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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.
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MANUFACTURING AND RESOURCES

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
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here’s a great sense of optimism within
Microsoft at present, and rightly so. The
company’s digital transformation strategy – set out by CEO Satya Nadella – is gaining
acceptance across the business world. “Digital
technology is transforming every industry
in every part of the world,” said Nadella. “At
Microsoft we are helping customers harness the
power of technology to empower employees,
optimise operations, invent new business models
and transform their products for customers.” This
strategy is coming to fruition in the form of customer wins, success stories and new partnerships.
At the end of February, ClearBank – the first
clearing bank to enter the UK market in more
than 250 years – confirmed that it is running its
core operations on the Microsoft Cloud platform.
Built from the ground up on a combined public
and private cloud infrastructure, the bank says
that its modern platform will enable it to offer
new competitive transactional banking services
more cost effectively and efficiently when it
opens for business this coming autumn.
“There are thousands of new fintech startups and challenger banks improving choice,
but the industry will never truly move forward

• Manufacturing and resources
• Public sector
• Retail and hospitality

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

there is agility and innovation, and that company
employees are digitally empowered. For example,
we’re helping them to take advantage of advanced
analytics, and push next best offers and actions
that are relevant to individual customers.”
“But on the flipside, we’re also focused on issues
such as risk management, ensuring compliance,
modernising legacy systems and cost reduction,”
continues Cone. “It’s about us helping financial
institutions to rapidly adapt to the changes happening around them, with operational efficiency
and agility.”
Microsoft customers are harnessing developments, including artificial intelligence (AI), the
internet of things (IoT), and high performance
computing as part of their digital transformation
journey. Mitsubishi UFJ Securities International,
for example, is using high-performance computing grids in Microsoft Azure to scale its compute
power to support its risk computations and regulatory compliance. This has helped the company
save millions of dollars in servers and data centre
space. By using sensors (IoT) to collect preventative maintenance data from ATMs and analyse it
in the Azure Cloud, Diebold Nixdorf has reduced
its maintenance costs by 90%.
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Satya Nadella shared
Microsoft’s digital
transformation vision
with Mastercard CEO
Ajay Banga on stage at
the FinTech Ideas Festival
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INTERVIEWS
INTERVIEW

We speak to Microsoft to find out how its innovation centres are
helping start-ups, academia, governments and partners to drive
entrepreneurship around the world
BY REBECCA GIBSON

B

ack in 2014, an innovation team at the
Mobile Health Unit – a partnership between
Belgium’s Hasselt University and Ziekenhuis
Oost-Limburg – was exploring the feasibility of
using smartphones to monitor cardiac arrhythmia for patients with heart diseases. Three years
later, the team has formed a new medical device
company, Qompium, and is working with cardiologists to prescribe its CE-certified FibriCheck
mobile app so patients can monitor their heart
rate using their smartphones.
The same year, Belgium-based biotechnology
company UgenTec harnessed the power of cloud
computing to accelerate the analysis of DNA for
laboratories. The company has since secured
around €3 million (US$3.26 million) in funding.
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Both start-ups have one factor in common:
they achieved their success with the help of
the Microsoft Innovation Center (MIC) in
Flanders, Belgium.
Opened in 2012, MIC Flanders is a non-forprofit, public-private partnership between the
government, universities and research centres,
public and private organisations, and Microsoft.
“MIC Flanders aims to create an ecosystem of
start-ups that will drive digital transformation
in Belgium’s complicated healthcare system,
which is heavily subsidised,” says director Tom
Braekeleirs. “The federal government manages
public health, but regional authorities coordinate care services, so it’s difficult for start-ups
to navigate the maze of reimbursement policies

eleWare, which provides integrated communications 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 telecommunications (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 technology provider that has a history of forming
strategic partnerships with leading businesses,
we know that these relationships help companies 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
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Retail

CASE STUDIES
Empowering the
field worker
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
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G
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.

“Partnerships play a key role in helping
companies to gain a competitive
advantage that ensures long-term survival”
Ovum research shows that on average, companies 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

one 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 solutions 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 beneficial, 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 digital world with the real world using 3D objects
that show up as holograms, HoloLens allows the
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“A technician can
be sent to correct a
problem before it turns
into a major fault”
field worker to show the expert a 3D visualisation 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 opportunities for business.”
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UPFRONT

Joining forces
for innovation

Emiel Chung

Lindsay James
Editor
The Record

Speaking at the FinTech Ideas Festival in San
Francisco, US, Nadella explained that Microsoft’s
mission is grounded in empowering every person and organisation on the planet to achieve
more, and that companies must not simply make
digital products, but also look to engage their
customers digitally.
“There is a broad spectrum of use cases of digital
technology,” Nadella says. “Everyone is a digital
company or software company today. The question
is, how good are you at it? You’ve got to ask yourself what capability you’re building, whether it’s AI,
machine learning, or the digital experience.”
For Karen Cone, who heads up Microsoft’s
financial services division, the reason the digital
transformation strategy is resonating with financial institutions is because it covers off two key
areas of importance – it shows the opportunities
to be had from cutting-edge innovation, but it
also helps to tackle the challenges many businesses face here and now, related to modernising
their legacy systems.
“I call it the ying and the yang,” says Cone. “On
one front we’re working with financial institutions to create innovative customer and employee
experiences. In this instance, it is critical that

Social
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GSIC

We look forward to welcoming you to the
conversation.
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while it’s constrained by the challenges of legacy operational structures,” said Nick Ogden,
ClearBank’s executive chairman, during the
launch event on 28 February. “Figures from
the Cruickshank Report indicate that, with the
improved efficiency delivered by ClearBank’s
built-for-purpose technology, between £2bn and
£3bn could be saved from the annual costs that
are paid for transactional banking in the UK.”
Similar success stories are being told across the
financial services industry and beyond.
US life insurance company MetLife is taking
advantage of Microsoft Azure to run complex
actuarial simulation models, delivering high
quality actuarial insights with incredible speed
to decision makers around the globe. This is
resulting in an improved customer experience
and business decision making process, with an
expected 45-55% saving in infrastructure costs.
And, thanks to the Microsoft Dynamics 365
platform, Metro Bank in the UK is able to
provide employees with immediate access to
information, such as branch traffic patterns or a
customer’s account activity. “Technology should
be used to engage people and that’s what we do at
Metro Bank,” says CEO Craig Donaldson.
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INTERVIEW

Partnering for growth
S T E V E H AW O R T H : T E L E WA R E

We discuss Microsoft’s digital transformation strategy and hear from
Karen Cone about the difference it is making in financial services
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Digital transformation
in financial services:

BY REBECCA L AMBERT

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.
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and find gaps where they can add value to the
existing system.”
The team at MIC Flanders uses government
grants and funding from corporations to help
entrepreneurs do just that. “Our main focus is to
get as many people as possible to suggest innovations that could help the digital transformation of Belgium’s healthcare system,” Braekeleirs
explains. “We start by hosting innovation camps
and hackathons, then we use our four-month
Health Ramp Up acceleration programme to
help promising organisations move from initial
ideas to a viable business plan supported by their
first round of investments. Our role in three
words: ideation, matchmaker and accelerator.”
Braekeleirs recalls one early hackathon that was
particularly successful in which a nurse named
Linda challenged entrepreneurs to make it easier
and more cost-effective for hospitals to manage
patients with chronic diseases.
“The result was a digital health software
company named LindaCare, which provides
integrated telemonitoring software solutions
that make it cheaper and easier for hospitals
to provide high quality care for patients with

chronic heart failure and cardiac arrhythmia,” he
says. “Not only does LindaCare now work with
Belgium’s largest hospital – University Hospital
Leuven – but it has also received a US$500,000
grant to open a US office. That’s just one example
of how powerful it can be to work with an MIC.”
Similar powerful partnerships have also been
formed elsewhere in the world. For example,
Microsoft joined with the Madrid Regional
Government, universities and industry partners – such as Real Madrid FC and MediaPro
– to open the Global Sports Innovation Center
(GSIC) in Madrid, Spain in May 2015.
“GSIC was created as a global hub with an
open collaboration philosophy to foster innovation and the development of technologies
for all sports-related industries,” says Iris
Córdoba, general manager at GSIC, adding
that it is the only MIC specifically focused
on the sports sector. “We use funding from
our partners to create synergies between our
more than 100 members and relevant public
institutions, representatives in the academia
and sports industry. Our four pillars are to:
provide a business hub where members can
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Environment

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:

People

Enterprise

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.

Healthcare

Strategy

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.
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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.

Engage with customers
Microsoft and partners

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:

Customers

• 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

“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.”

Analysts and associations

Global reach

Access a captive audience

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.

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 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 Inspire
• Microsoft Ignite
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At a glance

Get yourself noticed

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:
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fully integrated into Microsoft’s global activities and providing
partners with a fully integrated channel to reach a highly
influential audience.
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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.

EDITORIAL
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magazines for Microsoft’s customers since 1998.
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