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I N T E R V I E W

In Susan Hauser’s own words, companies to-
day have incredible opportunities to use tech-
nology to propel their businesses forward. 
“Today’s marketplace is more dynamic than 

ever before. It requires companies to make in-
formed decisions more quickly while compet-
ing with everyone from traditional competitors 
to small start-ups. In order to succeed in this 
environment, companies need to transform into 
digital businesses,” explains the corporate vice 
president of the Enterprise and Partner Group 
at Microsoft. “Becoming a digital business isn’t 
just about automation. It’s what happens when 
companies rethink entire business models and 
processes. It’s also about making important 
cultural shifts. Whether a company’s employ-
ees are at the point of sale, on a plant floor or 
in the executive office, the ability to seamlessly 
communicate and collaborate with each other 
flattens organisational hierarchies and surfac-
es actionable information more quickly. The 
technology that enables a data culture helps 
companies make more informed decisions, be-
come more responsive, and offer products and 
services that enhance the customer experience. 
This is where we really begin to see the power 
of digital transformation and why it’s so vital to 
our customers’ long term success.”

When speaking with customers, Hauser says 
that the vast majority of them realise the im-
portance of becoming a digital business and 
want to partner with Microsoft to get there. “As 
a company, we’re committed to empowering 
individuals and organisations to achieve more. 
We’re doing that by creating more personal 
computing, reinventing productivity and busi-
ness process, and building the intelligent cloud. 
Digital transformation takes time and, like 
many changes, isn’t always easy,” she admits.

Not one for preaching what it doesn’t prac-
tice, Microsoft has taken a deep look at its own 
set up and it hasn’t been afraid to make some 
big changes – both in terms of how it works 
with its customers and the types of products 
it is bringing to market – to help businesses 
move with the times.

“Our engagement with customers now ex-
tends beyond IT and includes working with 
line of business leaders,” says Hauser. “By en-
gaging with both IT and the business, we’re 
able to deliver solutions and insights that help 
our customers maximise investments, inno-
vate, achieve their business goals and deliver 
greater impact. 

Under the leadership of CEO Satya Nadella, 
the company has been bringing a raft of prod-
ucts to market that support this new vision. 

“From the beginning, Satya has been clear 
that the company will innovate with a chal-
lenger mindset and has worked to put impor-
tant pieces in place to deliver – forming new 
partnerships and delivering entirely new expe-

riences that empower every person and every 
organisation to do more and achieve more,” 
Hauser explains. “Whether it’s Windows 10 and 
its support for the broadest set of devices, new 
capabilities in Azure and Office 365, the crea-
tion of new categories with products such as 
Hololens or expanding the footprint of our data 
centres, we have been very deliberate about the 

Having worked at Microsoft for over 25 years, Susan Hauser knows a thing or two 
about the enterprise business. We caught up with her to discuss the latest industry 
trends and what businesses can do to embrace digital transformation

Susan Hauser
B Y  R E B E C C A  L A M B E R T

“Making more informed decisions more 
quickly will increasingly be the factor 
that sets successful companies apart”
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investments we’ve made to accelerate our strat-
egy. I’ve been at Microsoft for more than twen-
ty-five years. There’s never been a more exciting 
or rewarding time to be at this company as we 
embrace our transformation.”

This summer marks a particularly exciting 
time for the company as it launches the latest 
version of its flagship operating system. Feed-
back so far has been promising.

“We have more than four million users to date 
in our Windows Insider programme, who are 
testing Windows 10 features on a daily basis,” 
says Hauser. “Business customers, partners and 
industry influencers tell us Windows 10 will 
be of great value. For instance, Dorothy Ste-
phenson, director of ITS from Kimberly Clark, 
shared this feedback with us: ‘One of the best 
promises of Windows 10 is getting new features 
on our devices every few months, and monthly 

security updates. The newest technology will 
be simply delivered to us – something we have 
never been able to do on our own in the past.’”

But beyond Windows 10, Hauser believes a far 
greater change is happening within the IT industry 
as a whole, and it’s happening at the intersection 
of cloud computing and connected devices. “That’s 
where we’re seeing an entirely new set of experi-
ences and customer expectations emerge,” she says. 
“Successful enterprise companies need to address 
these forces in order to compete and stay relevant. 
We’re seeing disruption occur across every indus-
try and in every geography. It really underscores 
the idea that every business is a software company.”

Hauser highlights what’s going on in the hos-
pitality industry as a great example. “Today, 
Airbnb is in more than 34,000 cities and 190 
countries,” she says. “By allowing people to 
monetise their extra space, they have turned 
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Last year, when a young girl visited her local 
Tesco in the Scottish town of Fraserburgh 
to buy a limited-edition pack of teabags and 

receive a complimentary stuffed monkey, she 
was disappointed to find that the store was not 
promoting the product. A few years ago, the girl 
would have simply gone home dissatisfied. How-
ever, thanks to a quick-thinking employee who 
used the retailer’s social portal to contact 30,000 
colleagues in stores across the UK, the next day 
she received a monkey from a Tesco store more 
than 450 miles away in Yorkshire.  

Not only did the platform – which uses Micro-
soft Yammer and SharePoint Online in Office 
365 – allow Tesco to provide a level of custom-
er service that would not previously have been 
possible, but it also motivated employees across 
the country to unite together and help a fellow 
colleague.  

This is just one example of how far the busi-
ness world has developed from the days where 
colleagues working in separate offices, cities and 
countries would only have been able to help one 
another by using telephone, fax, written mail, or 
travelling for face-to-face meetings. 

“Advances in cloud, mobile and social tech-
nologies have delivered a deluge of information 
directly to employees, which has significantly al-
tered the nature of work and the way they inter-
act in the workplace,” says Bryan Goode, senior 

director of Modern Collaboration at Microsoft. 
“Work used to be a solitary pursuit, but now it’s 
a communal effort where the only way to get 
ahead is to share information, build a collective 
knowledge base and collaborate in real time with 
colleagues, whether they work remotely via mo-
bile devices, sit in the same office, or live 2,000 
miles away. However, just as in the past, enter-
prises must still ensure that their employees are 
motivated to work as one cohesive unit to help 
the company attain its business aims.”

To do this, many companies have invested in 
enterprise collaboration or social interaction 
tools. In fact, the 2014 The Case for Embracing 
Social Media at Work survey carried out by Mike 
Rognlien, Facebook’s learning and development 
manager, and David Maxfield, vice president of 
research at VitalSmarts, showed that 77% of em-

Enterprises worldwide are embracing collaboration tools to create truly 
connected and engaged organisations. Not only do these tools allow 
employees to communicate as they do in their personal lives, but they also 
help to generate powerful insights for users across the company

B Y  R E B E C C A  G I B S O N     I L L U S T R AT I O N S  B Y  D A N  S C H L I T Z K U S

The power
of social

“Making it easier for teams 
to share information using 
collaboration tools may 
quickly raise staff morale 
and engagement levels” 
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R E TA I L  A N D  H O S P I TA L I T Y

Mobile technologies are having a big impact on the 
retail store experience, but they’re also revolution-
ising the hospitality experience too – think tablets 
replacing in-room paper compendiums, customers 
checking in via their mobile phones and so on. In this 
issue, we report on the latest developments in the ho-
tel sector in our special feature with Greg Jones on 
page 140.

In our lead story, you can also hear from LiveTiles 
about how it is helping retailers to build intuitive user 
interfaces that offer employees the same technological 
experience they enjoy at home. 

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

Across the industry, banks are transforming how 
they deliver new value and connected experiences 
to thrive in the digital age. They seek to deliver more 
value to customers through insights and relevant of-
fers by engaging them in natural, highly personal and 
innovative ways throughout the customer journey, to 
drive increased relevance, loyalty and profitability.
 
Find out more about Microsoft’s vision for the digi-
tal bank on page 72. You can also hear from industry 
thought leader Brett King on what traditional banks 
must do to avoid becoming tomorrow’s incumbent 
record store. And on the back of this year’s Insurance 
Accounting & Systems Association show, discover 
how mobile applications are transforming processes 
for insurance agents and their customers.

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

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

It’s hard to predict exactly what the manufacturing 
landscape will look like in the next few years, but one 
thing is for sure: the level of automation across the in-
dustry is going to increase in a big way. And it’s going 
to transform how manufacturers build, deliver and 
service their products. On page 84, I discuss some of 
the key areas Microsoft is focusing on to help manu-
facturers prepare for change. 

You can also hear from Bill Moffett on page 90 
about some of the ways in which manufacturers are 
shifting from product-centric to consumer-centric 
business models and, in turn, better engaging with 
their customers. 

M A N U FA C T U R I N G 
A N D  R E S O U R C E S
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P U B L I C  S E C TO R 

Much like is what happening in other industries, the 
healthcare sector is facing unprecedented changes 
when it comes to the way in which it serves consum-
ers. On page 114, hear from experts at Avanade about 
some of the ways in which healthcare providers are 
embracing digital innovation to better engage with 
patients and deliver a more personalised level of care.

On page 112, you can also discover why cloud adop-
tion rates are on the rise, as I share some of the lat-
est cloud implementation success stories across the 
public sector. 

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

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

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

As internet viewing figures continue to rise, media 
companies are having to explore new ways of deliv-
ering appealing content to their viewers that can be 
delivered via the device and channel of their choice, 
at the time of their choosing.

In the following pages, find out how broadcasters 
and media organisations around the world are react-
ing to consumer demands, dealing with the changes 
taking place in their industry and turning to cloud 
solutions like Azure Media Services to become agile 
content creators.
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