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Designed for progress

What does
progress look
like for you?
Your journey into the digital future is unique.  
As your software partner we have the vision  
and industry expertise to help chart your course— 
and the technology to take you wherever that path leads.
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EDITORIAL      

THE 5G  
WIRELESS UTOPIA

A
t this year’s Mobile World Congress 
all the big announcements were 
around 5G. My association with 
this annual jamboree of the mobile 

industry goes back to 2006 - the year the show 
shifted to Barcelona from Cannes. It was a 
world before Android and iOS, where operators 
ruled the roost and Nokia was perched right on 
the top. The mobile industry landscape looks 
markedly different today, and this year, all the 
announcements that came out of the show were 
invariably about 5G – big equipment vendors such 
as Ericsson and Nokia announced a slew of new 5G 
customers; smartphone vendors offered a sneak 
preview of 5G phones,  and silicon manufacturers 
showcased 5G-ready chips. In the Middle East, 
major telecom operators have already announced 
their plans to roll out 5G commercial services this 
year or by early 2020. In the US, major carriers 
such as Verizon and Sprint are gearing up to 
launch 5G in select cities in the second quarter of 
this year. In the US alone, operators are slated to 

spend around $275 billion in 5G, giving a fillip to 
the country’s GDP and creating new jobs. 

The upshot of this new cellular standard is blazing 
gigabit speeds and low latency. Though I doubt 
5G will be able to deliver 10Gbps of bandwidth, 
the biggest draw is its low latency (under one 
millisecond) which will enable a host of applications 
including self-driving cars, telemedicine, and IoT. 
5G has tremendous implication on enterprises as 
it is also expected to give cloud computing a boost, 
enable smart city applications and improve real-
time collaboration between people and devices. 
However, it is important to separate hype from 
reality when it comes to 5G – most of the truly 5G 
enabled smartphones won’t be available in the 
market before 2021 and interoperability tests are 
yet to start. There are also concerns that 5G might 
increase the attack surface given the fact that it 
is going to support a wide variety of applications 
and services, which need to be addressed by the 
industry. Other than these kinks, what is for sure is 
that 5G is going to change our lives and work.
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RAQMIYAT 
PARTNERS WITH 
E-MUDHRA

DIMENSION DATA LAUNCHES 
NEXT-GEN MANAGED SERVICES

   NEWS

D
ubai-based systems 
integrator and provider of 
IT solutions and services 
Raqmiyat is now an 

authorised reseller of eMudhra 
products and services for the UAE 
region. eMudhra, a digital identity 
and transaction management 
solutions firm focused on enabling 
organisations to go paperless and 
digital in a risk-free manner.

Raqmiyat said it sees this 
partnership as a strategic 
engagement with the purpose of 
enabling our customers to adopt 
sophisticated Identity Management, 
Paperless Office, and PKI solutions 
that significantly empower 
organisations in today’s world.

Amer Khreino, chief executive officer, 
Raqmiyat, said: “Our partnership with 
eMudhra will empower our customers; 
giving them ways and means to 

secure their business, as they move 
towards the digital transformation 
arena. Secured e-signatures, 
Digital signatures, two/multi-factor 
authentication, SSO, Digital ID, 
and paperless office are amongst 
eMudhra’s leading technologies that 
will benefit our customers. We look 
forward to new gains with eMudhra in 
the years ahead”.

Arvind Srinivasan, head global 
markets, eMudhra, said “Solutions 

Dimension Data has launched its 
next-generation global managed 
services to help clients simplify the 
management and operation of their 
technology.

Dimension Data’s Managed 
Services Platform now offers near 
real-time insight and reporting, 
managing over 9,000 IP networks 
and supporting over 13 million users 
across the globe. Meeting increasing 
client demands, the platform 
liberates IT and operations teams 
to focus on more strategic, value-
add tasks such as improving the 
customer experience, maximising 
cost efficiencies, and exploring 
emerging technologies.

aimed at addressing secure digital 
transformation are the need of the 
hour in the Middle East region, and 
specifically, UAE. Raqmiyat has 
been a strong, long-lasting player 
in the market focused on making 
digital transformation easy for many 
firms in the region. We are glad to 
partner with Raqmiyat and are highly 
confident in the success that will 
result from a combination of their 
expertise and our solution stack.”

The benefits of Dimension Data’s 
managed services offering include 
next-generation automation 
capabilities in terms of access to 
comprehensive analytics, service 
delivery and process development 
in addition to scalability, client 
experience and cross-technology 
expertise.

Bill Padfield, Group COO of 
Transformation and Services at 
Dimension Data, commented: 
“Our global managed services and 
delivery platform has re-engineered 
the end-to-end client journey, 
radically simplifying IT operations 
management and eliminating the 
pressure of day-to-day operations, 
while also allowing clients to take 
advantage of Dimension Data’s 
relationship with other NTT 
companies and best-of-breed 
solution providers.”
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IT SPENDING IN MENA TO 
REACH $160 BILLION IN 2019

F5 ACQUIRES 
NGINX

The Middle East and North Africa 
(MENA) IT spending is projected to 
reach $160 billion in 2019, a 1.8 percent 
increase from 2018, according to the 
latest forecast by Gartner.

“In 2019, businesses in MENA are 
set to increase their IT spending in 
all segments except for the devices 
segment,” said John Lovelock, 
distinguished research vice president 
at Gartner. The achievement of a 1.8 
percent growth rate this year is placing 
MENA 7th out of the 11 regions tracked 
by Gartner in 2019.

Consumer spending in MENA has 
reached a tipping point. Consumers 
are on pace to spend $532 million on 
upgrading or replacing their mobile 
phones in 2019, and expect to spend 
$63.7 billion on mobile services in 
2019, up $1 billion from 2018. In the 
enterprise sector, organisations are 
increasing their spending on software, 
which continues to be the fastest 
growing sector in 2019. Nevertheless, 

F5 Networks and NGINX announced 
a definitive agreement under 
which F5 will acquire all issued and 
outstanding shares of privately held 
NGINX for a total enterprise value of 
approximately $670 million, subject 
to certain adjustments.

“F5’s acquisition of NGINX 
strengthens our growth trajectory 
by accelerating our software and 
multi-cloud transformation,” said 
François Locoh-Donou, President & 
CEO of F5. “By bringing F5’s world-
class application security and rich 
application services portfolio for 
improving performance, availability, 
and management together with 
NGINX’s leading software application 
delivery and API management 
solutions, unparalleled credibility 
and brand recognition in the DevOps 
community, and massive open 
source user base, we bridge the 
divide between NetOps and DevOps 
with consistent application services 
across an enterprise’s multi-cloud 
environment.”

“We believe every organisation can 
benefit from the agility and flexibility 
enabled by modern technologies 
without compromising on security, 
manageability, and reliability,” 
continued Locoh-Donou. “The 
combined company will enable every 
customer—from the app developer to 
the network engineer to the security 
specialist—with the tools they need 
to ensure their apps are available and 
secure across every platform, from 
the enterprise data center to private 
and public clouds.”

despite the rapid growth of software 
as a service in the region (25.8 percent 
in 2019), the region is below the global 
average for the percentage of total 
cloud spending. “The MENA region 
is not expected to reach the level of 
cloud usage that the United States had 
in 2017 until the end of 2022,” said 
Lovelock.

Software and IT services are 
projected to exhibit the strongest 
growth in 2019, with an 11.5 and 
7.5 percent increase year over year 
respectively. “Most organisations in the 
MENA region are paying off years of 
technology deficits, and implementing 
software systems that standardise and 
automate existing business processes,” 
said  Lovelock. “Only a few leading 
local organisations are overcoming 
technology hurdles, and moving more 
quickly toward artificial intelligence 
and digital business systems, and 
participation in digital business 
ecosystems.”
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D
igital transformation is all 
around us, revamping the 
core practices of businesses. 
Communications service 
providers (CSPs) are also 

looking to transform what they do and 
how they do it. They face a demanding 
public, hungry for content consumption 
and creation capabilities and a business 
community that relies on robust telecoms 
for its own digitisation initiatives.

According to a recent report from 
Cisco and Business Insider Intelligence, 
mobile data traffic is growing at an 
alarming rate. Last year, worldwide 

ALEXEY VEDIN, DIRECTOR OF NETWORK MONETISATION PRODUCTS, NEXIGN, 
ON WHY CSPS, ASPS AND OTTS MUST WORK TOGETHER IN PERFECT HARMONY

   VIEWPOINT

SHARING THE MOBILE 
TRAFFIC BURDEN

throughput sat at 16 exabytes (EB) per 
month; this year, that will climb to 23 
EB per month, and next year to 34 EB. 
By 2021, we’ll be seeing monthly global 
data traffic of 49 EB. That’s increases of 
44%, 48% and 44% respectively. This 
trend is bound to put pressure on CSPs 
struggling to deliver consistent quality 
of service. Consumers born into the 
digital era—who have grown up with a 
smartphone in one hand and a tablet in 
the other—are even less likely to forgive 
transgressions in the form of service 
drops, slow downloads or grainy, 
stuttering content.  

Sharing the load
That is the challenge CSPs must 
address, to compete in the Age 
of Content. Carefully considered 
strategies have the potential to boost 
subscriber loyalty. Think about the 
millennial—digitally savvy, informed, 
impatient and demanding. This is the 
new subscriber base. The one-stop 
shop is a must, if you are to keep them 
loyal. Fortunately, CSPs can find allies 
among application service providers 
(ASPs) and over-the-top (OTT) 
service providers. These companies 
are also concerned about the end-
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user experience (UX). According to 
OpenSignal’s September 2018 “State of 
Mobile Video” report, download speed 
is just one factor influencing UX. The 
consistency of connection speed and 
signal delay also have an impact on the 
overall video experience. 

While congestion management 
solutions available in some telecom-
specific business support system (BSS) 
suites can help mitigate such issues—
such as ability to provide subscribers 
fast access to priority applications 
even in peak-use periods, dynamically 
manage temporary failures on radio 
and core networks, improve UX for 
high-value subscribers, and prioritise 
mission-critical communication traffic 
for dedicated groups of subscribers—
CSPs and content providers will have 
a much better chance of overcoming 
the obstacles to outstanding UX if they 
partner up and integrate their solutions. 
The resulting benefits of such ventures 
accrue to all involved parties.

Benefits for all
The technical solution that enables 
such a partnership is the Service 
Capability Exposure Function (SCEF). 
With this functionality, CSPs have the 
opportunity to securely expose their 
network and infrastructure to a host of 
partners, such as application services 
provides, content providers and IoT 
platforms.

The benefits of these partnerships 
extend to both operator and partners 

and filter down to subscribers. Both 
business parties can now manage 
quality of service, instead of the 
operator alone. Content providers can 
create new package offers for users, at 
will, and have more control over how 
they are delivered, allowing them to 
enhance their content and make it more 
attractive to the operators’

In addition, partnership models can 
deliver free traffic for special marketing 
campaigns. Sponsored traffic in the 
initial days of the campaign can be 
used to attract users. The viewing of 
commercials leads to data revenue on 
the CSP network, and the more traffic 
created by a subscriber, the more 
benefits that accrue to the ASP from 
value-added services. Furthermore, 
accelerated revenue generation on 
the CSP side allows the operator to 
more quickly pay for any infrastructure 
investment.

The tight partnership between 
content providers and operators 
can also go further in improving the 
quality of ASP traffic detection. The 
ASP transmits its app signatures in 
automated mode, making it more 
efficient and cost effective for the 
operator’s Policy and Charging 
Enforcement Function (PCEF) to 
manage and prioritise this traffic.

When we talk digital transformation, 
one of the most talked about 
technologies is the Internet of Things 
(IoT), an architecture that has become 
increasingly popular as businesses seek 

ways of delivering more to customers, 
using less resources. Machine-to-
machine (M2M) communication is 
facilitated by the ASP-CSP partnership 
model. IoT can be integrated more 
smoothly, with the joint architecture 
now responsible for the co-ordination 
of background data transfer, device-
triggering functions, event monitoring, 
Non-IP Data Delivery (NIDD) and group 
message delivery.

Facing the future…together
This fresh model of collaboration with 
content providers, to improve UX 
together and stay competitive, will 
be vital for the CSP looking to reduce 
costs while transforming itself into 
a digital service provider. The ability 
to manage new content services 
and packages for each subscriber 
drastically reduces time to market 
and boosts customer satisfaction 
and loyalty in ways previously 
unthinkable.

As CSPs steamroll ahead with 
their digital transformation efforts in 
2019—looking for ways to enhance 
operations without risky infrastructure 
investments—partnering with the very 
companies that rely most on backend 
QoS is a great way to share the burden of 
more demanding consumers. By standing 
together, CSPs and their ASP and OTT 
partners can insulate themselves from 
the rigours of an increasingly competitive 
market and boost UX to loyalty-
generating heights. 

WHEN WE TALK DIGITAL 
TRANSFORMATION, ONE OF THE MOST 
TALKED ABOUT TECHNOLOGIES IS 
THE INTERNET OF THINGS (IOT), AN 
ARCHITECTURE THAT HAS BECOME 
INCREASINGLY POPULAR AS BUSINESSES 
SEEK WAYS OF DELIVERING MORE TO 
CUSTOMERS, USING LESS RESOURCES. 
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ENABLED BY DIGITAL TECHNOLOGIES, CITIES 
ARE BEING TRANSFORMED TO DELIVER COST 

AND OPERATIONAL EFFICIENCIES.

   FEATURE

CITIES OF 
THE FUTURE

10 CXO INSIGHT ME MARCH 2019



T
he advent of IoT and 
other digital technologies 
is making cities around 
the world smarter and 
improving the quality of 

urban life ranging from public safety to 
health to transportation.

Though definitions might vary 
depending on the level of development, 
geographic locations, smart city efforts 
globally have a common element – 
better quality of life for residents, 
enhancing government processes 
efficiencies and reducing energy 
consumption.

According to Gartner, IoT, artificial 
intelligence and cloud computing 
provide new opportunities for urban 
planners and data scientists to model 

Dr. Hichem Maya, Head of 
Industries, SAP MENA

accessing information from any device 
at any time and digital payments,” says 
Dr. Hichem Maya, Head of Industries, 
SAP MENA.

Why is it important to make our cities 
smarter? For the first time, the majority 
of the world’s population resides in 
cities, and the global urban population 
is expected to grow 1.5 percent every 
year, according to the World Health 
Organisation.

“Citizen lifestyles and expectations 
are continuing to change at a pace 
unlike ever before. With this shift comes 
a large and growing appetite for digital 
services, whether to shop, pay bills 
or interact with businesses and city 
services. The modern citizen demands 
the convenience of doing so at the push 

GARTNER SAYS AS SMART CITY STRATEGIES 
CONTINUE TO EVOLVE, CITY GOVERNMENTS’ 
APPROACH TO TECHNOLOGY WILL ALSO 
REQUIRE TO BE FLEXIBLE AND ALLOW  
THEM TO ADJUST TO CHANGING DEMAND 
AND VENDORS. 

Bashar Kilani, Region Executive,  
IBM Gulf and Levant

Marwan Bin Dalmook, SVP ICT 
Solutions & Smart City Operations, du

complex environments in real time and 
with multiple scenarios. Cities will look 
for data streams to be shared between 
sanitation, public safety and crowd 
management. 

“Smart cities need to use technology 
to meet citizen needs, support 
economic growth and competitiveness, 
and enhance citizen happiness. By 
sharing data internally and to third 
parties, smart cities can transform 
the regions’ economy, society, 
environment, and also support 
enhanced levels of safety and security. 
In a recent SAP survey of residents in 
cities across 45 different countries, 
the respondents ranked the two most 
important smart cities aspects as 

of a button,” says Bashar Kilani, Region 
Executive, IBM Gulf and Levant. 

Marwan Bin Dalmook, SVP ICT 
Solutions & Smart City Operations, du, 
says with the emergence of next-gen 
technologies, we are moving towards a 
more horizontal platform of interaction 
between governments, businesses 
and the citizens which inhabitant 
our cities. “It all starts with data. As 
we unlock the potential of data and 
technology in unison, we can alter our 
cities’ future developments to better 
support the ever-changing needs, 
behaviour, and consumption trends 
of our communities. As such, a smart 
city is one that effectively adapts to 
change, implements new technology 
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and makes dynamic shifts towards 
human-centricity to improve the lives 
and desires of all residents.”

However, is it just data and digital 
technology that makes a city smart?

 “Smart cities rely on more than just 
technology. The technology that is used 
needs to be deployed in an intelligent, 
holistic way that has a genuine and 
positive impact on convenience, 
sustainability and efficiency. To develop 
a genuine smart city, it is necessary 
for various government departments, 
private companies and members of the 
public to pool ideas to ensure smart 
city deployments work for the good of 
all,” says Darryl Cox, Head of Strategic 
Alliances, IMEA, Infor.

But, creating smart cities is easier 
said than done, and comes with 
daunting challenges, especially 
around security.  “In a world where 
cyber-attacks are proliferating by the 
day, smart cities will find themselves 
naturally in the crosshair of regular 
attacks. Smart city developers need to 
ask themselves how prepared they are 
to be one step ahead. With the rapid 
growth of IoT, we grow increasingly 
aware of security issues in the space. 
Estimates vary, but it’s certain that a 
vast range of IoT devices that deliver 
applications for home management, 
environmental sensing, driverless 
cars, remote healthcare, virtual reality, 

industrial automation and frictionless 
logistics will significantly outnumber 
mobile phones by 2020. IoT device 
manufacturers will have a part to 
play in improving the situation,” says 
Haitham Saif, Systems Engineering 
Manager at Juniper Networks.

Another key to building smart cities 
is public-private sector partnership. 
“The private sector will play a 
fundamental role in the development 
of smart cities. As organisations 
grow, they hold an increased level 
of expertise, investment power, and 
a social responsibility. This holds 
particularly true for companies that 
are host to big amounts of personal 
data.  To avoid serious setbacks on the 
road to ‘smart city’, the ideal scenario 
requires collaboration. By working 
together for the greater good, public-
private partnerships can help fast-track 
the pace of smart city infrastructure 
development greatly,” says Dr. Chris 
Cooper, General Manager for Lenovo 
DCG, Middle East, Turkey and Africa

Marwan Zeidan, Smart Cities 
Expert, Schneider Electric, agrees 
that public-private partnerships are 
vital for enabling smart cities. Often 
smart cities foster an environment 
in which governments can lead on 
the shared and integrated vision, and 
kickstart projects. Governments can 
also support the private sector to 

   FEATURE

become involved and contribute to 
the significant initial investment, and 
also to exchange global best practices. 
Smart cities offer major business 
benefits in making it easier and faster 
for citizens and organisations to access 
government services. At the same 
time, there are also often “hidden” 
cost savings, such as freeing up public 
sector staff to focus on delivering 
innovation, he says.

Gartner says as smart city strategies 
continue to evolve, city governments’ 
approach to technology will also 
require to be flexible and allow them 
to adjust to changing demand and 
vendors. 

“Smart city platforms need to 
extend beyond just IoT platforms to 
deliver full solutions that encompass 
citizen engagement and experience, 
ecosystems, data analytics and AI. 
Integration of SaaS and commercial 
off-the-shelf (COT) solutions into 
the platform will be essential for 
providing the functionality needed 
to meet local governments’ smart 
city goals and objectives with speed 
and agility. Governments must 
focus on the integration points for 
these technologies and how data is 
exchanged and base that on industry 
standards,” says Bettina Tratz-Ryan 
Research Vice President, Gartner. 

Dr. Chris Cooper, General Manager 
for Lenovo DCG, Middle East, Turkey 
and Africa

Marwan Zeidan, Smart Cities Expert, 
Schneider Electric

Darryl Cox, Head of Strategic 
Alliances, IMEA, Infor
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THE BRAVE 
NEW WORLD 
OF WIRELESS
WE CAUGHT UP WITH PARTHA NARASIMHAN, 
HEAD OF TECHNOLOGY, ARUBA, ON 
THE SIDELINES OF THE COMPANY’S 
USER CONFERENCE IN DUBAI, TO TALK 
ABOUT EMERGING TRENDS IN WIRELESS 
NETWORKING TECHNOLOGY.

   INTERVIEW

E
veryone is talking about edge 
computing these days. Is that an 
opportunity Aruba is looking at?
Sometimes, the edge is defined 
as everything that is not in the 

data centre. Now, we are slowly moving 
towards the definition of the edge as a place 
where people are. This is where we live 
and work and when you define it that way 
edge computing is more around the kind 
of experiences that you can deliver. For us, 
the edge is also about the convergence of 
physical and digital worlds.

Will edge computing make endpoint 
devices more intelligent?
Ultimately, everyone needs connectivity, 
whether it is people, devices, thermostats 
or lighting systems. There are two aspects 
to connectivity and security – one is the 
infrastructure that allows users to connect 
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refresh our devices fairly often. Compare 
this with a light bulb which is going to sit in 
a building for 20 years because it is rated 
to last that long. 

That is the danger with IoT – one, I 
don’t know what these devices are and 
if I have never seen a device, how am 
I going to be ready with a policy for it 
when it connects to the network? Two, 
it is going to stay in the system for a 
long time, which means it is going to get 
more vulnerable with time. How do you 
now know what is out there and what 
is connected to your network? How do 
you understand their behaviour and 
profile so that you are ready with the 
right policies when these devices start 
to show up on your network? But, even 
that is not going to be enough if you 
have read the recent incident of a casino 
getting hacked through a thermometer 
in the fish tank of its lobby. 

These kind of attacks are going to 
happen more often. So, if you have a 
thermometer in your fish tank, which 
is supposed to do only three things, 
you need someone to watch it the day 
it starts to do a fourth or fifth. The 
network is the only thing that provides 
that kind of capability because there are 
no end-point based solutions for IoT.

Will network and user behaviour 
analysis be more important in such  
a scenario?
It is a very important area of research. 
Everyone realizes the importance of 
integrating IoT devices and operational 
technologies into the IT side of the 
world, but we have to do it responsibly. 
One way to mitigate risk is not to say, 
‘I have somehow managed to segment 
everything and put it away in a VLAN’. 
Perimeter security is not sufficient 
because I could go to a coffee shop and 
connect to their network, which could 
infect my device. I could walk in with a 
piece of malware through the physical 
front door, and I don’t care how good 
your perimeter security is because it is 
not going to stop all things from coming 
in. The guidance we provide to users as 
an industry is you got to deploy the best 
security perimeter technology you can 
afford but work under the assumption 
that something is going to break 
through; if that is true, then inside of the 
network is no longer a trusted zone and 
you got to watch everything carefully. 
This is where techniques such as UBA 
and NTA (network traffic analysis) will 
help us to mitigate these risks.

You have launched WiFi 6 access 
points. Are you confident it will 
meet the requirements of the final 
standard when it gets ratified?
The way IEEE standards work or at least 
802.11 is, we separate work items into 
things that have to be done first so that 
silicon can be built and then comes all 
the other optional elements. We have 
seen this with previous versions of 
802.11 and now with ‘ax’ as well. But, 
all the vendors who have come out 
with access points a few months ago 
can never be compliant with the final 
standard because they are missing 
some mandatory features. We are 
basing our products on the current 
generation of silicon, which we are sure 
will be compliant, and even if there are 
some changes in the final standard, it 
will fall into the category that can be 
done with a few changes in software, 
not hardware. 

to their devices in a secure manner and 
then how do you process that all data. 
Infrastructure devices at the physical 
layer already have these compute 
capabilities. If you look at the operator 
experience, they have to run a network 
that appears stable and always 
available to end-users. Computing is 
now getting exported to a separate 
software layer or what we call the edge 
software platform. Think of it more 
as an abstract entity that manifests 
itself in multiple form factors but 
for users or administrators, it would 
appear as a coherent experience. The 
fact that I have intelligence sprinkled 
across doesn’t mean I am managing 
thousands of different devices but 
that I am managing the delivery of a 
consistent service.

Is cloud-managed WiFi gaining 
traction now?
When you look at delivering many things 
as a service, the cloud is a natural point. 
The way we are building our platform is, 
yes, you can absolutely consume it as a 
service from the cloud, but we can also 
package the same bits as something you 
can deploy in your data centre. Delivering 
it as a service is far more important than 
thinking about it as on-prem or cloud. 
You could run a service but it could be 
sitting in your on-prem data centre.

Is IoT more challenging than BYOD?
IoT is a lot harder than BYOD. If you 
think of the world before iPhones, it 
was mostly dominated by Intel laptops 
running Windows OS. And then came iOS 
and Android with a slew of devices. Even 
though it increased the scope of devices, 
form factors and operating systems, it 
was still a small set. 

What makes IoT difficult is the vast 
diversity of devices and the kind of OS and 
silicon chips they are running. We all know 
what we use a phone or tablet for, but if 
you look at a light bulb which is getting 
WiFi enabled, the behaviours associated 
with it is different. The other thing that I 
see different with IoT is this: I have three 
devices with me but nothing that is older 
than three years because we tend to 

WE ARE BASING OUR 
PRODUCTS ON THE 
CURRENT GENERATION 
OF SILICON, WHICH 
WE ARE SURE WILL BE 
COMPLIANT, AND EVEN 
IF THERE ARE SOME 
CHANGES IN THE FINAL 
STANDARD, IT WILL FALL 
INTO THE CATEGORY 
THAT CAN BE DONE 
WITH A FEW CHANGES 
IN SOFTWARE, NOT 
HARDWARE. A
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CHRIS POPE, VP INNOVATION, SERVICENOW, 
ON HOW TO LIVE AND WORK ALONGSIDE WITH 

COLLABORATIVE ROBOTS

ARE YOU READY  
FOR COBOTS? 

analytics really―that they run on. Like 
a Tamagotchi, they do need feeding 
and watering, but only in the form of 
software updates, exposure to new 
datasets and patches for security 
provisioning and so on.

People who find the notion of cobots 
unnerving should perhaps stand back 
and consider the fact that machines 
have already been looking after us in 
close proximity for years. Your desktop 
machine, tablet and smartphone are 
all using AI to power the spam filter 
algorithms that assess every email you 
get for its potential threat value.

If it helps you warm up to the concept, 
think of cobots as just one step further 

T
he renaissance we are 
currently experiencing in 
Artificial Intelligence (AI), 
and all forms of Machine 
Learning (ML), has given 

rise to widespread discussion on how 
business will run in the immediate 
future. As the impact of AI starts to 
be applied to real-world use cases, 
we will inevitably need to get used to 
some new terminology. One of the 
technology industry’s new favorites 
is the notion of the ‘cobot’, short for 
collaborative-robot.

Cobots come in many forms. Some 
will be purely software-based helper 
robots that we might think of as 

sophisticated extensions of chatbots 
or virtual assistants. Some will more 
physically manifest themselves as robot 
arms, exoskeletons or some other form 
of intelligently programmed machinery. 
Some will be a super-smart mix of both.

Your intelligent new office buddy
You can think of cobots as your new 
office buddies and people—I do mean 
all of us―are going to have to get used to 
working alongside intelligent machines, 
in close proximity, very soon.

Cobot brains are composed of 
software-based virtual services that 
form the synapses of ‘thought’—
we know its processing and data 

   VIEWPOINT
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than a spam filter. But instead of just 
protecting you from a potential virus, 
cobots will be able to intuitively manage 
your work schedule, actions and 
business decisions, to create a better 
employee experience all round.

As DXC Technology’s Marc Wilkinson 
writes in Wired:

For businesses, the promise of AI 
is that [intelligent assistants] will be 
embedded across all aspects of the 
organisation. Such agents will analyse 
data, discover patterns over time 
and then make decisions based on 
predictive analysis. The outcome? The 
application of AI on this level will make 
businesses not only more efficient, but 
also more profitable.

Behavioural responsibility
As shiny and fabulous as all this sounds, 
there is a responsibility factor to bear 
in mind here. As we start to feed data 
into cobot brains, we need to be able 
to reflect a consciousness of and 
appreciation for society’s acceptable 
behavioral norms.

This means that cobots will need 
to be able to assess the risk factor in 
terms of the judgements they give to 
any individual worker based on that 
person’s skills, background and other 
competencies. To do this effectively, 
we will need to be able to assess and 

measure individual workers’ skills in an 
even more granular and mathematical 
way before we start to engineer more 
automation of this kind into our lives.

Cobots will also need to appreciate 
cultural, ethical and behavioral norms 
for the global culture that they are 
applied in depending on location—and 
this is of course a subject in and of itself.

Cobots and global digital workflows
As the cobots start to take over the 
mundane tasks in our world, we must 
consider how people will now coexist in 
the new world of automated controls 
that drive digital workflows and how we 
actually implement these devices—be 
they software-based, hardware-based 
or both—in the workplace.

Some argue that we will now need 
to be able to measure an individual’s 
rank or score in terms of workplace 
competency. If we accept this 
methodology, then it could arguably 
help us find the engineering point at 
which we can apply cobot technology to 
an individual’s role.

To reference DXC’s Marc Wilkinson 
again, he notes that really smart cobots 

that run on fine-tuned ML models will be 
able to bring a new level of workplace 
personalization to our daily routines 
and discover where we could be doing 
better. He talks about ‘intelligent 
agents’ that are capable of interpreting 
emails for us to automatically schedule 
meetings, flag important tasks and even 
unsubscribe us from newsfeeds that we 
never open, and more.

With a cobot as your new office 
buddy, we can start to think about 
the workplace itself from a different 
perspective. We’re all used to open 
plan office seating layouts these days, 
but with cobots in the workplace, the 
software itself will be able to straddle 
cross-team functionality matrices 
that far outstrip the boundaries of 
the physical office itself. For example, 
team member actions in the UAE can 
be automatically reflected in plans for 
the UK or US offices in near real-time. 
The cobot doesn’t sleep, so a new 
global digital workflow starts to become 
possible.

A toast to cobot IPA
With cobot technology now developing 
fast, we will more clearly be able to 
understand our transition from RPA 
to IPA or IRPA. If Robotic Process 
Automation (RPA) allows us to program 
home heating controls, for example, 
based on defined patterns, then 
Intelligent Robotic Process Automation 
(IRPA, or just IPA) is one step further, 
where home heating controls start to 
program themselves for optimum usage 
and efficiency based upon observed 
patterns of use. Cobots have IRPA in 
their ‘DNA’ from the get-go.

We’re on the cusp of many 
technologies—perceived today as 
almost ‘toy like’, such as self-driving 
cars—becoming quite natural. We 
will think that cobots and intelligent 
assistants are quite standard in half a 
decade’s time. In the same way that you 
went from reading a map in the car and 
now automatically turning the GPS on, 
you get to a point where you just expect 
a new technology to be there…and 
cobots will be there. 

COBOTS WILL ALSO 
NEED TO APPRECIATE 
CULTURAL, ETHICAL 
AND BEHAVIORAL 
NORMS FOR THE 
GLOBAL CULTURE 
THAT THEY 
ARE APPLIED IN 
DEPENDING ON 
LOCATION—AND 
THIS IS OF COURSE A 
SUBJECT IN AND OF 
ITSELF. 
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  CXO 50 AWARDS

CXO 50 AWARDS HONOURED THE MOST 
TRANSFORMATIONAL IT LEADERS WHO ARE DRIVING 
DIGITAL INNOVATION IN THE MIDDLE EAST.

A TRIBUTE TO  
THE VISIONARIES 
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T
he inaugural CXO 50 Awards, organised by Insight Media and 
Publishing, was held in Dubai at Atlantis the Palm Hotel.

Chosen by a judging panel comprising industry experts, the 
CXO 50 Awards recognised IT and security leaders, who have achieved 
operational excellence with best practices, new methodologies, and right 
technology resources.

The winners were selected from a pool of nominations across the 
Middle East after a rigorous review process, and judging criteria included 
expertise in IT, business value delivery and innovation in IT initiatives.

The awards ceremony was preceded by a conclave with presentations 
from Venkatesh Mahadevan, CIO of Dubai Investments; Ed Sleiman, 
CISO of King Abdullah University of Science and Technology; and 
Lakhwinder Singh, technical manager at Gemalto.

This was followed by a panel discussion on digital transformation 
trends in the Middle East featuring Ashith Piriyattiath, CIO of Al Masah 
Capital; Jonathan Wood, GM of Infor IMEA; Tarek Helmy, regional 
director of Nexans Cabling Solutions; Rami Dawoodi, regional sales 
manager of Gemalto; and Sunil Paul, co-founder and executive director 
of Finesse.

The nominees were judged by a panel comprising: Sebastian Samuel, 
CIO of AW Rostamani; Ajay Rathi, CIO of Meraas; and Dr Jassim Haji, 
president of Artificial Intelligence Society of Bahrain.



Mubarik Hussain, Bloom Holding

Ashith Piriyattiath, Al Masah Capital

Khalid Jalal, GARMCO Jaykumar Mohanachandran, Precision Group

Abdalla Al Ali, DMCC
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Hamed Obaid Sebait Areidat,  
Federal Authority for Identity  

and Citizenship

Shanu Ammunni, Ishraq Dubai

Kausar Nur Mukeri, Invest Bank Shumon Zaman, Lamprell (Representative)

Fahad Deshmukh, Galfar Emirates

  CXO 50 AWARDS
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Nitin Bhargava, Mashreq Bank

Mohamed Shahzad, RDK Investment

Mohannad Hennawi, Naffco M N Chaturvedi, Al Shirawi Group

Wael Othman, Rotana Group (Representative)
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Khawla Salem AL Qubaisi, 
Abu Dhabi Judicial Dept.

Manoj Menon, Spotcheck

Sunando Chaudhuri, ADNEC Mario Foster, Al Naboodah Group

Ed Sleiman, KAUST
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CO-LOCATED WITH POWERED BY ORGANISED BY GOLD SPONSORS

IOT PARTNERSTRATEGIC PARTNERS PLATINUM SPONSOR DIAMOND SPONSOROFFICIALLY SUPPORTED BY

#GISEC 

www.gisec.ae  I  gisec@dwtc.com  I  +971 4 308 6805

THE WORLD'S MOST 
FAMOUS HACKER AND 
EX-#1 ON THE FBI'S 
MOST WANTED LIST TO 
HACK LIVE IN DUBAI

See the jaw-dropping
live hack by KEVIN MITNICK  
for as little as AED 1,999.

OFFICIAL GOVERNMENT CYBER 
SECURITY PARTNER

OFFICIALLY SUPPORTED BY



Kumar Prasoon, Al Safeer Group

Martin Wallgren, Gulf Agency

Mohamed Hassan, Government Vinay Sharma, Gulftainer

Manish Bindra, Galadari Bros
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Abdullah Alothman, Ministry of 
Media, Saudi Arabia

Ali Asgar Bohari, Zulekha Hospital

Mansoor Al Marzooqi, 
MDS Business Management

Nawaf Mohamed Abdulrahman, 
MKCC Bahrain

Hasnain Juzer Ali, 
Saudi German Hospital
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Ahmed Al Ahmad, Nakheel

Tushar Vartak, RAK Bank

Dr. Tariq Saleh Mohamed Taha, Bank Dhofar Madhusuthan, Bahri & Mazroei

George Eapen, Petrofac

  CXO 50 AWARDS
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Sreedhar Reddy, Aldar Properties

Basil Al-Suwaidan, Kuwait International Bank Girish Varote, Al Zahra Hospital

Joseph George, SKMCA Anshul Srivastava, Union Insurance

Fayaz Badubhai, Al Yousuf Electronics LLC
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Suresh Muthuvadath, Apparel Group Venkatesh Mahadevan, Dubai Investments

Faisal Eledath, National Bank 
of Oman (Representative)

Suren Shetty, UAE Exchange Shahnawaz K K, Enhance Group

Arnab Debroy, Metito

  CXO 50 AWARDS
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YASSER ZEINELDIN, CEO OF EHOSTING DATAFORT EXPLAINS 
WHY IT IS NECESSARY TO BUILD AN ORGANIZATIONAL CLOUD 
STRATEGY THAT INCLUDES THE EXPECTATIONS OF BOTH 
BUSINESS AND IT END-USERS AND GENERATES SUITABLE 
RETURN AROUND BUSINESS OBJECTIVES.

BUILDING A CLOUD 
STRATEGY TO BOOST 
DIGITAL INNOVATION

T
he role of cloud as an IT 
and business tool is now 
more than a decade old. 
Globally, IT departments 
are migrating their business 

applications from on-premises to public 
cloud platforms at a continuous pace. 
Gartner, a global market research player, 
expects this rate to pick up as legacy 
systems reach their end of life support 
and migration projects get underway.  

However, on the flip side, many 
enterprise CIOs have still to announce and 
formulate a well-defined cloud strategy for 
their internal IT and business end users. If 
well thought out and articulated, a cloud 
strategy can become a blueprint for the 
roll out of revamped and forward looking, 
digital processes, job roles and change in 
organisational structure. 

Here is a checklist of pointers on how CIOs 
can build their cloud strategies:
1. List the expected business outcomes
The starting point for any cloud strategy 
is to get a complete picture of the desired 
business outcomes over a short and 
medium term. At this stage it is important 
to focus on the benefits from the point 
of view of the business end users rather 
than IT end users. A successful cloud 
strategy sets up a culture of self-service 
across the organisation, adding in new 
business end users into the organisation’s 
connected network, thereby fostering a 
culture of self-driven innovation. 
2. Is your cloud and digital strategy 
aligned?
The biggest obstacle for a successful cloud 
strategy is to develop it without aligning 
with the digital innovation strategy of the 
organisation. The organisation’s cloud 
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platform enables the rest of the digital 
experience and digital work processes to 
be built upon it. Lack of alignment of the 
two strategies in terms of requirements 
of scalability, application workloads, 
reliability, geographic responsiveness will 
lead to the failure of the digital innovation 
strategy and lack of any business return 
from the cloud roll out strategy.
3. Is business more agile than IT?
Who is driving innovation in the 
organisation? If it is the business that 
is moving faster than IT, then key 
business decision makers need to be 
involved during the formulation of the 
organisational cloud strategy. By bringing 
business decision makers at an early stage 
into the development of the cloud strategy, 
it is more likely that the investments 
required for the cloud roll out can be 
justified against the investments required 
for the digital business innovation. 
4. Plan out your critical and 
supporting workloads
A cloud strategy is not meant to be an IT 
showcase of sorts. The prime purpose is 
business innovation, business agility, and 
significant improvement in IT operations and 
cost. A cloud strategy that does not include 
and plan for business facing application 
workloads will have no returns from business. 
It may be promptly shelved as yet another IT 
operational initiative that can wait for better 
times or forwarded to business pending 
further discussion on a rainy and dull day.  
5. Cloud implementation is not strategy
A cloud strategy document that goes 
deep dive into the process of technology, 
platform, and supplier selection is 
going down the wrong side of the road. 
An implementation document cannot 

substitute for a strategic document that 
describes the business goals and the 
longer-term innovation benefits for the 
organisation. IT cannot follow a wild west 
approach, where all pending IT objectives 
and innovation goals are piggybacked 
onto the cloud roll out project. This will 
lead to huge project and architecture 
overruns, associated with capital debt, 
and return on investment failures.       
6. Internal IT and business audit
Like any IT project initiative, it is 
necessary to capture the states of the 
IT and business organisation before and 
after the start of the roll out. The internal 
audit should be able to determine 
answers to the following questions from 
various end users: what the benefits 
are you are seeking from cloud; why is 
the organisation implementing a cloud 
framework; what is the decision-making 
criteria for application workloads; what is 
the readiness of the application portfolio; 
as an IT and business end-user are you 
ready to use the cloud?
7. Do you need an external supplier?
Lastly, the launch of a successful cloud 
strategy requires a trusted partner to ensure 
that the vision gets converted into reality. 
Cloud has various models of consumption 
and configuration and this is also driven by 
internal requirements and policies. Legacy 
data needs to be migrated and configured 
on whichever cloud platform is selected for 
implementation. Multiple cloud platforms 
may also need to be introduced into the 
organisation. Increasingly cloud brokers 
and managed service providers are playing 
an important role, at least in the early and 
middle stages of a cloud roll out.

By following some of these measures, 
CIOs may be able to formulate an effective 
cloud strategy. This will act as a bridge 
between IT and business and kicks start 
the organisation into digital innovation. 
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   INTERVIEW

CLOUDY WITH 
A CHANCE OF 
INNOVATION
JEAN-PIERRE BRULARD, SVP AND GM, EMEA AT 
VMWARE, TALKS ABOUT HIS COMPANY’S STRATEGY 
TO WIN IN THE MULTI-CLOUD ERA AND PLANS TO 
HARNESS THE POWER OF TECH SUPERPOWERS.

H
ow strategic is this 
region for VMware?
We started operations 
in this region with five 
people ten years ago. 

Today, we have more than 200 people, 
10,000 customers, and partners. Ten 
years back, not even in my wildest 
dreams would I have imagined this 
kind of growth. We are still investing 
heavily in this region, especially in 
people, because there is a growing 
appetite for new technologies with 
Expo 2020 in Dubai, the World Cup in 
Qatar and Vision 2030 in Saudi. Many 
telcos in the region are investing in 5G 
and all these augurs well for us.

Your CEO Pat Gelsinger recently 
said VMware’s unique strength 
is in bridging across silos of 
innovation. Can you elaborate on 
this statement?
Pat was referring to the DNA of 
VMware- what we are good at is solving 
complex issues and bridge IT silos. If 
you remember our history across two 
decades, our first act was to bridge 
silos between different hardware in 
terms of servers and storage; act 
two was to bridge across devices 
with Workspace One; in our third act, 
we bridged across networks, where 
nothing hadn’t changed in 30 years. We 
made it software-defined with a single 
pane of glass management. Finally, if 
you remember, public cloud emerged 
three years ago and became another 
silo. So, we invented hybrid cloud with 
our Cloud Foundation, bridging the gap 
between private and public cloud. Now, 
looking ahead, what we are trying to 
do is bridge across what we call tech 
superpowers – mobile, cloud, AI/ML 
and IoT/Edge. All these superpowers 
reinforce each other, creating more 
devices, more data, creating the need 
for more intelligence and processing 
power.

 
Do you think cloud has reached an 
inflection point in the Middle East?
Nearly every customer is on a cloud 
journey today, and their first step was 
to build a solid foundation with the 
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public cloud, which allows them to 
automate and provision applications 
faster. Now they are looking at multi-
cloud and we have a two-fold strategy 
to provide them with consistent cloud 
experience. We work with mega cloud 
service providers such as IBM and 
AWS, but, at the same time, we have a 
developed strategy to work with local 
service providers. We are offering 
our cloud provider program, which 
has around 4500 cloud providers in 
120 counties and they leverage our 
SDDC stack. We have 25 local cloud 
providers in the EMEA region alone. In 
the last couple of years, we have seen 
a lot of traction in the Middle East 
around cloud computing with many 
companies modernising their data 
centres, and implementing private 
clouds. We are also empowering the 
local providers to compete better with 
global service providers.

For businesses in the region, isn’t it 
much better to work local providers 
because they may be able to 
negotiate better SLAs?
The first thing that you need to take into 
account is regulation if you are a bank or 
a government agency. All these global 
service providers will have to reach some 
kind of agreement with local regulators. 
AWS is opening its data centre in 
Bahrain, and Kuwait has announced 
that all the data that will be hosted in 

this facility by Kuwaiti companies will 
be treated as sovereign to the country. 
Think of it as an embassy model but for 
data and workloads. Cloud providers will 
have to find creative ways to address 
data sovereignty laws of each country in 
the region.

You are betting big on Kubernetes 
with Heptio acquisition. Is this part 
of your ‘any application on any 
cloud’ strategy?
We think Kubernetes will become 
the de facto standard for managing 
infrastructure across multi-clouds. 
We already have PKS, and now we 
deliver HKS (Heptio Kubernetes 
Subscription). We are working towards 
creating a comprehensive family of 
Kubernetes solutions, and we believe 
Red Hat will become less relevant now 
that IBM has acquired it.

AppDefense is natively integrated 
with vSpehere Platinum. Will it be 
integrated with all the other VMware 
products?
We believe we need new models of 
security and it must be integrated with 
every solution to reduce the attack 
surface. We have 600,000 customers 
of vSphere and though we don’t 
guarantee we will have 100 percent 
adoption, AppDefense will become 
mainstream if you look at the installed 
base and the same thing will happen 

with Kubernetes - making vSphere 
as the best underlying platform for 
container orchestration.

What is your VDI roadmap?
Our VDI strategy has evolved into 
a digital workspace platform that 
allows IT departments to deliver and 
manage any app on any device. The 
discussion is no longer about VDI or 
identity management or mobile but 
about a single suite, which can either 
be consumed on cloud or on-premise. 
Our Workspace One is a unique solution 
and we already have some large-scale 
implementations of this fully integrated 
platform. It accounts for 40 percent of 
revenues in terms of end-user computing 
and we are partnering with many system 
integrators to develop a lot of offering 
around the digital workspace.

Don’t you think the future of the 
cloud will be a hybrid one?
Our multi-cloud strategy is focused 
on supporting our customers’ needs 
because we don’t think everything will 
move to the public cloud. Customers 
are moving their workloads around 
test and development, web marketing 
campaigns and new digital applications 
that require quick provisioning to 
multi-cloud environments. I don’t 
think it is a discussion about private 
versus public cloud. We have started 
offering consulting services to assess 
the whole applications portfolio to 
see what they are today and where 
they will be tomorrow. You have to 
do this workload by workload, by 
applying what we call C2P2 (cost, 
compliance, price, and performance). 
When you make an assessment of your 
applications, you have to be pragmatic 
and categorise them by criticality – if 
some application is going to be AI or 
blockchain driven, maybe you’d need 
a different architecture to run them; if 
you foresee an application to be static 
then you don’t need to move that to a 
different platform. And for cloud-native 
apps, you may need a platform such 
as Kubernetes. At the end of the day, 
what you need is a unified platform 
regardless of applications. 

OUR VDI STRATEGY HAS EVOLVED INTO A 
DIGITAL WORKSPACE PLATFORM THAT ALLOWS 
IT DEPARTMENTS TO DELIVER AND MANAGE ANY 
APP ON ANY DEVICE. THE DISCUSSION IS NO 
LONGER ABOUT VDI OR IDENTITY MANAGEMENT 
OR MOBILE BUT ABOUT A SINGLE SUITE, WHICH 
CAN EITHER BE CONSUMED ON CLOUD OR ON-
PREMISE. OUR WORKSPACE ONE IS A UNIQUE 
SOLUTION AND WE ALREADY HAVE SOME LARGE-
SCALE IMPLEMENTATIONS OF THIS FULLY 
INTEGRATED PLATFORM. 
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TO GENERATE VALUE, LEADERS MUST FULLY 
UNDERSTAND HOW AI WORKS AND WHERE ITS 
LIMITATIONS LIE, WRITES ALEXANDER LINDER, 
VICE PRESIDENT ANALYST, GARTNER

AI MYTHS 
DEBUNKED

“AI will automate everything and put 
people out of work.” “AI is a science-
fiction technology.” “Robots will take over 
the world.” The hype around artificial 
intelligence (AI) has produced many 
myths, in mainstream media, in board 
meetings and across organisations. Some 
worry about an “almighty” AI that will take 
over the world, and some think that AI is 
nothing more than a buzzword. The truth 
is somewhere in the middle.

Gartner has identified five common 
myths and misconceptions about AI.

Myth No. 1: AI works like the  
human brain
AI is a computer engineering discipline. 
In its current state, it consists of software 
tools aimed at solving problems. Some 
forms of AI might give the impression of 
being clever, but it would be unrealistic to 
think that current AI is similar or equivalent 
to human intelligence.

Although some forms of machine 
learning (ML) — a category of AI — have 
been inspired by the human brain, they 

are not equivalent. Image recognition 
technology, for example, is more accurate 
than most humans, but of no use when 
it comes to solving a math problem. The 
rule with AI today is that it solves one task 
exceedingly well, but if the conditions of 
the task change only a bit, it fails.

Myth No. 2: Intelligent machines learn 
on their own
A finished ML product gives the 
impression that it is able to learn on its 
own. However, experienced human data 
scientists frame the problem, prepare the 
data, determine appropriate datasets, 
remove potential bias in the training data 
(see myth No. 3) and, most importantly, 
continually update the software to enable 
the integration of new knowledge and data 
into the next learning cycle.

Myth No. 3: AI can be 100% objective
Every AI technology is based on data, 
rules and other kinds of input from 
human experts. Because all humans are 
intrinsically biased in one way or another, 

so is the AI. Systems that are frequently 
retrained — for example, using new data 
from social media — are even more 
vulnerable to unwanted bias or intentional 
malevolent influences.

At the moment, there is no way to 
completely banish bias; however, we 
have to try our best to reduce it to a 
minimum.In addition to technological 
solutions, such as diverse datasets, it 
is crucial to also ensure diversity in the 
teams working with the AI and have team 
members review each other’s work. This 
simple process can significantly reduce 
selection and confirmation bias.

Myth No. 4: AI will only replace 
mundane jobs
AI enables businesses to make more 
accurate decisions via predictions, 
classifications and clustering. These 
abilities have enabled AI-based solutions 
to reach deep into work environments, not 
only replacing mundane tasks, but also 
augmenting those that are more complex.

Take, for example, the use of 
imaging AI in healthcare. A chest X-ray 
application based on AI can detect 
diseases faster than radiologists. In 
the financial and insurance industry, 
roboadvisors are being used for wealth 
management and fraud detection. 
These capabilities don’t eliminate 
human involvement in those tasks but 
will eventually limit it to observing and 
dealing with unusual cases. Adjust job 
profiles and capacity planning and offer 
retraining options for existing staff.

Myth No. 5: My business does not need 
an AI strategy
Every organisation should consider the 
potential impact of AI on its strategy and 
investigate how this technology can be 
applied to the organisation’s business 
problems. In many ways, eschewing AI 
exploitation is the same as forgoing the 
next phase of automation, and could place 
enterprises at a competitive disadvantage.

Even if your current AI strategy is ‘no 
AI’, this should be a conscious decision 
based on research and consideration. And 
— as with every other strategy — it should 
be periodically revisited and changed 
according to the organisation’s needs. 

5

32 CXO INSIGHT ME MARCH 2019



BRAD BELL, CIO OF INFOBLOX, ON WHAT IT LEADERS NEEDS TO KNOW AND AVOID 
WHILE NAVIGATING THEIR CLOUD JOURNEYS

JOURNEY TO THE CLOUD

M
igrating to the cloud 
is a strategic move for 
organisations today. 
The benefits are ripe, 
allowing organisations 

to cut costs on hardware, increase the 
scalability and reliability of applications 
and shift focus to delivering new offerings 
to market. However, despite this, few 
truly understand the implications of what 
a cloud migration truly entails.

 Before joining Infoblox as CIO, I was 
responsible for modernising Microsoft 
infrastructure to be cloud ready, retiring 
the legacy data centres and migrating 
Business Applications to Azure -- a role 
that taught me many invaluable lessons 
along the way. This process (among many 
others) allowed me to define a guiding set 
of principles and strategies for IT leaders 
who are currently in the process of, or just 
beginning the cloud migration.     

 
Determine the right path  
(and cloud) forward
IT leaders need to determine which 
cloud migration strategy best fits 
their enterprise’s needs and make the 
transition with a careful approach. 
Not only do teams need to be wary of 
choosing the right type of cloud, but they 
also need to decipher which data and 
applications should be transferred from 
an on-premise datacentre. Public clouds, 
along with its servers and storage, are 
owned by a third-party system, while 
private clouds allow all computing servers 
to be stored in an organisation’s on-
premise centre, including infrastructure 
storage on a private network.

 Hybrid clouds offer the best of both 
worlds, allowing data and applications 
to be transferred easily from a public 
to private cloud (and vice versa). These 
platforms typically provide the most 
amount of flexibility to adapt best to 

VIEWPOINT      

an organisation’s needs or evolving 
workload. A hybrid cloud approach also 
provides an added layer of security that 
public cloud platforms do not have.

 However, different applications often 
require different cloud needs. If an 
application requires a greater amount 
of resources, a public cloud strategy 
may be the best option for the ability to 
scale resources up or down as needed. 
On the other hand, applications 
containing more sensitive data may be 
a better fit for a private or hybrid cloud, 
where organisations have more control 
over their networks.

 
Consider network and security 
implications
When data and applications are 
transitioned to the cloud, enterprises 
need to be increasingly wary of 
security implications and cyber threats 
that could affect their networks and 
infrastructure. If using a public cloud, 
it’s important to understand how 
the platform secures its network. 
Companies need to ensure that their 

data governance policies are solidified 
and compatible with a cloud migration 
strategy, especially as technology (and 
cyber threats) continues to evolve.

 From the newly instated GDPR to the 
expected rise in IoT device connectivity, 
ensuring that company and customer 
data are protected is key. In fact, a 
survey issued from Infoblox revealed 
that 33 percent of organisations have 
more than 1,000 shadow IoT devices 
connected to their networks every day 
(scary, right?), highlighting the need 
for IT leaders to implement effective 
workplace policies and practices to 
protect their network and employees 
from the threat of unsecured devices.

 
The benefits of migrating to the cloud
Moving to the cloud ensures that your 
business can save money that would have 
otherwise been spent on hardware, while 
also making the most of scalability and 
reliability. Companies or organisations 
experiencing increased traffic or growth 
may find that they are struggling to keep 
up. A move to the cloud ensures that 
organisations can scale resources while 
meeting growing demand. In addition, 
shifting data and applications to the 
cloud not only reduces operational cost, 
but also makes it easier to keep up with 
storage needs with “pay-as-you-go” 
computing, allowing organisations to only 
use the storage they really need.

 Cloud migration can be incredibly 
beneficial — cloud-based solutions are 
cost-efficient, flexible enough to allow 
organisations to keep their fluctuating 
business needs in check and even 
serve as a disaster recovery system at 
times. As with any business decision, 
IT leaders should determine the 
appropriate strategy for their business 
needs with clear goals in mind before 
executing a transition. 
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FOUR COMMON 
CORPORATE EMAIL 
OVERSIGHTS 
BY MOREY HABER, CTO, BEYONDTRUST

   VIEWPOINT

A
s part of onboarding, new 
hires typically sign an 
employee handbook which 
includes policies and 
guidelines for acceptable 

information technology usage. Within 
the details, are often policy restrictions 
regarding unacceptable usage for email. 
Typically, these policies state that email 
should only be used for official company 
business correspondence, and not for 
personal communications. 

If you travel frequently for work, 
or are responsible for purchasing 
merchandise or services for your 
employer, is it acceptable to use your 
work email address, or should you 
use your personal email to complete 
the transaction? 

This question, and the aftermath of 
your departure from an organization, 
can create a complicated situation and 
security risk that most employers are 
completely ignoring. And, unfortunately, 
they have no way to manage or mitigate 
the potential risk. Consider these real-
life scenarios that organizations are 
facing today:

Using corporate email accounts as 
login for travel services
An employee creates an account on an 
airline’s website using the corporate 
email address. This address is used 
for authentication into the service 
and to book flights or other travel 
arrangements. 

Recommendation
The most security-conscious way to 
handle this scenario is for an organization 
to enforce the use of an approved 
corporate travel service for booking 
flights, hotels, cars, etc. in lieu of allowing 
employees to book travel on their own 
and using a corporate email account. 
If the business permits bookings 
outside of a corporate service, allow 
and recommend individuals to use their 
personal email accounts for booking 
travel—even if they pay with a corporate 
credit card. After all, it is their account.

Email address formats
Most organisations have an email 
address schema. Typical formats 
include first initial last name or first 
name dot last name. 

Potential security implications
What happens when an employee 
leaves the organization and a new 
employee starts with the same name 
or initial combination? The new 
employee potentially receives all email 
of the former employee even if it not 
slated for them. Depending on the 

Potential security implications
After their employment is finished, 
any notifications or future bookings 
for flights are tied to the suspended 
business email account. If your 
organization auto-forwards the email 
to a peer or a manager, then an identity 
theft threat vector has now been 
created. A co-worker now receiving the 
former employee’s emails can simply 
select “Forgot password” and own 
the former employee’s account. This 
is especially true if the account is not 
further protected by security questions 
or additional two factor authentication. 
If verification is tied back to the same 
email address, then it is game over once 
they have a confirmation link. 
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new employee’s role, the email may 
not be remotely appropriate (such as 
when PII and financials are involved) 
for them to receive. Organizations that 
continue to grow will have a higher 
statistical likelihood of overlap for 
names and initials.

Recommendation
Organisations should never reuse email 
addresses from former employees 
for new personnel. Consider adding 
numbers like “01” to the end of new 
email addresses to avoid this problem in 
the future. 

 
Using corporate email accounts for 
payment gateways
Some organisations allow for the 
purchase of merchandise and services 
through common payment platforms, 
like PayPal or Apple Pay. These are 
necessary for some employees (such as 
marketing team members) to perform 
their job functions.  However, none of 
these platforms should be set up with a 
user’s corporate email address. If they 
need to use a business email address, 
create a group or alias for these services. 

Potential security implications
Just as with the air travel example in the 
first scenario, a personal account used 
for services can be leveraged against 
the individual if they leave and have no 
access to change their email address. 

Recommendation
For these types of situations, it is 
recommended to use a dedicated 
account name for authentication, as 
opposed to an email address. This 
option allows the account owner to 
change the email address, but does 
present additional risk if the account 
is shared. Former employees using 
shared accounts for payment services 
underscore the ongoing risk of 
inadequate privileged access controls 
and the threats of shared accounts.

Using corporate accounts for 
personal email
Some employees use personal email for 
group-based personal correspondence, 
such as for their children’s school.

Potential security implications
Once an employee departs the 

organisation, the receiver of forwarded 
email is now potentially exposed 
to highly personal information, and 
potentially in violation of some local 
regulations. 

Recommendation
Corporate email addresses should 
always remain strictly delegated 
to business usage—and never for 
personal communications. The results 
can present some interesting legal 
ramifications, especially if removal of 
the address from a group is not trivial.

Today, the boundaries of work and 
personal spheres continue to blend and 
blur—providing benefits (work flexibility, 
higher productivity, etc.) for both 
employers and employees—but not 
without cyber risks. Completely strict 
policies of corporate email usage will 
only introduce more risk as employee 
turnover occurs and our dependence on 
electronic communication continues.

Organisations have embraced policies 
like Bring Your Own Device (BYOD) 
for mobile device support and should 
consider allowing personal emails 
addresses for exactly the same reasons. 
Acceptable email usage policies need 
to clearly state when personal usage 
is acceptable, should be implemented, 
and when it creates unnecessary risk 
due to employee termination. 

ORGANISATIONS 
SHOULD NEVER REUSE 
EMAIL ADDRESSES 
FROM FORMER 
EMPLOYEES FOR NEW 
PERSONNEL. CONSIDER 
ADDING NUMBERS 
LIKE “01” TO THE 
END OF NEW EMAIL 
ADDRESSES TO AVOID 
THIS PROBLEM IN THE 
FUTURE. 
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A 
new study by IBM, “Women, 
Leadership, and the 
Priority Paradox,” polled 
2,300 executives and 
professionals and revealed 

that the leadership gender gap in the 
global workplace continues to persist 
because organisations have yet to make 
advancing women a formal business 
priority. The study also provides guidance 
on how to drive change.

The global study, conducted by IBM 
Institute for Business Value (IBV) in 
cooperation with Oxford Economics, 
surveyed an equal number of women 
and men from organisations worldwide 
across multiple industries to better 
understand why a large gender 
disparity in the leadership ranks 
persists and what can be done to drive 
progress toward gender equality. In 
addition to the qualitative survey, 
IBV conducted a series of one on 
one interviews with executives and 
professionals across six global regions. 

“Organisations have been placing 
a strong focus on diversity and 
empowering women and the business 
benefits of inclusive teams are now 
evident. The opportunity now is to 
move from inclusion being interesting 
to being imperative – just like we treat 
other top business priorities” said 
Susan Jain, IBM’s Chief Marketing 
Officer, Middle East and Africa. 
“Today, we are seeing key initiatives 
focusing on women empowerment 
that provide platforms for women to 
occupy leadership roles in the public 

and private sectors, ensuring their 
effective participation in the Middle 
East’s economic development.”

The study revealed that within 
those organisations surveyed, only 18 
percent of senior leadership positions 
are held by women. This is due to 
three key factors: Organisations are 
not sold on the business value – 79 
percent of respondents indicated 
that they have not formally prioritised 
fostering gender equality in leadership 
within their organisations, even 
though ample evidence correlates 
gender equity with improved 
financial success and competitive 
advantage. Other factors include 
men underestimating the magnitude 
of gender bias in their workplaces 
with 65 percent of male executives 
reporting it is just as likely they 
would have been promoted to a top 
leadership role even if they had been 
women, despite the low numbers of 
women that currently hold those roles. 

Also, few organisations display a 
sense of urgency or ownership about 
this issue. Organisations are over-
relying on “good intentions” and 
applying a laissez-faire approach 
to diversity, rather than applying 
the disciplined focus on operational 
execution they apply to other aspects 
of organisational performance.

Despite these hurdles, there was 
a set of organisations — dubbed 
“First Movers” in the report — that 
stood out as being dedicated to 
achieving gender equality within their 

A WIDENING GAP
IBM STUDY REVEALS GLOBAL GENDER GAP IN LEADERSHIP COULD PERSIST 

UNTIL 2073 UNLESS COMPANIES PRIORITISE ADVANCING WOMEN

   REPORT

THE STUDY ALSO 
PROVIDES GUIDANCE ON 
KEY STEPS TO CREATING 
A CULTURE THAT FOSTERS 
GENDER EQUALITY 
IN THE WORKPLACE. 
ORGANISATIONS LOOKING 
TO DRIVE CHANGE 
NEED TO IMPLEMENT 
CONCRETE INITIATIVES 
THAT DIRECTLY IMPACT 
PERFORMANCE GOALS 
AND INCENTIVES AT 
EVERY LEVEL OF THE 
ORGANISATION. 
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Women, leadership,
and the priority paradox
Why so few organizations are getting this right – 
but those that do are outperforming  

Some organizations – we call them First Movers – are serious 
about achieving gender equality in their leadership ranks

Profitability

25%
First Movers

13%
Other

organizations

First Movers outperform their competition in 
two key financial metrics 

ibm.com/ibv  ©2019 IBM Corporation 45023845USEN-02

Gender diversity in leadership is good for
business. Has your organization made this
a strategic priority? 
ibm.co/womenleaders

Women’s ability to move 
into leadership roles 
continues to be stymied

79%
of organizations globally say 
advancing women into 
leadership roles is NOT a 
formal business priority

79%

Revenue growth

23%
First Movers

13%
Other

organizations

They value the individual contributions 
of men and women equally

They identify women as 
high performers as often as men

They identify women with 
high potential as often as men

90%

97%

89%

leadership ranks. Comprising 12 
percent of the total sample, these 
organisations share characteristics 
and values that foster a more 
inclusive environment and provide a 
roadmap of how to create progress 
for other organisations: The study 
reveals that they are serious about 
gender inclusion – all (100 percent) 
have made advancing women into 
leadership roles a formal business 
priority. By comparison, only nine 
percent of other organisations 
have the same focus. They are 
motivated by the promise of financial 
improvement, and they acknowledge 
and embrace their responsibility to 
take action.

The study also provides guidance 
on key steps to creating a culture 
that fosters gender equality in the 
workplace. Organisations looking 
to drive change need to implement 
concrete initiatives that directly 
impact performance goals and 
incentives at every level of the 
organisation. 

The study lays out a roadmap for 
change that includes making gender 
equality in leadership a business 
priority. Just as you would for any 
other formal business priority, 
legitimise your commitment by 
including the advancement of 
women in your organisation’s formal 
business plan with key performance 
indicators (KPIs), budget, and 
assigned resources. Creating a culture 
of inclusion is another step, which 
should include gender equality in 
your organisation’s strategic mission 
statement, as well as fostering 
programmes that support more 
flexible work arrangements and 
formal sponsorship initiatives. Finally, 
make leadership accountable for 
gender equality results. It is the senior 
executives who truly have the power to 
make elevating women to leadership 
positions a key strategic business 
priority. Further, this is where the 
board of directors can play a role as 
part of their fiduciary responsibilities 
to grow the business. 
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   VIEWPOINT

HESHAM EL KOMY, REGIONAL VICE PRESIDENT, MIDDLE EAST, AFRICA & INDIA 
(MEAI), EPICOR SOFTWARE, ON DEALING WITH THE DATA DELUGE

T
here are vast amounts 
of data being created, 
mined and managed every 
day—and, according to 
an executive summary by 

Cisco, global IP traffic will experience 
an almost threefold increase over 
the next five years. With broadband 
speeds set to double by 2021, and 
more data being shared, than ever 
before, the amount of information that 
now sits at our fingertips is exploding.

 Today, data is accumulated from 
a wide variety of sources, and it’s 
becoming increasingly difficult 
to manage this growing wealth of 
information—which includes details 
related to financial transactions, 
inventory and production processes—
let alone use it.

Digitalisation also means that 
workers now face a daily tsunami 
of emails. In 2018, around 124.5 
billion business emails were sent 
and received worldwide each day—
with the average office employee 
receiving over 121 pieces of digital 
correspondence daily. Projections 
show that by 2021, 320 billion emails 
will be sent everyday—an increase 
that will have a detrimental effect on 
the productivity and wellbeing of those 
receiving them.

There is no denying that data plays 
a key role in the everyday decisions 
made by organisations and their 
employees. However, the sheer 
volume of information available 

third (35 percent) went on to confess 
they feel stressed every day, due to 
information overload.

This is a challenge for workers in 
every area of the business—with over 
two-thirds (62 percent) of CEOs, 44 
percent of IT workers, 63 percent of 
operations staff, and 70 percent of 
finance professionals agreeing that 
information overload impacts them 
on a daily basis. With data paralysis 
affecting staff members at every level 
of the organisation, the risks this 
poses cannot be ignored. 

Information overload not only puts 
workers under pressure, it can also 
have a damaging impact on their 
ability to make accurate business 
decisions—60 percent claim that the 
amount of data and information they 
receive daily can sometimes make it 
hard to make the right choices. 

Better visibility equates to better 
decision-making
With decision-making so pivotal to 
driving business growth, information 
overload represents a worrying 
development. Making the wrong 
decision can have serious negative 
implications for the bottom line, 
especially when it comes to adapting 
an export strategy or initiating a new 
business plan without appropriately 
reviewing if there is any potential 
impact on profit margins.  

Achieving full visibility of operations 
across the business is key for 

INFORMATION 
OVERLOAD NOT ONLY 
PUTS WORKERS UNDER 
PRESSURE, IT CAN ALSO 
HAVE A DAMAGING 
IMPACT ON THEIR ABILITY 
TO MAKE ACCURATE 
BUSINESS DECISIONS—60 
PERCENT CLAIM THAT 
THE AMOUNT OF DATA 
AND INFORMATION THEY 
RECEIVE DAILY CAN 
SOMETIMES MAKE IT 
HARD TO MAKE THE RIGHT 
CHOICES. 

HOW TO AVOID 
ANALYSIS PARALYSIS

today can result in data blindness 
and confusion, rather than clarity, 
when making all-important business 
choices—leading to ‘analysis 
paralysis’. 

Recent research indicates that the 
data deluge workers experience on a 
daily basis is becoming overwhelming. 
Nearly three-quarters (74 percent) of 
employees claim they’re dealing with 
more and more data, while almost 
two-thirds (62 percent) said they 
are often overwhelmed by the sheer 
volume of emails they receive. Over a 
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areas of concern in a way that is clear 
and actionable.

Making informed business decisions
Cutting through the everyday influx 
of data is an ongoing business need—
and systems that can help make 
decision-makers choose quickly, 
and wisely, are more crucial than 
ever before. To eliminate analysis 
paralysis, businesses need to access 
contextualised data and present this 
in a format—in a dashboard, or as 
graphics or alerts— that users find 
easy to work with. To simplify this 
process, all data needs to be stored 
in a centralised system that can be 
integrated with other devices—so 
that information can be accessed 
across the entire business, by 
multiple parties. 

Solutions like ERP and MES make 

it possible to enable the integration 
of data across the entire product 
lifecycle—from design, through to 
engineering, manufacturing, delivery, 
and customer service. This gives all 
stakeholders—from C-level executives 
to those working on the manufacturing 
floor—access to real-time, and 
actionable, information and insights. 
Having a filtered view of all this detail 
will enable decisions to be based on 
relevant, accurate and reliable data.

There is no room for uncertainty 
in business when paving the way for 
future growth. By applying analytics 
to data, decision-makers can swiftly 
access insights that will enable 
them to make the right choices 
to improve operations across an 
entire business—including customer 
service and demand planning—and, 
ultimately, profits. 

THERE IS NO ROOM 
FOR UNCERTAINTY IN 
BUSINESS WHEN PAVING 
THE WAY FOR FUTURE 
GROWTH. BY APPLYING 
ANALYTICS TO DATA, 
DECISION-MAKERS 
CAN SWIFTLY ACCESS 
INSIGHTS THAT WILL 
ENABLE THEM TO MAKE 
THE RIGHT CHOICES TO 
IMPROVE OPERATIONS 
ACROSS AN ENTIRE 
BUSINESS — INCLUDING 
CUSTOMER SERVICE 
AND DEMAND PLANNING 
— AND, ULTIMATELY, 
PROFITS. 

maximising the enterprise’s decision-
making capabilities. This includes 
having on-demand access to the 
right information, at the right time. 
However, according to KPMG’s 2016 
Global Manufacturing Outlook report, 
43 percent of senior executives admit 
they had either limited or no visibility 
at all into their supply chain—a 
concerning figure. 

While no one person can have direct 
visibility of everything that is going on 
in a company, business intelligence 
technologies and analytic software—
including enterprise resource planning 
(ERP) systems and manufacturing 
execution software (MES)—should 
be used to provide these insights. 
These technologies work by collecting, 
distilling, interpreting, editing, and 
presenting meaningful data in a timely 
manner, and highlighting issues and 
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   VIEWPOINT

NARENDER VASANDANI OF SIEMON TAKES A CLOSER 
LOOK AT INTELLIGENT BUILDING SOLUTIONS AND HOW 
THEY CAN HELP MAKE CITIES SMARTER. 

C
ompared to cities in the 
traditional sense, ‘smart’ cities 
have data and information 
and communication 
technologies (ICT) at the 

heart, with the overall purpose of meeting 
the needs of their citizens. And according 
to a definition by IBM, a smart city “uses all 
the interconnected information available to 
better understand and control its operations 
and optimize the use of limited resources”.

This level of smartness can generate a 
myriad of benefits and help modern cities 
address some of the 21st century challenges 
they are facing today. With the world 
population continuing to migrate to cities, 
cities will need to find new ways of tackling 
the problems that are likely to affect quality 
of life, including growing power demands 
and strained infrastructure, as well as the 
need for safety and security. 

An integral component of any city is its 
buildings, so if we are talking about smart 
city developments, we need to consider 
one of the core pillars – the intelligent 
building – and the role integrated building 
infrastructures in intelligent buildings play in 
the wider scheme of smart cities. 

In intelligent buildings, advanced systems 
and sensor technology monitors, collects 
and analyses information from a variety 
of building systems and their devices. 
In this way intelligent buildings provide 
an environment that is measurable and 
controllable. At the same time, data is 
shared between different building systems 
to improve the efficiency and effectiveness 
of the entire facility and resources are 
automatically adjusted for optimum 
building operation. 

Take the example of an employee 
entering a building with a badge. The access 

‘Intelligence’ in a building however can 
only be powered effectively if the underlying 
network infrastructure has been designed 
appropriately. A converged intelligent 
building infrastructure uses a single IP 
network for support of data, voice, video 
and low-voltage building automation 
systems such as lighting, HVAC, security, 
fire and safety systems and it allows for 
the integration of a wide range of sensors, 
control panels and detectors for monitoring 
and control. If this network is based on 
high-performance shielded copper cabling 
such as category 6A and category 7A and 
designed using a zone cabling topology, 
connections to building devices and 
sensors can easily be facilitated via short, 
high-performance connections from 
zone enclosures whilst allowing for easy 
integration of new devices into the existing 
structured cabling system over time.

Smart buildings can be seen as the 
cornerstones of smart cities, and if 
smart buildings are interconnected to 
each other in a strategic manner they 
enable smart cities to develop rapidly and 
efficiently. Data that is being consolidated 
over time from various intelligent 
buildings in the city can be monitored 
and analysed to reduce a city’s energy 
needs and carbon footprint and can help 
improve allocation of resources. Put 
simply, if real-time data that has been 
collected from different parts of the city is 
being used effectively, smart cities can be 
made smarter. What’s required though is 
a collaborative environment consisting of 
primary and secondary stakeholders (e.g. 
private building owners and developers), 
service providers, technology vendors 
and government to make smart city 
projects a success. 

HOW TO MAKE  
CITIES SMARTER

control system communicates with the 
company network to enable access, with 
the lighting system to illuminate his work 
space and with the heating, ventilation 
and air conditioning (HVAC) system to 
adjust the temperature to ideal working 
conditions. Not only do these integrated 
systems increase the capabilities of a 
building, with a building environment 
that actively adapts to the user and that 
puts people rather than systems at the 
centre, employee well-being, comfort and 
productivity can be greatly improved.

Building security is another major 
concern of city dwellers. With intelligent 
building systems a motion detector 
activates in case of suspicious activity in 
a secure area for example, the integrated 
system then activates a nearby surveillance 
camera to zoom in, to lock doors and to 
send an IP phone alert to security personnel. 
This level of integration enhances security 
in a building and translates into security 
personnel cost savings.

Integrated building systems also enable 
building owners and operators to reduce 
their operational expenditures of their 
facility, and energy consumption is a major 
driver here. The buildings sector accounts 
for 30 per cent of total final energy use 
globally and more than 50 per cent of 
global electricity consumption, according 
to the International Energy Agency (IEA). 
Gaining a better knowledge of the energy 
consumption of a building and monitoring 
and controlling its energy use will be one 
step towards lowering energy spent. Energy 
monitoring and control systems in intelligent 
buildings for example gather and analyse 
building occupancy data and traffic levels 
through the building to determine where 
exactly in the building energy is needed. 
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ALARIS S2040 SCANNER

R&M PRIME

FITBIT INSPIRE HR   

R&M has launched PRIME, a high-density cabling 
platform for Optical Distribution Frames (ODF). 
At maximum capacity, 5,376 optical fibres can 
be connected in an ODF with R&M’s PRIME 
modules, setting new density standards for the 
Fibre-to-the-Home (FTTH) market.

Above-ground street cabinets and basements, 
main distributor frames, central offices and POP 
sites are some of the most important locations 
for the PRIME ODF racks. Here they can form 
the nodes of local broadband networks such as 
city rings and feeder networks. The platform is 
also suitable for fibre optic distribution in data 
centres, and the backhaul networks of mobile 
communication providers.

Designed to help businesses capture information with 
superior image quality and accuracy, the Alaris S2040 
Scanner’s Embedded Image Processing is fast and 
effective, capable of processing 40 pages-per-minute/80 
images-per-minute without depending on a PC.

This model features an 80-sheet automatic document 
feeder (ADF) and supports the Alaris Passport Accessory 
and the Integrated A4/Legal Size Flatbed Accessory, 
offering users more flexibility to scan a variety of 
document types. 

The S2040 Scanner is bundled with Alaris Smart 
Touch functionality which streamlines the scanning 
processes and provides users with one-touch simplicity. 
In addition, Perfect Page technology provides state-of-
the-art capabilities for image enhancement, ensuring 
clean, crisp, images even for very challenging documents 
and mixed document batches. The S2040 also leverages 
Intelligent Document Protection, 
Active Feed and Controlled 
Output Stacking technologies 
to preserve originals, 
prevent data loss 
and ensure an 
uninterrupted 
flow of 
information.

PRODUCTS      

Fitbit Inspire HR is the brand’s most affordable and 
stylish 24/7 heart rate tracking device at AED 499. It 
packs all-day automatic activity, exercise and Sleep 
Stages tracking, with 15+ goal-based exercise modes, 
connected GPS, and Relax guided breathing in a stylish, 
slim design. For consumers who are new to wearables 
and want an even lower-cost, easy-to-use tracker, Fitbit 
Inspire is available at AED 349. It has the essential health 
and fitness features to help consumers stay motivated, 
including automatic activity, exercise and sleep tracking, 
goal celebrations, Reminders to Move and timer and 
stopwatch apps to help users stay on track. Both products 
have a new modern, comfortable and swimproof design 
with a touchscreen display, smartphone notifications, and 
up to 5 days of battery life for day to night wear.
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SUNIL PAUL, COO AND CO-FOUNDER OF FINESSE, ON 
WHY CHATBOTS WILL REDEFINE THE WAY BUSINESSES 
COMMUNICATE WITH THEIR CUSTOMERS

SHOULD YOUR 
BUSINESS USE 
CHATBOTS?

W
hen a virtual assistant 
greets you when you 
call your bank or when 
a chat box solicits 
your contact details 

on a travel website or prod you for search 
criteria on a real estate broker’s listing 
page, irrespective of time of day, you are 
experiencing chatbots at work.

If one parses the many definitions of 
chatbot over the Internet, they all broadly 
agree that it is a computer programme 
or software that engages with human 
users with pre-determined messages in a 
conversational format.

Thanks to artificial intelligence and 
natural language processing capabilities, 
the current crop of chatbots are able 
to mimic human conversations. As a 
result, diverse sectors from banking 
to healthcare to industrial services 
are turning to chatbots to drive their 
customer service interactions and glean 
valuable intelligence on customer and 
market behaviour as a bonus. 

The business case for chatbots is that 
they help automate routine functions and 
frees up the company’s human resources 
free to deal with more complex and value-
added tasks. Most companies look to 
chatbots as a means to reduce overheads 
and, thus reduce operational costs.

Chatbots are typically embedded 
in customer engagement channels 
like websites and apps or within chat 
platforms such as Facebook Messenger 
or SMS so that customers can enjoy 
24x7 access to the company without 
waiting times.

Chatbots sift through vast amounts of 
data to provide a customer with clear-

cut and personalised information so that 
customers don’t have to undergo the 
tedious exercise of navigating websites 
or IVR menus or wait over the phone to 
be attended by a call centre agent. Where 
the querying gets too complex, chatbots 
can escalate the case to a human agent.  

For companies hawking consumer 
facing products and services, chatbots 
can boost conversion rate and increase 
sales. Moreover, companies using such 
solutions are also perceived as innovative.

Where companies have to deal with 
multi-cultural environments like the Gulf 
region, chatbots can help them listen 
to the needs and preferences of their 
customers better.

Dealing with millennial generation 

that is growing up with Alexa and Siri, 
and accustomed to instant responses 
required companies to integrate VCA 
technologies like chatbots into their 
customer outreach strategies. And 
consumers are increasingly favouring 
chat over email for communication.

Gartner has predicted that 25 percent 
of customer service operations will use 
virtual customer assistants by 2020.
Organisations report a reduction of 
up to 70 percent in call, chat and/or 
email inquiries after implementing a 
VCA, according to Gartner research. 
They also report increased customer 
satisfaction and a 33 percent saving per 
voice engagement.

However, use of chatbots isn’t 
limited to customer facing operations. 
Companies could also be looking to use 
chatbots for internal operations – for 
example, they can be used as personal 
assistants for scheduling appointments 
or ordering office supplies. They can be 
also used in project management for 
automating team communications and 
reporting and tracking expenses.

Platforms are aplenty for building 
both Artificial Intelligence-based and 
Command-based chatbots. But before 
jumping on the chatbot bandwagon, 
enterprises need to answer three 
basic questions: Why do you need a 
chatbot?; What problem or challenge 
will it solve?; and who are the target 
users and what value will it offer them?

Once you have answered these 
questions, also spare some time to find 
successful use cases – only a consistent 
Return on Investment (ROI) can justify 
your investment. 

FOR COMPANIES 
HAWKING 
CONSUMER 
FACING PRODUCTS 
AND SERVICES, 
CHATBOTS CAN 
BOOST CONVERSION 
RATE AND INCREASE 
SALES. MOREOVER, 
COMPANIES 
USING SUCH 
SOLUTIONS ARE 
ALSO PERCEIVED AS 
INNOVATIVE. 
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By 2021 Interconnection 
Bandwidth is predicted to be 

10X THE VOLUME 
OF INTERNET 
TRAFFIC  

Today’s digital business leaders are  
 leveraging Interconnection to solve  for  
the complex integration and control  challenges  
of an increasingly distributed infrastructure.  

To better understand and track how industry 
leaders are driving business advantage with  
digital-ready infrastructures, Equinix developed 
the Global Interconnection Index (GXI), which 
tracks, measures and forecasts the  explosive 
growth in digital business. 

Learn more at www.equinix.ae

Contact us at +971.4.4493880



Smart Choices for
Digital Infrastructure

www.nexans.com/LANsystems

Digital transformation requires agile, carefully planned 
IT infrastructure, efficient data access and exchange.  
Each of these factors is vital to success.

The challenge is making smart, correct choices in line 
with performance requirements, without over- or under 
specifying.

Nexans supports you in making smart choices that will 
help you build and operate the most efficient and cost- 
effective digital infrastructure to support your business 
goals.

• Flexible, cost-effective bandwidth achitectures
• Optimised space usage
• Performance protection and enhancement
• Faster modular deployment 
• Design through to operational support services

Smart UK Advert A4.indd   1 9/03/2016   9:32:28
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