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R E TA I L  A N D  H O S P I TA L I T Y

Across the retail and hospitality industries there’s a 
significant amount of focus being placed on creating 
the best possible customer experiences – not just at 
the point of sale, but even before a customer steps into 
a store, and long after they’ve made a purchase.  

In this issue find out how leaders in the field are really 
succeeding in this regard, thanks to the powerful 
solutions from Microsoft and its partners. 

T R A C Y  I S S E L :  M I C R O S O F T

RETAIL AND HOSPITALITY

134

P U B L I C  S E C TO R 

While today’s public sector organisations are under 
an increasing amount of pressure to achieve more 
with reduced budgets, they are also presented with 
more opportunities to transform than ever before. 

Today’s most pioneering cities, for example, are lever-
aging technology to create more personalised services 
for citizens. Governments are waking up to the oppor-
tunity to use data to improve the delivery of services to 
their constituents. And leaders in education are using 
state of the art solutions to facilitate better collabora-
tion. Find out more on the following pages. 

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

PUBLIC SECTOR

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

Satya Nadella recently commented that ‘a digital 
transformation is remaking companies and their 
factories, bringing the intersection of manufacturing 
and technology even closer’. 

This is plain to see in this issue. In the following pages, 
find out how the internet of things is revolutionising 
mining. Discover how digital solutions are facilitat-
ing the rise of the connected car. And hear about the 
transformation of product design and manufacture. 

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

MANUFACTURING AND RESOURCES

Welcome One brand, global reach
Our customer magazine delivers perspectives and real-life 
examples of where Microsoft’s technology wins – both in the 
enterprise and in the world of public sector service delivery.
In creating the magazine we work with partners large and small 
– all of whom share the common goal of driving technological 
advancement via the Microsoft stack.

The messages we deliver about Microsoft and its ecosystem 
of partners are as relevant to our audiences now as they were 
when our first publication, Banking on Windows NT, launched 
back in 1998. As we move forward, we continue to adapt the 
way in which content is delivered to better serve the tens of 
thousands of senior business decision makers reading these 
publications throughout the year.

A panoramic view of latest news and views accompanies 
dedicated industry ‘deep-dives’ which provide the compelling 
content our contributors and readers have come to expect. A 
single brand with a global reach – welcome to The Record.

The Record will continue to evolve to better serve our readers 
and to more accurately follow the technology path that 
Microsoft and partners will take in the years ahead. The Record 
is a partnership and we encourage your feedback to help it 
serve you more effectively for many years to come. We hope 
you’ll join us on the journey.

Jon Ingleton
Managing director,
The Record

C O M M U N I C AT I O N S 
A N D  M E D I A

Today’s telco companies are on a journey to transform 
from vertically integrated service providers to enablers 
of services across the digital value chain. Recognising 
that this is no walk in the park, Microsoft and its part-
ners are working hand in hand with telco companies of 
all shapes and sizes to make the process easier.
 
In this issue Rikke Helms tells us more about this, and 
TeleWare’s Steve Haworth outlines the importance 
of partnerships. Plus, read about some of the latest 
implementations across the sector.

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

COMMUNICATIONS AND MEDIA

74

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

As the financial services sector seeks to drive digital 
transformation, the cloud is powering one of the fast-
est growing workloads in insurance: risk modelling. 
In risk modelling, speed and capacity are the keys to 
business value and, alongside our partners, we’re see-
ing a rapid rise in the number of insurers looking to 
the cloud to manage their risk workloads. Find out 
more in the following pages. In this section we also 
explore how blockchains are a catalyst for a collabo-
rative economy, and how innovative mobile solutions 
are helping banks to boost productivity and deliver 
exciting experiences, anywhere.

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

FINANCIAL SERVICES
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Driving further hybrid cloud adoption, Veeam 
has recently announced another new solution 
– Direct Restore to Microsoft Azure, which 
is already available in the Microsoft Azure 
Marketplace. This pre-configured Azure appli-
ance delivers cloud restore for Veeam Backup & 
Replication and Veeam Endpoint Backup. 

“The flexible, scalable and cost-effective nature 
of the hybrid cloud is becoming more compelling 

to IT administrators, and Azure continues to 
seize strong market penetration and momentum,” 
Timashev concludes. “Direct Restore extends 
current investments in Veeam Availability solu-
tions for our users and also enables them to fully 
utilise the power of the cloud. Veeam provides IT 
administrators with the flexibility and scalabil-
ity of Microsoft Azure, and availability and data 
management expertise.” 

According to Veeam’s CEO Ratmir Timashev, 
in today’s modern business world and with 
the evolution of today’s enterprise land-

scape, ‘every company is a software company’. 
“Veeam enables every company in the world to 
operate as an always-on enterprise,” he explains. 

But this attitude is more than just Timashev’s 
personal vision – it’s Veeam’s mission. In just ten 
years of existence, the company has achieved 
a leading presence, delivering availability to 
almost 200,000 customers. 

Timashev says that Veeam continuously delivers 
innovations by adding industry-first capabilities 
to its solutions. “We are a silent, stealthy enabler of 
digital transformation and underpin many of the 
IT infrastructures which we all – whether at work 
or at home – rely on every day,” he says. “Our 
maniacal focus on innovation allows us to stay 
several steps ahead of not only our competition, 
but also our customers. Through this, we are able 
to serve the needs of customers when they need 
us to, and also create features and functionality 
they haven’t yet realised they need.”

Users require around the clock access to applica-
tions and data, and any downtime is unacceptable. 
This is where Veeam steps in.

“More than 70% of the Fortune 500 com-
panies trust Veeam as their availability pro-
vider, so I’m confident that executives at other 
 customer-centric enterprises around the world 
feel the same way,” says Timashev.

Over the years, Timashev has proved he has an 
intuition and executive vision for future market 
trends and evolution. Looking forward, he says 
the next step in enabling corporate data avail-
ability is cloud penetration and cloud services. 
Strategic to achieving this is the company’s con-
tinued partnership with Microsoft. 

Veeam and Microsoft have a long history 
together. With the rise of Microsoft Hyper-V, 

Veeam immediately responded by adding full 
Hyper-V support and providing easy backup, 
recovery and replication.

As Microsoft continues its expansion to the 
cloud as part of the company’s ‘mobile-first, 
cloud-first’ vision, Veeam is also extending data 
availability to Microsoft Azure with solutions 
such as Veeam Cloud Connect with replication 
and Direct Restore to Microsoft Azure.

Jeffery Snover, technical fellow and lead archi-
tect for enterprise cloud at Microsoft, has said 
that Veeam has been and continues to be a fan-
tastic partner for Microsoft throughout their 
data centre journey. During his keynote speech 
at VeeamON in October 2015, Snover said: “As 
we make our journey to the cloud, Veeam con-
tinues to be a fantastic partner. Veeam Cloud 
Connect is one of the most popular downloads 
from the Microsoft Azure gallery.”

Cloud adoption and the amount of cloud-based 
workloads is growing at a 50% annual rate, and the 
demand for cloud services, including infrastructure- 
as-a-service and platform-as-a-service, is evolving. 
With Veeam Cloud Connect v9, Veeam provides a 
solid foundation for disaster recovery-as-a-service. 

“Everybody talks about disaster recovery in the 
cloud, but not a lot of companies are doing it,” 
explains Timashev. “We are going to be the ones 
that break open this market. It’s as easy as pick 
and click – pick the virtual machines you want 
to replicate, and click from the Veeam interface 
to replicate them in the cloud.” 

This is where Veeam Cloud Connect comes 
into its own. Veeam Cloud Connect allows 
companies to extend their availability strategy 
to Microsoft Azure or any other cloud of their 
choice. It also offers new business opportunities 
and recurring revenue streams for service provid-
ers by expanding their cloud-backup services to 
 enterprise-ready disaster recovery in the cloud. 

Ratmir Timashev, CEO at Veeam, explains how his company is working with 
Microsoft throughout its journey from data centre to the cloud, and shares his 
visions for the future of the industry

B Y  S E A N  D U D L E Y
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Staying one step ahead

“Everybody talks about disaster 
recovery in the cloud, but not a lot 
of companies are doing it”

CROSS INDUSTRY



Inside Join the conversation
Whilst guided by our Editorial Advisory Board, The Record 
content is ultimately driven by our end-customers. Responding 
to the challenges they face on a daily basis, our goal is to provide 
information, knowledge and wisdom that will enable both 
industry and public sector customers to realise the full range of 
benefits that the proactive adoption of technology can provide.

Each quarter, the Marketwatch section casts an eye across 
all sectors and geographies to find the very best news from 
the partner ecosystem. Our features showcase best-of-breed 
solutions across all areas of innovation and from the four 
pillars of the Microsoft value proposition – CLOUD, BIG DATA, 
MOBILITY and MEDIA SOCIAL.

The magazine then divides into five vertical sections – providing 
insight and commentary on key issues, case studies, solution 
profiles, features and reports specific to each sector:
• Communications and media

• Financial services

• Manufacturing and resources

• Public sector

• Retail and hospitality

Each of these sections is supported by a directory of associated 
partners, enabling us to showcase the full depth and breadth of the 
ecosystems working in these various industry sectors.

We look forward to welcoming you to the 
conversation.

Rebecca Lambert
Editor
The Record
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Earlier this year, Jackson Shaw explained 
to us just how important it is for today’s 
enterprises to develop a context-aware 

identity and access management (IAM) secu-
rity strategy. Now, several months on, and 
while he is witnessing change in the demand 
for IAM solutions, these are reactive deploy-
ments, rather than proactive. “By this I mean 
that it is only after an incident that organisa-
tions review security protocols and policies and 
consider changes,” Shaw explains. “Changing 
this thought process from reactive to proactive 
takes time, but we are starting to see companies 
become more proactive due to their auditors 
asking more pointed security questions that can 
be answered with context-aware identity solu-
tions. Establishing effective identity and access 
management strategies is a great way to take 
a proactive stance to an organisation’s overall 
security posture.” 

With an influx of devices brought into cor-
porate networks, and smarter employees using 
a variety of personal and corporately owned 
devices to access the corporate data to get 
work done, Shaw recognises that organisations 
face a number of challenges in terms of IAM. 
“Organisations must ensure that they have the 
security technology in place to alert them to 
unauthorised or unapproved devices accessing 
the network,” he says. “By doing so, it becomes 
possible to identify employees that may want to 
bypass security protocols.”

A recent Dell survey on data security discovered 
that IT teams felt there was a significant lapse 
between deploying the right level of security and 
being able to provide employees access to ongoing 

resources to ‘keep the lights on’. “With this in 
mind, it is vital to remain proactive with IAM 
deployments, as businesses are not static, they 
must remain flexible in order to succeed, and flex-
ibility brings changes to the way that employees 
work on the network,” Shaw explains. “The chal-
lenge this brings to the table is that some organ-
isations may opt for a basic IAM infrastructure. 
Whilst this may protect the most vulnerable parts 
of the network, it may not adequately protect 
the remainder of a growing network. This siloed 
approach can hamper the growth of the organisa-
tion, as well as reduce employee productivity and 
satisfaction, as users may regularly face challenges 
and may begin to search for work-arounds that 
ultimately exposes the business to risk.”

Shaw recognises that today’s employees 
require any time, any device and any loca-
tion access to the corporate network. “This is 
something that cannot easily be accommo-
dated using a traditional, static security pro-
cess,” he says. “Traditional security approaches 
address point-in-time risks when security is 
implemented in silos. Often, we see that users 
are required to have separate passwords for 
everything, and this is layered with multifactor 
authentication. When users work off site, they 

are subject to further scrutiny, however, with 
the wrong IAM solution in place, users can face 
frustrating obstructions, affecting their pro-
ductivity, whilst exposing the business to risks 
should a workaround be discovered.”

Shaw says that Dell takes a different approach. 
“We offer a real-time authentication strategy, 
‘context-aware’. This alleviates mismanagement 
of access issues by focusing on the context of the 
access request to ensure access is appropriate in 
real-time. IT gains the ability to automate and 
‘step-up’ to multifactor authentication when it 
is required. In addition, multiple passwords (or 
authentication actions) can be unified to pres-
ent the user with a seamless access experience 
that maintains all the security that business and 
IT demand without negatively impacting pro-
ductivity. In effect, this changes security from a 
productivity barrier to a business enabler.” 

Shaw expects organisations to realise the ben-
efits of an effective IAM strategy over the course 
of the next twelve months. “This drive in realisa-
tion is expected to come ahead of EU legislation 
changes, namely GDPR,” he says. “Organisations 
and auditors will need access to reports high-
lighting which users have privileged access 

rights, when they are using them, and what files 
they are accessing.”

Furthermore, with a change in regulations, 
organisations must be quick to respond and 
remediate threats prior to experiencing a 
breach. “With a comprehensive IAM strat-
egy, organisations can monitor what users are 
accessing the network, from where, and from 
what device. This automatic detection can 
establish trends in individual user patterns, 
creating a risk score. If the risk is too high, it 
will either interrogate the device, requesting 
the user to input more information in order 
to help identify itself, or it will refuse access, 
locking the user out of the system. This level of 
integration helps network security to become 
smarter, and more aligned with the businesses.” 

Shaw says that those organisations who fail to 
implement an appropriate strategy are taking 
a number of risks. “These risks come in many 
forms, from loss of business, to loss of consumer 
trust, and even imprisonment of board mem-
bers,” he explains. “Given the upcoming GDPR 
legislation reforms, it is imperative that organi-
sations are able to understand and put the steps 
required by the legislation into action.” 

Jackson Shaw, senior director of product management at Dell Software, gives us an 
update on the adoption of context-aware security approaches and offers his advice to 
organisations that want a smart, flexible solution  

Taking the challenge 
out of security 

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

“With the wrong IAM 
solution in place, users can 
face frustrating obstructions 
affecting their productivity”
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Driving further hybrid cloud adoption, Veeam 
has recently announced another new solution 
– Direct Restore to Microsoft Azure, which 
is already available in the Microsoft Azure 
Marketplace. This pre-configured Azure appli-
ance delivers cloud restore for Veeam Backup & 
Replication and Veeam Endpoint Backup. 

“The flexible, scalable and cost-effective nature 
of the hybrid cloud is becoming more compelling 

to IT administrators, and Azure continues to 
seize strong market penetration and momentum,” 
Timashev concludes. “Direct Restore extends 
current investments in Veeam Availability solu-
tions for our users and also enables them to fully 
utilise the power of the cloud. Veeam provides IT 
administrators with the flexibility and scalabil-
ity of Microsoft Azure, and availability and data 
management expertise.” 

According to Veeam’s CEO Ratmir Timashev, 
in today’s modern business world and with 
the evolution of today’s enterprise land-

scape, ‘every company is a software company’. 
“Veeam enables every company in the world to 
operate as an always-on enterprise,” he explains. 

But this attitude is more than just Timashev’s 
personal vision – it’s Veeam’s mission. In just ten 
years of existence, the company has achieved 
a leading presence, delivering availability to 
almost 200,000 customers. 

Timashev says that Veeam continuously delivers 
innovations by adding industry-first capabilities 
to its solutions. “We are a silent, stealthy enabler of 
digital transformation and underpin many of the 
IT infrastructures which we all – whether at work 
or at home – rely on every day,” he says. “Our 
maniacal focus on innovation allows us to stay 
several steps ahead of not only our competition, 
but also our customers. Through this, we are able 
to serve the needs of customers when they need 
us to, and also create features and functionality 
they haven’t yet realised they need.”

Users require around the clock access to applica-
tions and data, and any downtime is unacceptable. 
This is where Veeam steps in.

“More than 70% of the Fortune 500 com-
panies trust Veeam as their availability pro-
vider, so I’m confident that executives at other 
 customer-centric enterprises around the world 
feel the same way,” says Timashev.

Over the years, Timashev has proved he has an 
intuition and executive vision for future market 
trends and evolution. Looking forward, he says 
the next step in enabling corporate data avail-
ability is cloud penetration and cloud services. 
Strategic to achieving this is the company’s con-
tinued partnership with Microsoft. 

Veeam and Microsoft have a long history 
together. With the rise of Microsoft Hyper-V, 

Veeam immediately responded by adding full 
Hyper-V support and providing easy backup, 
recovery and replication.

As Microsoft continues its expansion to the 
cloud as part of the company’s ‘mobile-first, 
cloud-first’ vision, Veeam is also extending data 
availability to Microsoft Azure with solutions 
such as Veeam Cloud Connect with replication 
and Direct Restore to Microsoft Azure.

Jeffery Snover, technical fellow and lead archi-
tect for enterprise cloud at Microsoft, has said 
that Veeam has been and continues to be a fan-
tastic partner for Microsoft throughout their 
data centre journey. During his keynote speech 
at VeeamON in October 2015, Snover said: “As 
we make our journey to the cloud, Veeam con-
tinues to be a fantastic partner. Veeam Cloud 
Connect is one of the most popular downloads 
from the Microsoft Azure gallery.”

Cloud adoption and the amount of cloud-based 
workloads is growing at a 50% annual rate, and the 
demand for cloud services, including infrastructure- 
as-a-service and platform-as-a-service, is evolving. 
With Veeam Cloud Connect v9, Veeam provides a 
solid foundation for disaster recovery-as-a-service. 

“Everybody talks about disaster recovery in the 
cloud, but not a lot of companies are doing it,” 
explains Timashev. “We are going to be the ones 
that break open this market. It’s as easy as pick 
and click – pick the virtual machines you want 
to replicate, and click from the Veeam interface 
to replicate them in the cloud.” 

This is where Veeam Cloud Connect comes 
into its own. Veeam Cloud Connect allows 
companies to extend their availability strategy 
to Microsoft Azure or any other cloud of their 
choice. It also offers new business opportunities 
and recurring revenue streams for service provid-
ers by expanding their cloud-backup services to 
 enterprise-ready disaster recovery in the cloud. 

Ratmir Timashev, CEO at Veeam, explains how his company is working with 
Microsoft throughout its journey from data centre to the cloud, and shares his 
visions for the future of the industry

B Y  S E A N  D U D L E Y
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Staying one step ahead

“Everybody talks about disaster 
recovery in the cloud, but not a lot 
of companies are doing it”
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M A R K E T WATC H

and data analytics on a global 
scale. Data from Office 365 will be 
integrated with SAP solutions to 
boost employee productivity, while 
customers will be able to embed 
Microsoft Intune mobile device 
management capabilities into mobile 
apps built on SAP HANA. 

“Together with SAP, we are 
bringing new levels of integrations 
between our products that 
provide businesses with enhanced 
collaboration tools, new insights 
from data and a hyper-scale cloud 
to grow and seize new opportunities 
ahead,” said Nadella.

Microsoft boosts mobile 
and cloud strategy

Hewlett Packard Enterprise has released 
its Universal Internet of Things platform, 
enabling organisations to streamline 
the interoperability and management of 
heterogeneous internet of things (IoT) 
devices and applications.

Designed to be industry and vendor-
agnostic, the platform enables IoT operators 
to simultaneously manage heterogeneous sets 
of sensors and operate vertical applications on 
machine-to-machine devices. It also allows 
them to process, analyse and monetise collected 
data in a single secure cloud platform.

HPE simplifies IoT connectivity

At Microsoft Envision in 
New Orleans, US this 
April, Microsoft CEO Satya 

Nadella highlighted four key trends 
embraced by successful digital 
companies: boosting customer 
engagement, empowering employees, 
optimising business operations, and 
transforming products and services 
using digital content.

Microsoft is focusing on three key 
areas to empower customers to achieve 
more in today’s mobile-first, cloud-first 
world. These include: providing mobile 
personal computing; reinventing 
productivity and business processes; 
and building a cloud infrastructure so 
enterprises can convert data assets into 
intelligent insight.

“It’s no longer just about procuring 
and deploying one solution…it’s 
thinking of your own future as a 
digital company, building out what we 
refer to as systems of intelligence,” said 
Nadella. “These are digital feedback 
loops where you’re building systems 
that help you engage with your 
customers, empower your employees, 
optimise your operations and reinvent 
products and business models.”

Chinese consumer devices firm 
Xiaomi and Microsoft are bringing 
new productivity experiences to 
mobile devices for customers in China, 
India and worldwide. Microsoft Azure 
already powers Xiaomi’s Mi Cloud 
service and Windows 10 runs on Mi 

Pad, but this agreement will bring 
Microsoft Office and Skype to Xiaomi 
Android smartphones and tablets 
from September. 

Meanwhile, Microsoft and Citrix will 
help customers to accelerate their move 
to Microsoft Office 365 and mobile 
working. Citrix will deliver ‘as-a-
service solutions’ hosted on Azure, 
making it easier for customers to 
build and maintain the infrastructure 
for centralised apps and desktops. 
Customers will be able to deploy 
virtual apps or desktops on Azure 
via Citrix XenDesktop to expedite 
Windows 10 Enterprise adoption.

“Microsoft and Citrix have been 
working together for many years 
to support customer migrations to 
new platforms,” said Brad Anderson, 
corporate vice president of Enterprise 
and Client Mobility at Microsoft. 
“Citrix has delivered innovative 
approaches to make enterprise 
deployment of any new operating 
system easier, addressing the historical 
challenge of app compatibility in 
an enterprise deployment of a new 
operating system.”

Similarly, Microsoft SAP’s HANA 
cloud will run on Azure, enabling 
customers to deliver applications 

Microsoft has forged several partnerships to provide enterprise customers 
with the technology they need to move to the cloud and empower 
employees to become more productive 

Top: Xiaomi will  pre-install 

Microsoft  Office on its devices  

Bottom: The SAP HANA cloud 

will run on Microsoft Azure   

Microsoft is to acquire LinkedIn, 
a global enterprise social 
networking service, for US$26.2 
billion in an all-cash transaction 
later this calendar year.

 Microsoft plans to combine 
information about professionals 
in LinkedIn’s network with data in 
Office 365 and Dynamics CRM to 
make people more productive. 
It will also use LinkedIn’s social 
graph as an integrated selling 
and marketing tool alongside its 
Dynamics CRM products.

 “We are in pursuit of a common 
mission centred on empowering 

people and organisations,”  
said Satya Nadella, CEO of 
Microsoft, in an e-mail to 
employees. “Along with the 
new growth in our Office 365 
commercial and Dynamics 
businesses, this deal is key to 
our bold ambition to reinvent 
productivity and business 
processes.”

 LinkedIn, which has more 
than 433 million members 
worldwide, will retain its brand 
and independence. Jeff Weiner 
will remain as CEO of LinkedIn 
and report to Nadella.

Microsoft to acquire LinkedIn
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Gone are the days when a field worker 
would be sent across the country with 
nothing more than a bundle of papers and 

a map. According to Gartner, by 2018, 70% of 
mobile workers will use a tablet or a hybrid device 
with tablet-like characteristics. Aberdeen Group 
predicts that 63% of leading service organisations 
will invest in mobile tools as a key strategy to 
improve field service performance. What’s more, 
the top performing companies today prioritise 
investment in mobile tools to increase the access 
and availability of service knowledge, both for the 
field team and the rest of the organisation. 

“Mobile devices and state of the art software solu-
tions have vastly improved the lives of field teams,” 
explains Ralph Rio, vice president at ARC Advisory 
Group. “Today’s leading field service workers are 
much more efficient and can quickly respond to 
faults through access to real-time data and line of 
business applications. They have a fully-digitised 
job list with the ability to report the status of a job, 
even if they’re out of network range. Their company 
is able to map the most effective routes to customer 
sites and they can easily be re-routed if there’s an 
emergency. They can process their work orders and 
close a job without having to return to the office.” 

While these new efficiencies are proving ben-
eficial, Rio believes that new technologies will 
make life even easier for field service workers. 
“Virtual reality solutions like Microsoft HoloLens 
will prove to be transformational,” he explains. 
“HoloLens has unique capabilities which will 
allow field technicians to turn to a remote expert 
when in need of assistance. By blending the dig-
ital world with the real world using 3D objects 
that show up as holograms, HoloLens allows the 

field worker to show the expert a 3D visualis-
ation of the problem and the expert will be able 
to communicate back via Skype and annotate on 
their touchscreen to explain how the problem 
can be solved. There’s nothing else quite like it.”

Rio also believes that the industrial internet of 
things (IIoT) will also prove its worth for field 
service workers. “As more assets are remotely 
monitored, a technician can be sent to correct 
a problem before it turns into a major fault,” he 
says. “This will fundamentally change the service 
industry and provide a whole new raft of oppor-
tunities for business.” 

 Empowering the  
field worker   

I N T E R V I E W

With access to new technologies, today’s field service personnel are benefitting from improved 
efficiency and better access to specialist technicians. Holographic solutions and IIoT promise to 
make their lives even easier. ARC Advisory Group’s Ralph Rio explains

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

“A technician can 
be sent to correct a 
problem before it turns 
into a major fault”

69 w w w. t e c h n o l o g y re c o rd . c o m

V I E W P O I N T

TeleWare, which provides integrated com-
munications technology to help companies 
increase employee productivity, enhance 

the customer experience and meet regulatory 
requirements, hosted its Partnering for Growth 
event this March. The event highlighted how 
forming partnerships can help companies remain 
agile, meet evolving customer expectations and 
achieve longevity in today’s rapidly evolving tel-
ecommunications (telco) landscape. 

Speaking at the event, Gary Barnett, chief analyst 
of software at Ovum highlighted that the average 
lifespan of a company in 1960 was 56 years and fell 
to just 15 years in 2014. Is this decline the result 
of the increasingly competitive market in which 
businesses now operate? If so, we must find new 
ways for companies to operate more effectively.  

TeleWare believes that partnerships play a key 
role in helping companies to gain a competitive 
advantage that ensures their long-term survival 
in the telco market. As a communications tech-
nology provider that has a history of forming 
strategic partnerships with leading businesses, 
we know that these relationships help com-
panies to develop compelling propositions 
that improve customer experience, increase 
employee productivity and ensure regulatory 
compliance. This belief is echoed by both Ovum 
and Microsoft. 

Business partners can share customer, market 
and competitor insight to ensure that they both 
stay at the forefront of changing markets and 
emerging technologies. Partnerships also enable 
businesses to explore new opportunities to drive 
growth, without increasing capital investments in 
additional resources. 

During the TeleWare event, Microsoft’s senior 
product marketing manager Ian Woolner noted 

that for every dollar Microsoft generates, its 
partners generate eight dollars. He added that a 
common setback experienced by businesses is a 
stubbornness to invest in technology upgrades. 
Businesses ideally want to sweat their assets until 
the projected end of their lifespan. Unfortunately, 
many of these projections have been unable to 
account for just how quickly advancements in 
technology have come around.

Ovum research shows that on average, compa-
nies spend 82% of IT budgets on maintenance 
and just 18% on innovation. With so much 
spent on keeping the lights on, partnerships are 
a critical for businesses. They give organisations 
the flexibility and agility needed in this rapidly 
changing market and to keep up with evolving 
customer expectations. 

Steve Haworth is CEO of TeleWare

Partnerships play a key role in helping telecommunications providers to improve 
customer experience, increase productivity and remain compliant

S T E V E  H AW O R T H :  T E L E WA R E

“Partnerships play a key role in helping 
companies to gain a competitive 
advantage that ensures long-term survival”

Partnering for growth 
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Connected
For the past fifteen years we have been creating opportunities for 
Microsoft partners of all kinds to reach out to audiences of senior 
level business decision makers with a blend of traditional brand 
promotion and uniquely compelling content marketing.

The Record provides a powerful, accessible and highly affordable 
route to market for companies from every conceivable corner of 
the technology world, and in every case we deliver finely crafted 
partner conversations with a level of intelligence and competence 
that has afforded consistently positive feedback and forged lasting 
relationships with our collaborators.

Active involvement in The Record includes the following benefits:

• Worldwide distribution via the network of Microsoft offices

• Global visibility within Microsoft MTCs and EBCs

• Collaboration with leading industry events in all regions

• Direct subscription from business leaders in all geographies

•  A highly appealing and sustainable print edition with digital 
editions available online and as standalone apps.

The Record partner managers are well-versed in building robust 
marketing strategies and our writers are steeped in Microsoft’s various 
industry roadmaps and its technology stack. Together, they create a 
genuinely effective platform for you to gain competitive advantage.

Call us today and find out where you win with 
The Record.

Andy Clayton Smith
Head of publications
The Record

Engage with customers
Microsoft and partners

Customers

Analysts and associations

“The whole point of technology is to make employees’ lives simpler, automate the mundane tasks and free 
them up to spend more time interacting with customers.”



Global reach
The Record brand has an enormous worldwide reach, which 
includes many business executives who could be your future 
customers. For partners, visibility in the magazine offers a fantastic 
opportunity to extend brand awareness with a captive and 
influential audience.

The magazine’s editorial remit extends across every industry and 
into the public sector, with content being delivered in a highly 
focussed and sector-specific way and being sent out to a captive 
readership of decision makers that share our passion for innovation. 
With a circulation extending to all geographies, The Record gives an 
informed view of latest technology developments – from Microsoft, 
from our partners and directly from the senior executives that are 
steering the shape of modern commerce and citizen services.

Throughout the year The Record magazine continues to partner 
with key industry events to add yet further reach to its global 
distribution portfolio. Event highlights for the year include:

• Microsoft’s Worldwide Partner Conference 
• Microsoft Ignite
• Microsoft Envision
• NAB show: Communications & Media
• Sibos: Financial Services
• Hannover Messe: Manufacturing & Resources
• Smart City Expo: Public Sector
• NRF: Retail & Hospitality 

We look forward to seeing you cement 
relationships with existing customers and 
open doors to new business with The Record 
magazine.

John Burchett
Director, worldwide audience marketing
Microsoft

Access a captive audience
25,000 copies of The Record are printed and shipped throughout the world each quarter.
Website unique users, digital edition and enewsletter subscribers extend the total The Record 
audience to in excess of 100,000 individuals each quarter.

The Record website average monthly figures for 2015:
9,630 users        11,959 sessions        139,310 page views        13.29 pages per session
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At a glance
The opportunities to differentiate yourself and get noticed 
through The Record go way beyond those offered by traditional 
publications. Go to market alongside other strategic Microsoft 
partners and start to realise the benefits of participation today:

•  HIGH RETURN ON INVESTMENT – proven benefits delivering 
true business value marketing

•  JOINT GO-TO-MARKET – perfectly aligned to Microsoft’s go-
to-market roadmap, offering partners highly relevant and timely 
opportunities to promote their solutions and services

•  WIDELY READ – an influential readership of over quarter of a 
million digital and print readers, drawn from a decade and a half 
of industry and public sector publishing

•  RICH HERITAGE – a proven track record of positive, productive 
relationships and reader appeal

•  EDITORIAL PROFILE – opportunities to extend and enhance 
your profile beyond traditional advertising with highly 
coordinated content marketing packages

•  HIGH PRODUCTION VALUES – a high quality brand that 
enhances your corporate image

•  LONG SHELF LIFE – our readers are likely to reuse and share 
throughout the year.

The Record suite is a proven sales and marketing channel, 
fully integrated into Microsoft’s global activities and providing 
partners with a fully integrated channel to reach a highly 
influential audience.

Claire Brown
Senior account manager
The Record

Get yourself noticed
Magazine

Magazine Publishing Partners .....£15,500
Sector Publishing Partner .............£9,750
Sponsor* ...........................................£5,000
Double page spread ......................£7,750
Full page colour ..............................£4,800
Single sheet insert** .......................£7,750

Series discounts are available for multiple bookings. 
We are happy to discuss additional advertising and 
content marketing options that are not listed above.

*  Ask one of our account managers about bespoke 
Sponsorship packages

**  Prices exclude print. Other inserts and branding options 
available on request.

Partner Zone Resources

•  Editorial highlights 
summary of forthcoming features and articles

•      Artwork Essentials 
full mechanical details for advertisement artwork

•   Creating your artwork 
marketing services capabilities available to partners

•  The Record app 
download today from Microsoft Store

Partner directory

Standard ...............................£500
Print and online partner profile
Enhanced ............................. £1250
Standard entry plus a 250-word solution profile
Premium ...............................£2,500
Enhanced entry plus a half page advertisement

Advertisement artwork essentials
           Artwork instructions 

Please supply all advertisement artwork as a high resolution PDF file, 
conforming to the PDF/X-1A:2001 standard.

Crop marks should be included on all advertisement artwork.

3mm bleed should be added to advertisements that run to the edge of a 
page (e.g. full page advertisements).

All images within artwork should be high resolution (300dpi at print 
dimensions), with a CMYK colour profile.

All fonts should be embedded.

We recommend that text should be placed at least 12mm from left and 
right edges and 7mm from top and bottom edges to allow for tolerances 
in the trimming and binding process.

You may wish to supply a hard copy colour proof to match your 
electronic artwork. If no proof is supplied, we cannot guarantee the 
accuracy of the reproduction.

Bruce Graham
bruce.graham@tudor-rose.co.uk 

Contact us
For artwork queries or file transfer, please contact:

Libby Sidebotham
libby.sidebotham@tudor-rose.co.uk 

Tudor Rose, 6 Friar Lane 
Leicester, LE1 5RA, UK 
+44 116 222 9900

180mm x 117mm
No bleed  

but include 
crop marks

210mm x 280mm
Add 3mm bleed  
and crop marks

Artwork dimensions for The Record magazine

Full page: 210mm wide x 280mm high (plus 3mm bleed all round).

Double page: supply two separate single pages, each at 210mm 
wide x 280mm high (plus 3mm bleed).

Half page: 180mm wide x 117mm high (no bleed is required).

Please note: For bellybands, spread markers, inserts or other special items, contact one 
of our team (details below) for artwork instructions.

ü

ü
ü

ü

ü
ü

ü

File delivery
Please e-mail your artwork files to us (details below), or notify us that you are 
sending artwork using a file transfer system such as OneDrive.

Website 
 
Site sponsor - £5,500 per quarter 
Leaderboard banner - £2,250 per quarter 
Medium rectangle banner - £1,950 per quarter

eNewsletter
Leaderboard banner - £1,025 per quarter
Standard banner - £750 per quarter

Digital edition
Embedded video - £750 per quarter.

technologyrecord.com provides other 
content and branding opportunities for  
the imaginative marketer. Please share  
your ideas so that we can help you  
leverage this opportunity.



About us Call +44 (0)116 222 9900
The Record is published by Tudor Rose in partnership with 
Microsoft, a partnership that has been successfully publishing 
magazines for Microsoft’s customers since 1998.

Tudor Rose is an integrated publishing and marketing 
services company, organised to fulfil the demands of global 
organisations. Our clients include some of the most respected 
brands in the world, including Microsoft and the United Nations. 
Visit www.tudor-rose.co.uk for further information.

Tudor Rose
Tudor House, 6 Friar Lane, Leicester, LE1 5RA United Kingdom

Tudor Rose is a member of the Professional Publishers 
Association and a signatory of the United Nations Global 
Compact.

The Professional Publishers Association (PPA) is the voice of 
professional publishers, representing around 220 companies.

The UN Global Compact is a strategic policy initiative for 
businesses that are committed to aligning their operations and 
strategies with ten universally accepted principles in the areas of 
human rights, labour, environment and anti-corruption.

The Record is printed using paper certified under the Forest 
Stewardship Council (FSC) system, which promotes responsible 
management of the world’s forests.

Andy Clayton-Smith
andy@technologyrecord.com

Tim Grayson
tim.grayson@technologyrecord.com

Claire Brown
claire.brown@technologyrecord.com

Ricky Popat
ricky.popat@technologyrecord.com
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Sean Dudley
sean.dudley@technologyrecord.com

Rebecca Gibson
rebecca.gibson@technologyrecord.com

Lindsay James
lindsay.james@technologyrecord.com

Toni Olanrewaju
toni.olanrewaju@technologyrecord.com

Stuart Fairbrother
stuart.fairbrother@technologyrecord.com

Jay Gessey
jay.gessey@technologyrecord.com

Alan Weston
alan.weston@technologyrecord.com

Rebecca Lambert
rebecca.lambert@technologyrecord.com
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