from $165,500
AUD to $313,500 AUD, resolution times
dropped by 30 percent and service desk
response times plummeted 70 percent.
It takes business savvy to identify what’s
holding an MSP back and a willingness to
take risks to overcome those obstacles.
Premier nabbed a finalist spot for MSP

of the Year by demonstrating a perfect
balance between the two, with results to
prove it.

#501: SabinoCompTech LLC

You might think sliding into the 501st
spot on a ranking list of 501 MSPs
would render SabinoCompTech just
a slightly above average managed
service provider. You’d be wrong. Angel
and Nancy Sabino started their shop
in 2008 when they were just 22 years
old, and they demonstrate the modern
channel’s transformation. The Sabinos
experimented with different models and
customer types to find the right fit for
their Katy, Texas, MSP. SabinoCompTech
tried everything from break/fix for small
businesses to retail residential services
before finally transitioning to a managed
services recurring revenue model in 2016.
The MSP also experimented with different
pricing models before landing on an all-
inclusive plan at a higher price point,
which gives customers visibility into the
services they’re paying for. To make that
switch worth it, the Sabinos had to work
hard and fast to create both internal and
client-facing operational efficiencies so
they didn’t hemorrhage profit. Today,
SabinoCompTech’s business shows
it’s landed on a formula that works. It’s
created a vertical focus, which allows it
to provide standard, repeatable offerings
that can scale and allow quick time to
resolution, since techs know just what
to look for. As millennials of Hispanic
descent, the Sabinos epitomize young,
agile channel partners who aren’t afraid
to pivot on the fly. It's DevOps in action,
and it put the small service provider
in the running for MSP of the Year.
—Ktris Blackmon




EXEC OF THE YEAR (CONT.)

In the last three years, VonDeylen
has overseen a series of acquisitions
designed to strengthen Ensono’s hold
on that target market, including buying
Wipro Limited’s Hosted Data Center
Services (DCS) business in the United
States, Europe and Singapore just this
summer. The move nearly doubled
Ensono’s size, adding 900 employees
to its roster, and shot its annual revenue
up to more than $550 million.

In a company that large, that’s
growing that quickly, maintaining
employee empathy seems prohibitively
challenging. It's also never more critical.

“As a leader, I'm as good as the
people that are working with me,” said
VonDeylen. “We have 2,100 associates
now, and we’re going to be a great

4o

company — if we get all those folks
understanding what we’re trying to do
and aligned around how we’re going
todoit.”

Change, he says, brings apprehension.
Will my skill set still be valuable? Will
there be budget for my position?
Will | change teams or get a different
supervisor? These worries can be
exacerbated at a company like Ensono,
whose rapid expansion, forward-thinking
vision and global reach might feel like a
dizzying ride to some.

“Listen,” said VonDeylen. “We have
to change, because we have to keep
up with where our clients are going. We
have to keep up with the changes in
technology. But we also have to have
respect for people and have empathy

for our organization, for what we’re doing
and how we’re doing, and recognize it’s
a competitive marketplace.”

At three years old, Ensono is just starting
to figure out what kind of company it
wants to be. In order to do that, it has to
be able to intuit what the market wants,
understand what its clients are asking
for and internalize the concerns of its
employees — all while growing by leaps
and bounds. It’s a tricky line to walk.
Ensono has exactly the scale it needs right
now, but VonDeylen says that’s not going
to last forever. The market, the technology,
will keep changing and keep growing, and
he will have to keep advocating for change
as needed to stay relevant.

If he can just keep that culture of empathy
alive, VonDeylen is confident Ensono can
get the job done. —Kris Blackmon
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COMEBACK KID AWARD WINNER

hen MVP Network Consulting

held its annual picnic for its 18

employees and their families on
Sept. 10, 2011, it was to be a day of fun,
food and friendship. But while playing
a pick-up game of touch football with
employees, co-CEO Jeremy Pollock,
only 38 years old, had a massive heart
attack and died in the Buffalo, New York,
park where the event was being held.

For the then nine-year-old MSP and
MSSP, it was a devastating blow.

A few days later, lkram Massabini,
Pollock’s co-CEQ, and the rest of his
company’s team began trying to regroup.

“We came back to the company and
didn’t know what to do,” Massabini
said. “We had to completely reinvent
ourselves, from the products
we were selling to the
company’s organization.”

Pollock and Massabini, who
had worked together in the
past, bought MVP in August
of 2002. Until his premature
death, Pollock was a core
part of the business, involved
in nearly every stage of the
product life cycle. He conducted R&D
and wrote code, then helped test it and
develop documentation for how to install
and sell it. Pollock even delivered solutions
to customers.

“Jeremey handled the back of the
house,” said Massabini. “I had no idea
what was going on back there. He did
just about everything and told us what to
do with it. And then we went and sold it.”

That meant Massabini had to relearn
the business from top to bottom.

On the first work day after Pollock’s
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death, the first thing Massabini and his
team members did was create a leadership
team to help guide the now shell-shocked
company.

“We came back and we selected
a couple of our top techs and our top
sales guy for the leadership team, which
was tasked with running the company
using committees and figuring
out how to grow it moving
forward,” he said.

The team pulled together
to continue Pollock’s
mission. They wanted to
make him proud. But it has not
been an easy road. Massabini
said it took MVP six years after
Pollock’s death to get back to where it
wanted to be. The leadership team helped
dramatically with the company’s transition
by adding structure, providing direction and
helping determine how to best serve MVP’s
customers.

During those six years, MVP tripled
in size to 51 employees, added its own
2,000-square-foot on-site data center to
better serve its customers and moved
into providing cloud services and
consulting to follow emerging trends.

“Things were tenuous at times,”

said Massabini. “We were stuck a little
bit.” In fact, MVP held stagnant at $2
million in revenue for a couple of years
due to concerns from clients about
the company’s growth prospects after
the tragedy.

To overcome this, Massabini and his
team started a Virtual CIO program to
provide responsive online support, started
amarketing department and hit the streets
to talk with their customers.

Today, things are much improved
at MVP. “When something like this
happens, it really brings a team together
or it breaks it apart,” said Massabini. “It
took us some time to wrap it all together
and get the growth that we found.”

Revenue for the business to date in 2018
stands at about $8.5 million and is expected
to reach $10 million by year's end. MVP’s
average customer has about 30 users, with
its largest account at more than 1,000 users.

Receiving the 2018 Channel Futures
MSP 501 Comeback Kid of the Year
Award means a lot to the company.

“It’s exciting, and it’s well-deserved
because our team truly shocked me by
banding together so tightly following
Jeremy’s death,” said Massabini. “We
really thought after the first year that we
were going to close down, that there
was no way we could keep going.”

Todd R. Weiss is editor-at-
large for Channel Futures and
Channel Partners.

@ linkedin.com/in/toddrweiss
O @techmantalking
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Channel Futures.

MSP 501

2018 WINNERS

Congratulations to the
world’s 501 most strategic

and innovative MSPs
according to Channel
Futures’ 11th annual MSP
501 Worldwide Company

Rankings!
1. Sirius 56.  Miles Technologies 111, Stratosphere Networks 166. IronEdge Group
2. PCM 57.  Cipher 112. Five Nines 167.  LMJ Consulting
3. Softchoice 58.  Anexio Technology Services 113, ProviNET Solutions 168. Netstar
4, Ensono 59.  Network Data Systems 114, Abba Technologies 169. [TRM
5. Carousel Industries 60.  Stargel Office Solutions 115, Intelligence Partner 170.  Strategic Solutions of Virginia
6. RSM US 61.  Xcentric 116.  AKUITY Technologies 171, The Network Pro
7. Expedient 62.  Ntva 117, System Source 172.  ThrottleNet
8. ConRes 63.  Mosaic451 118.  Secure Designs 173, MIS Choice
9. Konica Minolta 64.  Seavus AB 119.  CPI Solutions 174, Sprout Technologies
10.  Logicalis 65.  Helion Technologies 120.  Network Solutions & Technology 175. T Direct
11, West Monroe Partners 66. Integrated IT Solutions 121, Powernet IT Solutions 176.  NetGain Information Systems
12, Marco 67.  Venture 122, Greystone Technology 177, Discovery Information Technologies
13. OneNeck 68.  CompuVision 123.  Carolinas IT 178.  Charles IT
14, Onepath 69.  CustomTec 124,  Tech-Keys 179.  Cyberlogic
15, Gordon Flesch Co. 70. [T Authorities 125, Hilltop Consultants 180.  GDR Group
16.  AppRiver 7. PCS 126.  Prosource 181.  MylTpros
17.  Sentinel Technologies 72, Trivalent 127, Candoris 182. 1Q Technology Solutions
18.  TekLinks 73. Computer Design & Integration (CDI) | 128. Tesserent 183, EKS&H
19, Eze Castle Integration 74, \Virteva 129.  MVP Network Consulting 184,  Systems Solutions
20.  Synoptek 75.  Plenium 130.  NeoClLoud 185, 360IT Partners
21, Vology 76.  ATSG 131, SinglePoint Global 186.  Premier Technology Solutions
22.  Brennan IT 77.  CalTech 132, DP Solutions 187.  Entech Computer Services
23.  Scantron Technology Solutions 78.  CyberlinkASP 133.  BCS Call Processing 188.  Kalleo Technologies
24.  Data Blue 79.  Enablis 134.  Computer Resources of America 189. PICS ITech
25.  CompassMSP 80.  Netsurit 135.  Tabush Group 190. Portland Internetworks
26.  IFX Networks 81, Winxnet 136. ICS 191, Pact-One Solutions
27.  Onica 82.  InCare Technologies 137.  XPERTECHS 192.  Correct Group
28.  EO Johnson Business Technologies 83.  CHIPS Technology Group 138.  Medicus IT 193. Integrated Telemanagement Services
29.  Net@Work 84.  Graycon I.T. 139.  Olmec Systems 194, Netwise Resources
30.  Skyline Technology Solutions 85.  eGroup 140.  Corsica Technologies 195, RipplelT
31, PDS Connected IT 86.  Security On-Demand 141, MicroAge Laval 196. Polar Systems
32.  Involta 87. EDTS 142, NetSource One 197, BPI Information Systems
33, NexusTek 88.  JMARK 143,  Paradyn 198. Diamond IT
34, Dataprise 89.  CareWorx 144, EMPIST 199, i, tNOW
35, Veristor 90. F12net 145, National Networks 200. Netrepid
36.  Netsync Network Solutions 91.  Plan-net 146.  MindStream Analytics 201.  Capstone IT
37.  TeamLogic IT 92.  IT Solutions 147, TechMD 202.  ACEIT Solutions
38.  Access Systems 93.  First Focus 148.  Warren Averett Technology Group 203.  Colorado Computer Support
39. ITLab 94.  Sedoc Digital Group 149, Computer Transition Services 204,  Creative Technology Solutions
40.  Unitas Global 95.  Electronic Office 150.  YJT Solutions 205.  Expedient Technology Solutions
41, Thrive 96.  Apogee IT Services 151.  DynaSis 206. Valiant Technology
42. Edge Technology Group 97.  Hestia 152.  SSD Technology Partners 207.  ProviDyn
43. Zymphony Technology Solutions 98.  Velocity Network 153.  SwitchFast Technologies 208.  Computer One
44, Cal Net Technology Group 99.  WorkSmart 154,  Optimal Networks 209. Exigent Technologies
45, Align 100.  Taylor Made Computer Solutions 155, Clare Computer Solutions 210, MyIT
46.  SWC Technology Partners 101.  SSE Network Services 156.  Snap Tech IT 211, CompuWorks
47, Accudata Systems 102.  BlackPoint IT Services 157, The TNS Group 212, Intelice Solutions
48, Abacus Group LLC 103.  Center for Computer Resources (CCR) | 158. Terra Verde 213, masterlT
49, Corporate Technologies 104.  Advanced Network Solutions 159. [T By Design 214, PEAKE Technology Partners
50.  SWKTechnologies 105.  Worksighted 160. Peters & Associates 215, Connecting Point
51.  MicroAge Regina 106.  Accent Computer Solutions 161, ASK 216.  TEKConn Services
52.  Vision 107.  Converged Technology Group 162.  Wolf Consulting 217, Total Networks
53.  Circle Computer Resources (CCR) 108.  MirusIT 163.  Optimum Networking 218.  Sagiss
54, Stratalux 109. Leveld 164, Air-IT 219. Lantium
55.  Global Data Systems 110.  The Network Support Co. 165  ArcticIT 220.  Outsource Solutions Group




221, Vertical Solutions 292.  Oxygen Technical Services 363.  NW Computing 434, The Isidore Group

222.  Bizco Technologies 293. iTEAM Consulting 364.  Simplex-IT 435.  The PC Support Group

223.  MotherG 294.  Smart Dolphins IT Solutions 365. V@ Systems 436. Paradigm Technologies
224.  Beringer Technology Group 295, SPINEN 366. Silicon Plains 437, Shadowfax Technology
225, Connect Partners 296. Tier One Technology Partners 367.  Ozark Information Services 438, Sagacent Technologies
226. Palmetto Technology Group 297.  Method Technologies 368.  Coffer Group 439. T Support LA

227, Networking Results 298. _ Select Technology Systems 369.  Cinch IT 440, BoomTech

228.  INFINIT Consulting 299.  SolutionWorx 370 Midnight Blue Technology Services | 441 nnoTek Computer Consulting
229.  Cima Solutions Group 300. Numata Business IT 371.  ADITS 442, E-Tech

230.  Networks Unlimited 301. ONE 2 ONE 372, CTGTech 443, inRsite

231, Stasmayer Inc. 302.  Allied Technology Group 373.  Kotman Technology 444, MISP Blueshif

232, NET Xperts 303. Integrated Computer Services 374. Blue Line Technologies 1 45' ClearCom IT Solutions

233, Intrust IT 304. Clear Concepts 375.  Burhani Managed IT Services 2 46. Nt

234, Western Digitech 305. Xterra Solutions 376.  Spectrum Technology Solutions : .

235, Spade Technology 306, Surefy IT 377.Live Virlual Help Desk 447.  NetOne Technologies

236.  Technical Support International 307. IntermixIT 378.  Antisyn 448. BOLDER Designs

237. Grapevine MSP Technology Services | 308. boxIT 379, NetLogix 449.  Masser Technologies

238, Solid Networks 309, DKBlnnovative 380. Velo IT Group 450, Teqworks

239, Numa Networks 310.  Resolution IT 381.  PennComp Outsourced IT 451 GlobalMac IT

240, Rouse Consulting Group 311, Syand Technology Assurance 382.  Huntington Technology 452. NP Projects

241, Appalachia Technologies 312, CoreVision IT Solutions 383.  Braver Technology Solutions 453, Riesenbeck IT-Ldsungen
242.  Liberty Technology 313. Common Knowledge Technology 384. Blue Star IT Services & Solutions 454, Spot Migration

243.  Globalquest Solutions 314. TWT Group 385.  CBM Technology 455. PDNC

244, Technology Associates 315,  Charles Square 386. Netom Solutions 456. Venture Pointe

245, Radcomp Technologies 316.  Trianz 387.  Xperts Unlimited 457, Tech Please

246.  Thriveon 317._ Stronghold Services 388.  Gilmore Solutions 458.  FullScope IT

247, Mandry Technology Solutions 318.  Advanced Computer Solutions Group | 389.  Pure Information Technology 459, Rayne Technology Solutions
248, ComTec Solutions 319.  Cyber Solutions 390.  Brainlink International 460. ZenTek Data Systems

249. Infinite IT Solutions 320.  LeadinglT 391, [TECH Solutions 461, OneSource Technology
250.  AGJ Systems & Networks 321. [T Partners 392. Wessex IT 462. Kobargo Technology Partners
251, Blue Layer IT 322. Digital Boardwalk 393.  Ener Systems 463. Central PA Technologies
252, Alura Business Solutions 323. OnTime Tech 394, SpotLink 464, TechWene

253.  Reliam 324, Business System Solutions 395, Parasol Alliance : -

254.  machineL0GIC 325.  TaylorWorks 396. Integration igg @:ﬁgﬁ?:r:: Soluions
255, Solsoft 326.  Pendello Solutions 397. Think Network Technologies 467. I-M Technology

256. The [Team 327.  Techify 398.  Network Technologies 468‘ SymTec

257, FPA Technology Services 328.  M.LT. Consulting 399.  Bralin Technology Solutions 469‘ NOVAC ter ol

258.  California Computer Options 329.  Crosslin Technologies 400. ITPartners+ : A LompUter solutions
259,  Steadfast Solutions 330. GRIT Technologies 401, Datalyst 470._ Genieall

260. RIS Solutions 331, Server@Work 402, DaZZee Integrations 471 590 Technology :
261. Fidelis Inc. 332 Blough Tech 403, JR-Tech 472.  Central Texas Technology Solutions
262. Core Business Services 333, Xpand T 404, 1T. Solutions of South Florida 473 Nero Consulting

263. Fantastic IT Solutions 334. Bryley Systems 405.  LANConnect Systems 474, Tech Experts

264.  Complete Network 335.  ThinkGard 406.  IMPACT Technology Group 475.Omega Network Solutions
265. SeedSpark 336.  TekDoc Solutions 407.  Frontera Concepts 476, OptfiniTy

266. CloudIT 337.  MRW Systems 408. Macatawa Technologies 477.  Genesis Network Group
267. Veracity Technologies 338. T-Tech 409.  Alpha NetSolutions 478.  Simplitfy

268. TSI 339. CisCom Solutions 410.  DLC Technology Solutions 479.  Nehring Technology

269. Vision Computer Solutions 340. Heiden Technology Solutions 411, 1Q Interactive 480. Interpreting Technology
270.  Anchor Network Solutions 341, Doberman Technologies 412, Apex Infinite Solutions (AIS) 481. PointClear Networks

271.  DirectNetworks 342.  SRC Technologies 413, Professional Computer Management | 482. 43Tc

272, Total IT Technology Solutions 343. DS Tech 414, IntegriCom 483, eNet Systems

273.  The Scarlett Group 344.  1CX Managed Services 415. Your IT Department 484, Rancho Computer Networks
274.  Debian Information Technology 345.  Netropole 416.  LAN Logix 485. Tekie Geek

275.  happier IT 346. CSP Networks 417.  Spire Technologies 486.  One Source Imaging Solutions
276. eGuard Technology Services 347.  Simplegrid Technology 418.  Vertex Solutions 487. S0S Support

277.  Daystar 348.  SecureNet Solutions 419.  GATS Technology Solutions Group 488 IT Secure

278.  WingSwept 349.  Sensible Business Solutions 420.  Empower Information Systems 489, ETC TechSolutions

279.  Just Solutions 350. Boonya Systems 421, YourlTgroup 490' Network Computer Solufions
280.  Network ROI 351, TS Tech Enterprises 422.  DEVsource Technology Solutions 291 : Avrem Technoloies

281.  The Fulcrum Group 352.  WEBIT Services 423.  Anchor Managed Solutions — g

282. Accellis Technology Group 363. Further AB 424, Interplay 492.  ThinkSpace IT

283.  Rivercity Solutions 354, Neoscope 425, Qutsource My IT 493, Aegis Technology Partners
284.  Framework Communications 355. iQuda 426.  Brightworks Group 494, dLest

285. NortecIT 356. Red Key Solutions 427, Lizia 495, FUNGSHUN

286. BMC Networks 357. MicroAge Kingston 428, Symmetric Engineering Group 496.  Complete Technologies
287, Blackink IT 358. 415 Group 429, [thefi.com] 497._Beyond Computer Solutions
288.  NextStep Networking 359. C-Net Systems 430. Right Hand Technology Group 498.  Tolar Systems

289. LEAP Managed IT 360. Techvera 431, Preactive IT Solutions 499.  Frogworks

290.  World Synergy Enterprises 361.  Rock T 432.  Alliance Technology Partners 500. HTG 360

291.  Boston HelpDesk 362. The Miller Group 433. Reality Bytes 501.  SabinoCompTech




NEWCOMER AWARD WINNER

n 2012, Tolar Systems was a small
break/fix, IT-project organization that
barely cleared $100,000 in revenue.

In 2014, the company decided a
big change was needed and began
transforming into a managed service
provider. It paid off: Last year, Tolar’s
revenue and user base grew by more
than 16 percent and 80 percent,
respectively, and it’s expecting in 2018
to double its growth and exceed the $1
million revenue mark for the first time.

But that’s not the only reason Tolar
earns 2018 MSP 501 Newcomer Award,
bestowed upon a first-time MSP 501er
that is on an upward trajectory.

Founder Lance Tolar and Phillip
Poarch, Tolar’s director of operations,
started with changing the
company’s perspective of
what it was providing to
clients. Instead of selling
hours and one-off projects,
Tolar today focuses on
solutions and relationships.
Those first conversations
with existing clients were a
mixed bag: Some jumped
into the new model with enthusiasm.
Others didn’t buy in, and the MSP had
to shed some customers.

Tolar started sourcing software and
hardware itself and getting more involved
in customer projects versus just the labor,
Poarch explained.

Other changes involved establishing
a standardized approach and becoming
their clients’ virtual ClO, expanding
their discussions to include business
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strategy, not just IT. Then Tolar began
looking at its own offerings, partners
and customers through a business
development lens. As it evolved to
become a service provider specializing
in helping customers along their digital
transformation journeys, it bolstered its
service offering with assessments and
bundled packages.

A milestone for Tolar was reaching
the point in which 90 to 95 percent of its
revenue was from managed services, and
its managed services monthly revenue
covered all fixed and overhead
expenses to the extent that
every project, piece of
software and hardware device
is just profit that adds to the
bottom line.

Many partners still need
to transform to keep up with
rapid changes in demand,
new technologies and
industry trends. When starting that
transformation, Poarch emphasizes
that the most important thing is to
determine your company’s unique
ability. Transforming the culture and
getting buy-in up and down the ranks
is a close second.

“There’s also just building that belief
system for a company that’s trying to
transform,” he said. “If the leadership
doesn’t believe in what needs to

happen, and they’re not willing to be
that trailblazer for the company, then
it’s really hard to bring other people
behind them.”

Staff, especially old-timers used
to doing things a certain way, can
be reluctant to adopt new models.
Many times, employees who come
from a break/fix background think if a
company bills enough hours, that’s all
that matters. But Poarch and Tolar are
working to change that mindset into
a proactive approach that identifies a
customer problem 10 steps before it
happens.

One of Tolar’s best case studies
highlights the City of Breckenridge,
Texas, which was experiencing a lot
of downtime with its computers due to
frequent virus infections.

“I kept asking our old IT organization
what the problem was, and they couldn’t
answer,” said Heather Robertson-
Caraway, city secretary. “We had no
confidence in the IT services we were
being provided at that time.”

Since the city began working with
Tolar, Robertson-Caraway says it hasn’t
experienced any viruses, has fewer IT
issues and, when problems occur, is
able to contact just one company to
troubleshoot all of its systems.

“This saves us a significant amount of
time and provides peace of mind that
comes from knowing that the vendor
managing our IT really understands
our organization and is delivering
a solution that works best for us.”
—Edward Gately
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DIGITAL INNOVATOR OF THE YEAR
AWARD WINNER

hen Sri Manchala launched his
MSP practice, Trianz, 17 years
ago with just $1,000, he drew
on his background serving in India’s
armed forces to shape his approach to
IT service delivery. Among the lessons
Manchala brought from his military
service: Delivering winning outcomes for
clients on the first attempt was essential.

“There are no runners-up in war, and
you can’t fight the same battle twice,”
Manchala said. “You can’t go back to
the enemy and say, ‘Hey, | learned a
lot of lessons the last time | lost. Let’s
fight again.””

Manchala learned the ropes of IT
consulting during stints at KPMG and
Cisco. He says both experiences set
the stage for him to launch Trianz in
2001, with a goal of filling a void in the
IT consulting space.

“| determined that we’re going to start
with the business point of view first,
and then transition into how
technology and IT can deliver
these capabilities,” he said.

Trianz has evolved from a

boutique IT consulting firm
providing basic managed
services to a 1,600-employee
MSP that leverages its own
extensive IP and expertise g manchala
to further clients’ visions.
Its innovation and forward-thinking
development projects earned Trianz the
2018 MSP 501 Digital Innovator of the
Year Award.

Lately, Trianz’s clients have been
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asking about next-gen business
applications with automation capabilities
that bolster staff and produce more
predictable, lower-touch results. As
applications become more advanced,
Manchala expects to be pulled more
and more into business conversations.

Trianz’s MSP business is focused on
hybrid-cloud-based IT services in four
core areas, analytics, digital, infrastructure
modernization and security, and Manchala
touts its “Innovation Labs” testing facilities.
But Trianz’s real differentiator is the low-
cost intellectual property it’s developed to
support and accelerate each of
those four areas. For example,
its DataVision+ testing tool
for data migration projects
is designed to compare
source and destination data,
and Trianz says it’s removed
40 percent of the effort
associated with data migration.
Trianz also offers an aggregator
platform that it says provides a complete
view of a client’s distributed infrastructure.
To support its data analytics practice, the
MSP developed the Trianz Marketing Data
Lake Solution to provide an omnichannel

view of a client’s customer base. Just
like uptime and patching are table stakes
today, so is analytics-as-a-service, which
Manchala says makes Trianz focused on
less technical, more insight- and action-
oriented offerings.

The same is the case for cloud
infrastructure, where Trianz has its own
managed services platform for deploying,
orchestrating, monitoring and managing
multicloud services, called Concierto.
“The client isn’t even buying software
anymore,” Manchala says. “Either we buy
the software, or we give them a platform
and we manage it on that.”

The concept of “digital transformation”
has become so all-encompassing that
it’s almost impossible to pare down into
something digestible and manageable,
but through its IP development and
process innovation, Trianz thinks it’s
making real headway, and its evolution
is by no means done.

As Manchala learned all those years
ago, no battle can be fought twice, so
Trianz brings every bit of expertise and
innovative IP it has to bear for clients.
The company’s slogan and the promise it
makes to customers is “Digital Evolution
Simplified” — and it’s a promise Manchala
is determined to keep.

Jeffrey Schwartz is editor-at-
large for Channel Futures and
Channel Partners.

@ linkedin.convirvjeffaschwartz/
Q @jeffreyschwartz
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VANGUARD AWARD WINNER

f you want to make your customers

more digital, you need to look in the

mirror first. So says CEO Darrin Swan
of INFINIT Consulting, whose ongoing
self-evolution distinguished it among its
peers. The company placed 228th in
the MSP 501 this year, and it’s earned
the 2018 Vanguard Award for thought
leadership in digital transformation.

As its name suggests, INFINIT
Consulting has come a long way.
Jerod Powell founded the business in
2006 to advise clients through mergers
and acquisitions, and the MSP made
multiple pivots over the years. Swan,
who joined INFINIT in 2016, tells us that
the firm was working in large chunks,
tackling million-dollar contracts at a
time.

But the tech landscape changed
when Microsoft made its hosted
Exchange Server widely available
as a service in 2008. The
rise of Office 365 in 2011
helped standardize the
“MSP model,” according to
Swan. It was during those
years that INFINIT adopted
managed services, including
help desk and engineering.

The company transformed
from consultant to recurring-
revenue-earning managed service
provider. It examines its customers’
IT budgets, finds efficiencies and then
gives them a single invoice.

“They don’t have sales reps calling
them all the time,” Swan said. “We are
their technology enabler.”

Darrin Swan

22 www.channelpartnersonline.com

INFINIT

CONSULTING

INFINIT Consulting
Campbell, California
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But the evolution wasn’t over.

The company coined itself a “cloud
services provider,” creating services for
Microsoft Azure and adding offerings
like unified communications and data
protection. When Swan joined INFINIT,
it was with the goal of building its digital
transformation play. After its latest
pivot, the organization self-styles as a
digital transformation provider (DXP).

“We do the managed services. We do
all the IT components, provide circuits
through engineering, infrastructure,
cloud structures and what have you,”
Swan said. “But now we’re centralizing
the data and then building
solutions on top of it, helping
the customer build their own
intellectual property into their
own unique set of capabilities
that help make an impact in
their business.”

In an 18-month process,
INFINIT first focuses on its
clients’ digital foundations
by examining their IT budgets to see
which tech assets are core to “keep the
lights on.” Ultimately, INFINIT works to
better visualize the experience of the
customer’s employees and clients.

Digital transformation is a hot topic,
and we asked Swan if customers feel

the same excitement that vendors
and analysts are projecting. He says
clients don’t use phrases like “digital
transformation.” They talk in terms of
business opportunities and challenges.

“Customers are conditioned to accept
the way technology is or has been,” he
says. “You’re operating in Excel, you’re
operating in Word, you’re operating in
PowerPoint and Outlook, and then you
have legacy reporting systems that are
very cumbersome.”

Swan says his company’s No. 1 use
case may come as a surprise to some.

“We’re transforming our own
business,” he said. “What that means
is, we’re changing the perspective of IT
as a cost center to a business enabler
that should be invested in. It takes
things from the traditional business
terms that executives understand, and
we technically enable it.

“They need to begin transforming
themselves,” he said. “They need to
look at the friction and the experience
they create for their client and how
can they make it easier, faster, more
effective, more data driven. And then
run a data-driven business.”

James Anderson is news editor
for Channel Futures and Channel
Partners.

@ linkedlin.convirvjames-anderson-74894aba
o @jamesandersoncp
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STEAL THIS: 7 GREAT IDEAS

FROM MSP 501 WINNERS

There are vanguards aplenty among you. Here are some of the ways
they’re advancing their businesses. Feel free to appropriate

By T.C. Doyle

1. Develop Your Own IP

IBM Watson apps. Cybersecurity software. Digital
transformation blueprints. These are just a few of the
solutions that MSPs like yours have developed. Make no
mistake: Home-grown intellectual property development
has come to the channel. Developing IP is not something
most partners set out to do. But scores have. Some
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have developed vertical solutions. Others have invested
in custom builds that connect business apps or manage
networks more seamlessly. Take CrushBank, an offshoot
of CHIPS Technology Group, a popular New York-based
solution provider. CrushBank has developed a help desk
tool that is powered by IBM Watson Technology. It enables
“internal help desks, managed service providers and




enterprises/corporations to create
a faster time to resolution, improve
customer satisfaction, maintain control
of your intellectual property and
increase profitability by spending less
time searching for answers, and more
time finding solutions,” according to
the company. Not bad for what was
once a regional MSP.

2. Build Your Own Channel

In addition to developing their own
IP, many of your peers are developing
their own channels. That’s right: They
are building robust initiatives to sell
their ideas, innovations and services
through partners like you. Take Netwise
Resources, No. 194 on the 2018 MSP
501 list. The Indianapolis-based IT
MSP provides support to businesses
nationwide. It also provides mentoring
to other members of its parent
organization, Visual Edge Technologies,
which oversees a number of office and
IT technology companies. Or Red Key
Solutions, No. 356 on the list. The
White Plains, New York, company not
only acquires smaller MSPs, it provides
guidance and mentoring to those
interested in its virtual CIO strategies.
Then there’s INFINIT Consulting, which
has developed a three-stage approach
to digital transformation complete
with a road map that includes steps
for embracing agile development
methodologies and IT governance.
INFINIT’s Digital ~ Transformation
approach is packaged as a platform so
that the company can help other MSPs
and CSPs transform themselves into
true “digital transformation providers.”

3. Develop Your Own Dashhoard
All business owners think that they
have their fingers on the metrics that

matter most to their companies. But
how true is that? Think about your own
organization. Do you or one of your
colleagues have a handle on profitability
by vendor, customer or employee? The
answer is, “probably not.” This means
you might be ignoring key metrics that
determine success among MSPs, VARs
and IT consultants.

Among top providers today, a few key
metrics stand out. Think your Net Promoter
score, EBITDA, monthly recurring revenue
growth and multiple attach rate. That
bucket also includes your ticket close
rate, open rate and more. What about
standards? If your attach rate is below 1.3,
you’re underperforming. If your incident
close rate is below 98 percent, you're
falling behind. And if your churn rate, a
measure of the number of customers

4, Say Something
That Resonates

Did you know that when you Google
the words “virtual ClO,” more than 15
million responses come back? It’s
true. Managed services? That search
listings.
Network optimization? It returns 161
million responses. Try it for yourself.
The point is simple: Standing out in
the VAR and MSP channel takes some
advanced thinking and ingenuity. To
stand out in his U.K. market, IT Lab
CEO Peter Sweetbaum penned a
white paper that outlined his thought
leadership and market differentiation.
In “The Adaptive Technology Model,”
Sweetbaum
of using an interchangeable portfolio

returns more 378 million

identifies the benefits

In addition to developing their own IP, many of your
peers are developing their own channels.

that don’t re-up with your company after
12 months of service, is about 5 percent,
you'’re in trouble. To run your business,
you need a custom dashboard. Limit it to
the metrics that matter most to you. Your
sales pipeline. Your support ticket close
rates. Your bench utilization and customer
satisfaction. Whatever the combination,
make it yours. That's what i.t.NOW has
done. The Salt Lake City managed
services provider has developed its own
tools and methodologies that automate
routine IT tasks. This includes tools for
patches, updates, backups and more.
Thanks to the effort, i.t.NOW has the
ability to zero in on the key metrics and
indicators that are defining the world of
cloud computing.

of web-delivered apps and services.
In particular, he outlines how the
technological shift toward an app-
and SaaS-centric model
changes the way IT services are sold,
managed and maximized. Then there’s
Bob Coppedge, owner and CEO of
Simplex-IT of Stow, Ohio. An industry
veteran, Coppedge penned a book, “A
CEO’s Survival Guide to Information
Technology,” that captures his ethos.
Coppedge says the book was inspired
by the frustration he experienced
when talking about the challenges and
problems that business owners have
with IT.

“We IT folks have a reputation of
being condescendingly  arrogant,
overbearing, and aloof,” he writes. If

service
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you’re a would-be customer, that kind
of thought leadership resonates. It also
conjures up new sales.

5. Grind It Out

What’s the key to profitability?
New customers? Sales of emerging
technologies? Recurring revenue?
While all of these contribute toimproved
business results, there’s another side
to the story. It’s called “operational
efficiency,” and it’s not something
everyone does well. One reason?
The rapidly changing competitive
landscape. In a recent study produced
by trade association CompTIA,
researchers found that nearly half of
channel companies believe operating a
channel business now is more complex
than just two years ago. Key reasons
are expansions into new business
lines and models, the introduction
of emerging technologies into their
portfolios and new demands from
customers, according to CompTIA.

No wonder only 20 percent of
surveyed firms consider their operations
to be “very efficient.”

To combat this, “grinding it out” has
become a passion of some. Take Beyond
Computer Solutions. Almost every client
that signed on with the Atlanta-area
company is still with it today. Through
the years, Beyond has provided a
superior level of service through the eras
of break/fix, managed services, hosted
Exchange and cloud. By constantly
refining its processes, it continuously
exceeds customer expectations.

6. Embrace Something New

One measure of a healthy
company is the percent of revenue
that it generates from new business
initiatives. In general, roughly 20-30
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percent of revenue should come from
activities that are less than 36 months
old. This is especially true today, when
product life cycles are shorter and
waves of disruptive innovation come
from out of the blue. If you think you
might be falling behind, make like
MSPs that add something new to their
businesses in order to stay current.
Take Computer Resources of
America. The New York-based
company has been in business for
more than 25 years. From humble
beginnings in printer repair, it has
grown into a highly respected MSP,
cloud services broker and technology
consultant. In 2017, it was recognized
by Microsoft as the Azure Partner of the
Year. Today, the company is advising
clients on everything from blockchain
to artificial intelligence. And it’s making
inroads into health care, real estate

Change is as natural
as itis inevitable.

and other vertical markets. Throughout
its tenure, Computer Resources of
America has managed to stay hungry,
keep moving and try new things.

Not every new thing succeeds,
of course. Writing for the Harvard
Business Review, Innosight thought
leaders Scott Anthony, David S.
Duncan and Pontus M.A. Siren
conclude the following: “A new growth
effort might, for instance, involve
targeting a new customer set, working
on an unproven technology, interacting
with new partners, and trying out a new
revenue model. If the probability that
each of those four areas work out as
planned is, individually, 80 percent, the
overall chances of success are just 40

percent.” While that might sound like a
good reason to sit still, it isn’t. Change
is as natural as it is inevitable.

7. Love the Family

A lot of organizations boast that they
treat their workers “like family.” Some
really mean it. Take 360IT Partners
of Virginia Beach, Virginia. Company
founder Martin Joseph was so grateful
to several of his employees that he
gifted a percent of ownership in the
company to them. As a result, his core
team has stuck together and helped
to build the company into one of the
most successful MSPs in the area.
Then there’s Intrust IT. The company’s
employees not only work together,
they vacation together. The Cincinnati
IT support provider has a company-
owned lake house where employees
and their families get away and spend
some downtime. If that sounds a tad too
close for comfort for you, then note the
results that close cohesion produces.
Take customer service. Intrust IT is so
proud of its record of customer service
that it posts its satisfaction score on its
website on a monthly basis.

The trust and confidence that
company owners have in their staff
also enable Intrust IT to offer a $1
million guarantee “that no ransomware
attack will go undetected and cause
irreparable damage.” You cannot take
that kind of risk if your payroll is chock
full of 9-5 workers. But you can when
your employees treat the company,
and its customers, like family.

T.C. Doyle is senior director of content,
Channel Futures & Channel Partners.
@ linkedin.com/in/tcdoyle

o @tcdutah




WHERE’S THE MARGIN?
SECURITY SERVICES

By Jeffrey Schwartz
he buzz about digitization and

cloud migration over the past

few years might suggest that’s

where enterprises are spending
all their IT dollars. Not so: 73 percent
of 2018 MSP 501 listees rated security
as their fastest growing service, with 71
percent zeroing in on network security.
From there, it drops off markedly, with 55
percent choosing professional services,
52 percent selecting Office 365 and 51
percent pointing to consulting.

It's hardly a surprise that security
is a major area of investment, given
the unrelenting pace of attacks. The
dilemma for partners isn’t whether to
invest in security-as-a-service, but how
to architect a service, bundle the various
tools required to cover customer needs,
then select a platform and handle the
business end.

Oh, and don’t forget staffing.

Security’s one of four core components
of Liberty Technology’s (MSP 501
#242) portfolio, along with compute,
connectivity and collaboration. Liberty
Tech, which primarily serves midsize
organizations, uses Cisco for security
information and event management

(SIEM), and there’s a lot to wrangle:
Many of Liberty’s clients have around
50 different security tools, from multiple
vendors, with little integration. Despite
the plethora of tools, Ben Johnson,
founder and CEO of the Giiffin, Georgia-
based MSP, says there’s a 66 percent
chance an organization will be breached.
“Not just once,” Johnson warned, “but
five times. Spending all of that money is
not effective.”

Johnson recommends moving clients
to a common security architecture. “All
of those pieces fit together and work as
one in an orchestrated fashion,” he said.

Customers are warming to the idea.

Logicalis (MSP 501 #10) offers what it
calls an architectural approach to security
with services such as threat assessment,
securing servers by ensuring DNS
isn’t enabled, offering secure mobility
solutions and implementation of
multifactor authentication. “We pick
our swim lanes, we pick our areas that
are most relevant to our skills, to our
customers, and we make sure we have
the disciplines and domain expertise
to deliver against that,” said Mike
Houghton, Logicalis’ chief sales officer.

Robert Moyer, president of Rochester,

Photo Credit: Michael N. Meyer

‘Clever MSPs are making a security
package. They’re bundling it all
together and making it a tack-on.’

—Tom Clancy

New York-based ComTec Solutions
(MSP 501 #248) just hired a cybersecurity
engineer with extensive experience
working on Department of Defense
projects. He’s seeing managed security
as a key area of growth. “We’re starting
to add to our tool set and decide if we
are going to actually bring up an MSSP
or are we going to outsource a SOC
service,” said Moyer.

Valiant Technology (MSP 501 #206) is
also exploring its options for delivering a
bundled managed security service. Tom
Clancy, Valiant's CEO, says providing
a bundle of offerings from different
vendors that work well together is the
most effective way for an MSP to retain
its role as a trusted adviser.

“If you go to your customers and just
say, ‘Hey, buy AlienVault from me,” a
savvy customer will go to AlienVault.com
and see how much it costs to buy it direct
and ask, ‘Do | really need you to run
this thing that is cloud-based and runs
itself?”” Clancy said. “The clever MSPs
are making a security package. They’re
bundling it all together and making it as a
tack on” to other business services.

Clancy said he will offer the security
service in a way few can refuse. “Our
plan is to have our security bundle as
not optional,” he said. “Our managed
services plans will say, ‘It costs this
much per seat, and it’s this much if
you want the security package. And
by the way, you really want the security
package, otherwise here’s my limitation
of liability.”” And that could cost more in
the long run.
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CHERYL COOK:

CHALLENGE ACCEPTED

After 25 years in the channel and IT trenches, Dell EMC’s Cheryl Cook
has learned a thing or two about building new alliances and thriving in a
tumultuous business reality. It’s all about taking chances. BY LYNN HABER

T history was in the making in early October 2015. Dell had
announced its plan to acquire EMC. Pundits and financial
analysts endlessly dissected the then-record-breaking $67
billion deal while industry talking heads tossed around
adjectives like “ambitious” and “risky.”
But for the channel chiefs involved, Dell’s Cheryl Cook
and EMC’s Gregg Ambulous, this was personal.

Who would ultimately head up the Dell EMC channel
organization? That remained a mystery for eight months. Finally,
in July 2016, Marius Hass, then the newly appointed president
and chief commerce officer of Dell EMC, penned an open letter
to channel partners saying John Byrne was the man for the job.

“l was very optimistic about what the merger might bring,
but personally, our roles changed,” Cook recently told Channel
Partners, reflecting on that time. “John Byrne came in to run
sales. Did it feel great? Maybe not.”

Unexpected twists and turns are inevitable in any long
executive career, especially in IT. Today, Cook heads up Dell
EMC’s global channel marketing group, an organization she
helped build. We asked Cook what lesson she took away
from that transition: “Take a chance, be flexible and take the
challenge — go for it,” she said. “I embraced the opportunity
to contribute, give back and make a difference. I'm still very
influential in strategy, and I’'m loving marketing.”

That message is particularly relevant for women in tech, who
routinely undersell their abilities compared with male peers. It’s
no surprise that the oft-quoted statistic that men apply for a
job when they meet only 60 percent of qualifications whereas
women apply only if they meet 100 percent of them comes
from a Hewlett Packard internal report.
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Cook’s seen some major changes in the tech landscape. Prior
to Dell EMC, she spent 12 years at Sun Microsystems during
the “dot-com to the dot-bomb” tumult.

“Those were challenging business circumstances, and to be
fair, there weren’t many managers who had a recipe book or
playbook to navigate through some of that,” she said. “I was
bringing recommendations to management, such as let’s change
contracts, let’s change where we were going at the time. You
had Cisco writing off a lot of inventory because the market just
crashed, but Sun didn’t do that.”

Instead, Sun had to get creative.

“I'd say there was self-doubt for sure in some of the
recommendations because nobody knew what was going to
work,” Cook said.

Clearly, more of her ideas worked than not, because by the
end of her tenure at Sun in 2010, Cook was senior vice president
of global accounts and industries. “Professionally that was one
of the more challenging times, and it wasn’t always pleasant,
but in the end, | probably took away the most learning from that
experience,” she said.

STEM Drive

The oldest of three daughters, Cook had a champion early
on in life — her father, a NASA engineer and scientist who
worked on all of the Apollo missions. It didn’t hurt that Cook is
admittedly competitive and had a knack for math and science.
She graduated with a bachelor’s degree in computer science,
one of the few women in her class in the early 1980s.

Cook says she escaped many of the negative experiences
that women in male-dominated fields still experience. In fact,




she said she was fortunate to have some “pretty fair” bosses
who put her in results-oriented positions and judged based on
outcomes. “Results matter,” she said.

Indeed. It also helps to be a collaborator and a communicator
who’s willing to advocate for yourself and your staff.

“You have to be able to stand up for yourself — not in a
confrontational or adversarial way, but in a confident way,” Cook
said. “It was always about the team.”

For a number of years, Cook’s been using those talents to
advance women in technology and the next generation of
workers. She’s a leader in the Dell Women in Action group
and a new Dell EMC Women’s Partner Network and an active
member of the Dell Women’s Entrepreneurial Network, which
is spearheaded by Karen Quintos, executive vice president
and chief customer officer at Dell. Cook speaks both to groups
within the company and externally, pulling together women
as she travels the globe for work, which is about 60 percent
of the time.

“There’s networking, mentoring and career coaching — helping

Interview

younger girls, career women, as well as people early in their
career,” she said. “I'm motivated by making sure that you're
giving back as much as you’re getting.”

When it comes to young women and STEM, there’s work to
do to make a technology career more relevant as opposed to,
say, medicine. That means doing a better job educating young
women about how technology drives business outcomes,
particularly in vertical industries, where they can identify real-
world positive outcomes for people.

There are articles galore about the dearth of women candidates
for IT jobs, and an equal number about the inability to retain
female talent. Cook sees that reality: Finding female candidates
is difficult. Senior women must be active in advocating for the
channel, and the tech sector as a whole.

“I think we have a shared responsibility — along with all
my male colleagues — to do our very best to hold ourselves
accountable to get good, inclusive, diverse candidate lists so
that we're giving people opportunities to step into these roles,”
she said.

Firms need to challenge their talent acquisition teams, revisit
internal referrals and, when looking at external candidates, make
sure that those lists are broad and representative to help open
up and create new opportunities.

Leading in this time of monumental change in the tech sector
can be both stimulating and exhausting — and there’s no sign
we’re slowing down, given digital transformation. “The pace is like
nothing we’ve seen before,” Cook said. “It can be invigorating,
stimulating and overwhelming. | tell my colleagues to stay
focused on their priorities, helping their team, the customers
and partners.”

Leaders at channel organizations should think about doing
the same. But remember, you need enough fuel in the engine
to address the dizzying pace of change in the industry — and
that’s all about work/life balance. Give yourself permission to
be flexible; to Cook, that means taking the time for important
events and being willing to work longer hours on another day.

“My motto is, | can live with guilt but not regret,” Cook said.
You can’t be everywhere all the time, but you also don’t want
to miss life’s important moments.

“Make judgment calls, and the rest will fall in line.”

Lynn Haber is content director, IT channel, for Channel
Futures and Channel Partners.

@ linkedlin.convirvlynnhaber
o @lynnhaber
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5 OPEN-SOURCE
TRENDS TO WAICH

From blockchain to SMBs, there are plenty of reasons partners
should embrace OSS well beyond Linux By Todd R. Weiss

pen-source software use

in business has come a

long way since the first

LinuxWorld Conference

& Expo was held in San

Jose, California, in March
1999. Linux had been around as an
operating system since 1991, but its use
in business computing was just beginning
to germinate by the early 2000s.

Fast-forward to 2018. Open-source
software powers the internet, much of the
world’s cloud computing infrastructure,
thousands of companies around the
globe and a wide range of technologies.
Channel partners are increasingly selling
services, offering advice and helping
clients use open source effectively.

And despite that phenomenal growth,
millions of developers continue to
devote countless house to projects. By
the end of 2017, more than 24 million
developers in more than 200 countries
had contributed to some 67 million GitHub
project repositories. Many more projects
reside on repositories offered by GitLab,
Bitbucket, SourceForge and others.

For almost every customer software
need, there is an open-source project
working on the problem.

With all of this activity around the
world, some open-source trends could
become even more important to partners
in the future.
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Blockchain Is Emerging

Heather Kirksey, vice president of
community and ecosystem development
at The Linux Foundation, says finance
and banking firms are eyeing open
source. The Hyperledger blockchain
project, which The Linux Foundation
sponsors, is taking off, said Kirksey, as a
way to tackle such challenging problems
as security and authentication for a wide
range of industries.

Blockchains, which are distributed
databases with no central authority or
points of trust, can streamline business
processes to save time and money
while reducing risk, making the tech
attractive to a variety of customers.
Emerging trends that employ blockchain
and Hyperledger include enabling
transactions, supply chain verifications
and identity validations, as well as for
improving security and privacy, said
Kirksey. All of these are opportunities for
channel partners to grow their services
and sales.

Networking and Cloud

In other industries, open-source projects
such as OpenStack and Kubernetes are
advancing network transformations.

“They are really looking to rearchitect
their networks to be more software-
based,” said Kirksey. “We’re seeing a
lot more convergence along verticals.”

And as that continues, more
networking trailblazers are contributing
code to these core projects. After all,
that involves their own developers in
the projects they need for their own
infrastructures. A win-win. Channel
partners with dev chops have
similar opportunities.

When it comes to container and
Kubernetes trends, Kirksey sees their
growth as a continuing evolution of
companies’ move to the cloud.

“We’re seeing projects beginning to go
up the stack, from Linux to OpenStack or
Kubernetes in the cloud, to virtualization
and to projects such as automotive-
grade Linux,” she said.

Kirksey also sees more efforts by
open-source projects to gather input
from the end users of their work.

“We’re seeing this trend with telecom
operators and also in the form of end-
user advisory groups,” she said. “We’re
now getting those comments fed straight
to the developer community.”

It makes sense: “As certain open-
source projects become more strategic
to their businesses, they want to have
more comments and insights,” she said.

Functions-as-a-Service

Dana Gardner, principal analyst with
Interarbor Solutions, told us the open-
source trend he sees as most important




today involves serverless computing,
which includes functions-as-a-service
(FaaS). The open-source project
working on this technology, OpenFaa$S,
is a cloud-agnostic way to write code to
one standard without having to worry
about the underlying virtual servers or
cloud providers, said Gardner.

“It gives you an upgrade path, despite
being completely decoupled from any
particular cloud provider’s platform,” he
said. FaaS “has captured the interest of
developers and operators, in enterprises
big and small.” A major benefit of the
project, like so many open-source
efforts, is that it is aimed at keeping lock-
in potential low and reinforcing the ability
to leverage new technology with low risk
and low cost.

“With OpenFaaS, you are baking
functions into Docker containers, so you
can run those as standard microservices
outside of the OpenFaaS platforms,” he
said. “This is not necessarily serverless.
You still have to manage the underlying
servers. But it does allow you to take
advantage of your existing Kubernetes,
Nomad or Docker Swarm Clusters.”

For the channel, this could be a
growing market for bringing newfangled
services to customers who are seeking
new ideas for IT service delivery.

Market Stabilization Is Here
Gartner analyst Thomas Murphy
sees the stabilization of the open-
source marketplace as critical to open
source becoming “either the foundation
or complete solution” for companies.
Stability is also key for getting partners
to invest in skills and solutions.
According to Gartner, open source
is so pervasive today that it is being
used in mission-critical workloads by
more than 90 percent of IT organizations
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worldwide. That provides potential
opportunities for channel partners
around the world.

“Open source has been around a long
time, and it is woven into every piece of
software we have used for years,” said
Murphy. “Because developers drive
the market, because it creates the best
potential for innovation, because software
patent law is a mess, because corporations
want the best efficiency, it was almost
inevitable” for this shift to occur.

SMBs Adopting 0SS

Analyst Tirena Dingeldein of Capterra,
which focuses on small businesses,
said she sees open-source software
being used by the channel to help
solve the IT problems of customers
of all sizes.

“Open-source options are often free,
to encourage the collaborative element
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Standardize on the same open platform and APIs that power a global network of public and private clouds
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that naturally increases the functionality
of the software,” said Dingeldein. “With
the right technical knowledge on an SMB
team, they can get an almost custom-
made software solution for whatever
issue they’re facing.”

Those capabilities and strengths that
larger enterprises see in open-source
software are just as important to smaller
businesses and to the channel partners
who work with them.

“Today’s worker wants to collaborate
easily, and open-source software allows
them to create a solution that directly
solves their team’s problems,” she said.
“Also, the growing number of SMBs
facing budget obstacles leads to the
adoption, and subsequent adaptation,
of open-source software. SMBs are
using flexible open-source tools to fill
in service holes that they otherwise can’t
afford to solve.”

www.channelpartnersonline.com 31




Channel Chief POV

By Mariah West

ain & Company expects SaaS
subscriptions to grow 18
percent by 2020, and since
SaaS handily beats laaS
and PaaS for cloud spend, that’s a
significant number. Gartner predicts
the laaS market will reach $72.4
billion in sales worldwide by 2020.
And Goldman Sachs just released
a survey of CIOs that indicates 18
percent of workloads are now running
in the public cloud; that number should
increase to 34 percent in three years.
Given this momentum, many partners
find themselves at a fork in the road.
Do they transition their businesses to
encompass a CSP model, or do they
partner with or acquire a CSP?

Fortunately, the choices aren’t quite
SO extreme.

The skills that made you successful
should enable you to stay competitive.
Cloud is complex. Confusion around
lock-in, data governance, unplanned
downtime, privacy and security, plus a
plethora of provider choices, will keep
partner expertise in demand. Last year,
RightScale’s State of the Cloud Survey
reported that a business using the
cloud will buy from at least six different
vendors and run a blend of private
and public clouds. The future is likely
multicloud, and you have customers in
desperate need of direction.

Partners are by nature customer-
first consultants who build technology
solutions to support and enable
business operations. While you might
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3 Survival Tips for the
 Everything-as-a-Service Age

deliver a SaaS-based product or a cloud
service, this doesn’t make you a cloud
service provider. CSPs generally have
data centers that host, run or replicate
data and applications. Probably the
most pronounced difference between a
typical partner and a CSP is that one is
in the business of hosting applications,
maintaining servers and storage, and
provisioning out services to clients.

The other is not. And that’s OK.

Customers are asking how to get to
cloud. Equip yourself to answer their
questions. How?
1. Add value where there’s concern.
Security,compliance, businesscontinuity
and uptime are examples of cloud
concerns that you can ease by offering
leadership and expertise on multiple
cloud platforms. When partnering with
CSPs that offer specialized services,
carefully evaluate the stability of their
offerings, the flexibility of their contracts,
the locations of their data centers and
their reseller programs. Check to see if
it’s possible to white label offerings; that
might also include the ability to build a
custom portal for the customer under
your brand. For customers who are used
to managing their own infrastructures,
this can make a huge difference in their
cloud comfort level.
2. If you’re agile, managed and public
cloud is not the enemy. Customers can
pull out a corporate card and try new
technologies without ever consulting
you. Get over it. Many times I've heard
partners cite this or that cloud provider

as a competitor. With that mindset,
you're out of luck when customers dip
their toes in cloud and you have neither
insights nor competitive options. Agile
partners help their customers experiment
with cloud. An adviser who knows the
pros and cons of a major public cloud
service versus a regional managed
cloud provider can protect a customer
from over- or under-committing.

3. Embrace the subscription license.
Finally, what might be the most
is changing the
way you sell and manage accounts.
Partners with VAR backgrounds often
focus on one-time sales. They operate

challenging area

like hunters who bag their big game
then return home until the next hunt.
But selling in the CSP space is more
like farming. You must learn to work
with short- and long-term subscription
licenses, where crops vyield financial
rewards throughout the term.

The subscription license approach
requires sales reps to communicate
a different value proposition to
customers who may be looking to
transition from a capex to an opex
model. By keeping these three steps in
mind, you can grab a sizeable piece of

the CSP market without restructuring.

Mariah West is director of global partner
marketing at Zerto.

o) linkeclin.convivmariah-west-576097 14




Price match + Up to $15 per seat*
Ask about a FREE Office 365 Security Audit
*Some restrictions apply

Stop Phishing

| StopPhishing

Expose Conversation Hljackmg

End Business Email (:ompromlse AN’
..Vl' ‘\V
L ‘v

Block Web based Malware



Aaron Leveston

By James Anderson
he millennial generation is a

hot topic in business circles,
and our newly formed Channel
NX2Z aims to bridge the gap
between baby boomers, Gen
Xers and their younger counterparts
through cross-mentorship, education
and recruitment. The group will host its
Workforce of the Future Symposium
Wednesday, Oct. 10, at Channel
Partners Evolution. A panel of industry
leaders — including Hilary Gadda of
TPx Communications, Jason Bystrak of
eFolder and Tiffani Bova of Salesforce
— will dish out career advice for people
of all ages. In anticipation of the event,
we reached out to millennials from the
recently assembled Channel NX2Z
board of directors for insights.

Sunandini Verma: Founder of Amrev
Media, a Canadian firm that offers app
development, marketing consulting and
web design.

Dante White: Senior channel manager
with UC provider RingCentral.

Bryan Reynolds: Director of post sales
for Chicago-based master agent TBI.

Aaron Leveston: National account
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Bryan Reynolds

Snandini Verma

manager with RingCentral and the co-
founder of Channel NX2Z.

Channel Partners: Every generation
has its stereotypes. Do you have
a horror story of people making
assumptions about you?

SUNANDNI VERMA: This happens
to me all the time. I've had people ask
me my age before giving me a project.
Luckily, | always turn it around with
technology and marketing strategies
from new and innovative perspectives,
but the reality is, it's unfair to even ask
my age. I've heard “no” many times
because of my age. A part of why |
started my own business was so | didn’t
have to prove myself or break through
the resistance of people older than me.

BRYAN REYNOLDS: | was presenting
infront of a C-level executive at a provider,
and before | could start, they stated
how young | was to the entire room and
made several side comments about my
experience. | believe it was all in good
fun, but the rest of the presentation was
then not taken seriously. I've since been
able to control a meeting/presentation,
but it was a good learning opportunity.

NERATION

MILLENNIALS: TALKIN’
‘BOUT Y GE

Dante White

We’ve seen various statistics about
the channel “aging out.” Do you feel
that the industry is getting younger?

AARON LEVESTON: Yes, | do see
the industry getting younger. However,
by comparison it doesn’t seem to be
happening as fast as the rest of the
tech industry at large. | believe this has
much more to do with the lack of overall
recruitment and engagement by the
channel with the younger generations. It
seems the recurring theme is that most
younger workers’ channel involvement
came by way of accident.

REYNOLDS: | absolutely have seen
the industry getting younger. The channel
that we play in is centered exclusively on
technology, and technology is advancing
at a faster rate than ever before. The
generation that is coming into the
channel is more adept at adopting
and embracing newer technology.
Because of this, they’re able to identify
with the industry a bit more closely and
organically grow within it. That’s not to
say there isn’t space for those who have
a lot of experience, but the younger
generation will most certainly overtake
the channel very soon, both as sellers




and consumers.

VERMA: | don’t think that’s entirely
true. | think every industry ages out
because there are pioneers in each that
people strive to be like, and they start
young to reach their goals. However,
technology is an interesting space
because we have younger entrepreneurs
and pioneers than any other industry.

DANTE WHITE: | see that sales
organizations are getting younger.
However, the channel still remains on
the older end of the spectrum. Typically
to become a channel manager you must
have advanced sales and management
experience. This presents a problem
since most channel organizations are out
of touch with how people are incentivized
and learn nowadays.

What do channel companies need to
do to become attractive to the next
generation?

WHITE: Education is key here. |
think many younger professionals are
unaware of the channel. Setting up a
solid career path for new hires would
be a great way. It’s not that channel
isn’t attractive; | think it’s the best-kept
secret in professional careers.

REYNOLDS: To aftract consumers:
embrace change. Understand who your
customer is and who your customer is
goingto be. Alot of revenue is going to be
produced by the upcoming generation,
and if companies don't realize that, then
they might as well close their doors.
They need to not only stay on the edge
when it comes to technology, but also
the techniques they use to attract and
retain the next generation. They tend to
think and make buy decisions differently.
Don’t take that as a hindrance; take it as
an opportunity.

To attract employees: Understand that

the stereotypes of future generations are
just that. People tend to shy away from
things they don’t understand. Embrace it.
There are some very valuable minds in the
coming generation, capitalize on it. The “9
to 5” mentality doesn’t necessarily appeal
to the next generation of employees.
Instead, they value experience and
contributions, and they value making a
positive change above all. If your company
is rigidly structured in a way that doesn’t
promote this, you will surely lose out.

VERMA: | feel there is a gap in helping
each other advance in their careers.
As a business owner in the industry, |
feel it would be beneficial to find a way
to generate leads and build genuine
relationships to help each other. | find
there is very little interest or true follow-up
at events because there is no initiative to
help each other.

What stands out to you as areas where
vendors, partners, master agents and
so forth can grow?

LEVESTON: Being in technology, it is
naturally assumed that innovation is our
DNA. When it comes to the technology
we sell, market and create, that is true.
However, many of the techniques are
antiquated when it comes to how teams
are managed, HR functions and education.

REYNOLDS: Make an attempt to
understand the next generation, but
don't treat them as science projects.
Connections matter; make them. If you are
treating your next generation of customers
as acquisitions, you won’t keep them.

Is there a slogan or a philosophy that
you follow in your business career?
VERMA: Esther Hicks said, “The
most valuable skill or talent that you
could ever develop is that of directing
your thoughts toward what you want.”

REYNOLDS: “Peaks and Valleys.”
You may not always be taken seriously,
make the best decisions or have a good
day, but the most important part of it
is learning from every experience and
applying that knowledge to the future.
It’s a simple concept, but effective. It has
gotten me through a lot of down times.
There’s always a peak after a valley.

WHITE: Stay true. At the end of
the day | have to look at myself in the
mirror and feel comfortable with who |
am, what | do and how | do it. | remind
myself every day to not compromise my
morals or convictions. I’'m in this for the
long run, and my name or “brand” is
important to me.

What advice do you have for young
people as they try to advance their
careers?
LEVESTON:
18 months to make it

“Twelve  months to
show me,
happen.” This is the stance | take as it
pertains to my career. I've approached
every opportunity as a steppingstone
and have always been open with my
managers about my desire to progress.
Twelve months to show me that there is
upward mobility and 18 months to give
me an opportunity to get in that position.
Since | know some will read this with a
“millennial bias,” this rule can only be
applied if you are a top a performer!
REYNOLDS: Listen. We often want
our own ideas put out there quickly
in order to get ourselves noticed, but
that’s not always the best practice.
Your peers and managers value (just as
you do with your peers and managers)
someone who listens before they act.
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Opinion

By T.C. Doyle

eak-proof gaskets. Enhanced
Recovery After Surgery
(ERAS) medical protocols.
The Gillette Fusion5 Razor.

All the above are wonderful
examples of sustaining or
incremental improvements to existing
innovations. Each made a big impact in
their field.

But the Skype for Business Build
16.19.132? Eh, not so much. While it added
the ability to display “a delegator’s name

The Doyle Report:
The Downside of Incremental Improvements

your software. Consider what Google
found out three years ago when it
interviewed more than 230 security
experts. Google asked its panel to share
their top recommendations for staying
safe online. Their consensus No. 1 piece
of advice: Keep your software, as well as
that of your customers, up-to-date.

Yet users now routinely ignore updates.
Frequency is one reason, quality is another.
Take the aforementioned Skype for
Business. Once a simple, straightforward

2013 Malibu. ... If saving money is more
important than extra horsepower or having
the latest in-car tech, we’d suggest giving
a [Certified Pre-Owned] Malibu a close
look before paying a premium for the
redesigned model.”

You have to wonder if GM would
have bothered to spend the $1 billion
redesigning the car platform if they could
have read the reviews in advance. Maybe
they should have performed a pre-mortem
before introducing the car.

on the incoming call notification
shown to delegates,” it's not likely
to be remembered as a great
piece of technology. Nor should it.
Once heralded as a
technological marvel, incrementally
better software improvements
have become a burden. They take

Millions of corporate customers are
saying “no” to software updates
to avoid work interruptions and

compatability conflicts.

Experts in a variety of fields
are awakening to the downsides
of incremental improvements.
Take some of the researchers at
Intermountain Healthcare in Salt
Lake City. After years of study,
they have come to recognize that
the best thing we could do to

over our machines at all the wrong
times and leave us confused when they
include cosmetic changes after the fact.

To their credit, Microsoft and other software
companies realize they need to change. “Have
you ever had to stop what you were doing, or
wait for your computer to boot up because the
device updated at the wrong time?” wonders
Microsoft's Windows Insider chief Dona Sarkar
in a recent corporate blog. “We heard you,
and to alleviate this pain, if you have an update
pending we’ve updated our reboot logic to
use a new system that is more adaptive and
proactive.”

Let’s hope the effort isn’t too little, too
late. As it stands today, millions of corporate
end users, including some of your own
customers, are saying “no” to software
updates to avoid work interruptions and
compatibility conflicts. It's the functional
equivalent of hitting the “snooze button” on
your computer or mobile device.

That’s a bad thing when you consider
the possible downsides of not upgrading
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product, the user interface is now clumsy.
Each new chat creates a new thread. This
means that every conversation you have
with Kevin down the hall is treated as a new
discussion. Good luck trying to find the one
in which he advised how to properly file
your expense report.

IT, of course, isn’t the only industry in
which the word “upgrade” or “new and
improved” doesn’t necessarily translate
into “better.” Take the redesigned 2013
Chevrolet Malibu. When it debuted in late
2012, it was decried as the worst redesign
in years. In its review Autotrader posed
the following question: “... is it worth what
turns out to be a substantial price premium
over certified-used versions of the previous
Malibu?”

Ultimately, the editors concluded not
so much.

“For most people, that’s not a
compelling enough argument to spend
thousands of dollars extra for the new

improve patient outcomes would
be to refocus the energy we spend looking
for the next great advance and instead
direct it to applying what we already know
in a consistent and high-quality manner.

If that sounds crazy, please note that
the organization was once featured on the
cover of The New York Times Magazine
as the outfit that was doing more to fix
health care than anyone. Don’t get me
wrong: They are absolutely for medical
research. As researchers and scientists,
however, they have become keenly aware
that the number of drugs, procedures and
devices introduced each year contributes
to bad outcomes and spiraling costs if
not properly integrated with proven care
protocols.

Something to think about while you're
waiting for your device to reboot for the

umpteenth time.

@ linkedin.com/in/tcdoyle
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