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CHALLENGE

With a growing portfolio, including more than 10 

operators, Avianca was faced with more than 1,000 

applications that had evolved over the years. Many 

were developed on different technologies and 

integrated with point-to-point architectures. An 

integration platform was needed to provide standard 

enterprise service bus (ESB) capabilities to deliver 

consistent user experience for all customers 

around the world. 
 
SOLUTION

Avianca selected the Red Hat JBoss Middleware 

portfolio to build the primary integration platform for 

its entire organization. The integration platform now 

supports applications for business-critical functions 

such as sales, ticketing, back office, and maintenance. 

Avianca is now able to provide uniform business 

services to its customers and more easily on-board 

new airlines.

ABOUT RED HAT

Red Hat is the world’s leading provider of open 

source solutions, using a community-powered 

approach to provide reliable and high-performing 

cloud, virtualization, storage, Linux, middleware, and 

mobile technologies. Red Hat also offers award-

winning support, training, and consulting services. 

Red Hat is an S&P company with more than 70 

offices spanning the globe, empowering its 

customers’ businesses. 

 
ABOUT AVIANCA

Avianca is the oldest airline in Latin America, with 

95 years of continuous operation, serving 100 

destinations in 27 countries throughout the Americas 

and Europe. Through its membership in Star Alliance, 

Avianca offers the ability to connect to more than 

1,330 destinations in 192 countries worldwide.

AVIANCA CHOSE RED HAT. 
INTEGRATE FASTER. INTEGRATE SMARTER.

The complete success story can be found at 

www.redhat.com/en/customers/winner-avianca
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LEARN MORE AT

Demands on IT are higher than ever to deliver faster, more adaptive solutions
for connecting data, applications, and devices.

Taking advantage of these connections starts with a robust,
scalable integration architecture.

Red Hat can help through our broad portfolio of modular technology and services
that simplify how you connect business and IT assets across on-premise,

mobile, and cloud environments.
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SAFEGUARDING YOUR SECURITY AND PRIVACY AT WORK AND AT HOME

Smart
SECURITY

TM

NEWSLETTER

From the editors of CSO magazine, Security Smart is 

a quarterly newsletter ready for distribution to your 

employees—saving you precious time on employee 

education! The compelling content combines  

personal and organization safety tips, making it  

applicable to many facets of employees’ lives.

Security Smart has an easy-to-read design and clear, 

engaging and entertaining articles so you are assured 

that your intended audience of employees—your 

organization’s most valuable assets—will read and 

retain the information. Sign up today to start having 

this newsletter distributed as a key tool in raising  

security awareness within your organization.

Subscribe today!
To view a sample issue of  
the newsletter, learn about  
the delivery options and  

to subscribe visit:

WWW.SECURITYSMART.COM

Security Smart is published by CSO, A business unit of IDG Enterprise.  |  ©2015 CSO

■   Most security breaches happen due to human error

■ 4 out of every 5 data breaches caused by human  

 error are unintentional

■  4 out of every 5 security events caused by insiders 

have a negative impact on their enterprise organi-

zation (including loss of confidential information, 

critical system disruptions, reputational harm,  

lost customers and more)
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The link between 
the C-level  

execs is symbiotic, 
typically pairing  

two people with  
different skill sets, 
backgrounds and 

perspectives.

CIO and CMO: Tech’s (not so) odd couple
i hate to admit that I’m old enough to remember watch-
ing the ’70s sitcom The Odd Couple. (However, please note that 
my more vivid memories are of watching the reruns.) To me, 
the show’s opening was the best part. It told the story of how 
Oscar Madison and Felix Unger ended up as roommates. At 
the end, the narrator posed this question:

Can two divorced men share an apartment without driving each 
other crazy?

Of course, the answer was no. Oscar and Felix did drive other 
each crazy, but they also knew (if only subconsciously) that 
they needed each other. Oscar was the yin to Felix’s yang. The 
relationship was not unlike the one between today’s CIO and 
CMO. Before you slam your mouse down in anger or wander 
away confused, I’m not being literal. I’m not saying that CIOs 
and CMOs are disturbingly messy and hopelessly disorganized 
like Oscar, or obsessive-compulsive and freakishly neat like 
Felix. And they certainly don’t (all) drive each other crazy. 

Disclaimers aside, we did call Beth Stackpole’s cover story in 
this month’s issue “Meet Tech’s New Odd Couple” for a reason. 
While not literally like the bond Oscar and Felix shared, the link 
between the C-level execs is symbiotic, typically pairing two 
people with different skill sets, backgrounds and perspectives. 
CIOs today are more business-focused and customer-facing, 
which means they must collaborate with marketing more 

closely. According to our State of the CIO 2016 research, more 
than two-thirds of you spend time consulting with marketing to 
determine requirements and evaluate potential vendors for the 
marketing team. 

And while it’s often easy to see marketing and IT at odds, the 
reality is that, like Oscar and Felix, the CIO and CMO know 
it’s right to work together. After all, as Forrester analyst Sheryl 
Pattek told Stackpole, “Customer experience is becoming a hot 
button — not just for the CMO, but across the C-suite. Custom-
ers expect a consistent experience, and they expect a company 
to know who they are from device to device and from touch 
point to touch point. You can only do that with technology.”

Stackpole’s story chronicles the CMO-CIO relationships at 
Akamai and SAS Institute, highlighting how a partnership 
between the executives can thrive. It has to. CMOs aren’t a 
patient bunch. As Pattek points out, it’s not uncommon for them 
to venture into the realm of shadow IT and, for example, engage 
with SaaS marketing platform providers, only to find the pieces 
they brought in don’t integrate or provide a consistent experi-
ence. “They need help and turn to the CIO,” she says. 

What’s the marketing and IT relationship like at your com-
pany? Which department is Felix, and which one is Oscar? Let 
me know at dmuse@cio.com.

–Dan Muse, Editor in chief, CIO

http://www.cio.com
mailto:dmuse@cio.com
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“Now that we 
are firmly in 

the customer 
experience 

economy,  
the need for 

customer con-
tact has only  

accelerated. ”

Why it pays to meet your customers
in the may 2015 issue of CIO magazine, I wrote that it was 
time for CIOs to gain a better understanding of their compa-
nies’ external customers, and even to start taking steps that 
would lead to themselves and their teams spending time 
directly with those customers. Now that we are firmly in the 
customer experience economy, the need for customer contact 
has only accelerated. 

CIO.com’s 2016 State of the CIO report bears this out. In 
the latest installment of our annual survey of more than 500 
CIOs, nearly two-thirds of the respondents said that they cur-
rently meet with external customers. That’s a decent start, but 
a lot of work still needs to be done in this area for CIOs to truly 
become a factor in driving positive customer experiences. 

You could argue that, outside of sales and marketing, IT is 
the business division for which it is most important to meet 
with external customers.

To further put some numbers around why it is so beneficial 
for IT to meet with customers, consider this: Of the State of the 
CIO survey respondents who said that they regularly meet 
with customers, 57 percent report directly to the CEO, versus 
46 percent of all survey respondents. 

Additionally, 41 percent of CIOs who have regular contact 
with customers spend their time on highly strategic activi-
ties, such as driving innovation, developing new go-to-market 

strategies and technologies, and studying market trends for 
commercial opportunities. In contrast, just 19 percent of CIOs 
who seldom or never meet with customers engage in strategic 
activities such as those.

Many of the CIOs and other IT leaders I have the pleasure of 
meeting in my travels tell me that they interact with their end 
customers on a semi-regular basis. They’ll be the first to admit 
that it’s not easy to juggle a customer-facing role along with all 
of the internal work and responsibilities CIOs have to handle. 
But you’ll come away with a wealth of valuable information if 
you can spend time with customers. And there’s no better way 
to elevate and solidify your position within your organization 
than to have direct contact with your end customers and see to 
it that you and your team make it a priority to add value to the 
customer experience. 

I urge you to get out there and meet with your company’s 
customers. You’ll be amazed at what you will learn and what 
it can do for you, your organization and, most importantly, the 
customers themselves.

I’d love to hear about your customer experiences. Please  
contact me at adennison@cio.com, or follow me on Twitter at 
@adamidg. 

– Adam Dennison,  
SVP and publisher, CIO

http://www.cio.com
http://www.cio.com/article/3022833/cio-role/state-of-the-cio-2016-its-complicated.html
mailto:adennison@cio.com
https://twitter.com/adamidg
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emerging  TeCH

p H o T o  C o l l a g e  b y  T H i n k s T o C k / T e r r i  H a a s

IBm’s Watson has been pushing ever further 
into the business world in recent months, 
and now it’s helping online retailers analyze 
performance and make better merchandising 
decisions.

Commerce Insights, which IBM debuted in 2015, 
now includes cognitive capabilities from Watson 
Analytics. The new features are designed to give 
merchants a better understanding of category and 

Why isn’t your 
product selling? 
Ask Watson 
iBm’s commerce insights tool now taps 
Watson’s cognitive capabilities to help retailers.
By K ather ine noyes 

http://www.cio.com
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For insights on 
performance, 
Watson 
Analytics 
can provide  
a list of  
several  
potential  
starting 
points.

product performance.
A store view in Commerce 

Insights overlays customer and 
performance data on top of the 
user’s storefront, enabling online 
retailers, product managers and 
marketers to see their products, 
categories and landing pages as 
they appear to shoppers, along 
with embedded performance data, 
in a single view.

For insights on performance, 
Watson Analytics can provide 
a list of several potential start-

ing points. Alternatively, natural 
language interaction capabilities 
allow users to search for trends by 
using queries made up of everyday 
words, with no expert assistance 
necessary.

For example, an online retailer 
faced with disappointing sales  
in a new line could ask Watson 
Analytics for more details. If the 
finding was that mobile traffic to 
those items was limited in certain 
geographic areas, the company 
could create a new promotion  

targeting those regions.
IBM says that the new capa-

bilities offer a real-time view into 
consumer behavior and market 
factors that are affecting a mer-
chant’s business, and companies 
can use the tools to proactively 
identify opportunities and road-
blocks and act accordingly.

Commerce Insights is available 
on the IBM Cloud Shop.  n

katherine noyes is a u.s. correspon-
dent for the iDg news service.

http://www.cio.com
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Virtualization makes it possible 
to spin up spaces where developers 
can do their work separate from 
production systems. But provi-
sioning a virtual workspace isn’t 
always a quick or simple task. This 
is where infrastructure as code 
(IAC) comes in. 

“IAC is an approach to managing 

IT infrastructure for the age of the 
cloud, microservices and continu-
ous delivery,” says Kief Morris, head 
of continuous delivery at Thought-
Works Europe. “The basic idea is 
that you treat your IT infrastruc-
ture as software. This helps you to 
make changes to it rapidly and eas-
ily, and safely and reliably.” 

Using code to automate the task 
of setting up and configuring a 
virtual machine (VM) or container 
offers a fast and repeatable method 
for replicating the process.  

IAC isn’t all that different from 
scripting in terms of automating 
an IT process. But while scripts are 
typically used to automate static 

steps, IAC dictates what kind of 
infrastructure is produced. 

At the same time, the code also 
becomes your documentation. 
“Anyone can reference a script and 
know what the configuration is 
for,” says Chris Riley, co-founder 
and DevOps analyst at content 
marketing service Fixate.io.

Welcome to 
infrastructure 
as code  
Sometimes referred to as programmable 
infrastructure, iAc lets you rapidly and 
safely deploy virtual environments.
By andy Patrizio

http://www.cio.com


10F e b r ua r y  2 016  |  c i o . c o m

emerging  TeCH

The ingredients
To properly embrace IAC, you need 
three things: agile development 
processes, a DevOps environment 
and the tools to write the code. 

DevOps and agile go together, 
because both are about speeding 
up development and empower-
ing coders. “If you use automa-
tion tools but still manage your 
infrastructure with the Iron Age 
approaches to change manage-
ment, you’re losing the benefit,” 
says Morris. “IAC is more reliable, 
particularly if you use agile engi-
neering practices like test-driven 
development, continuous integra-
tion and continuous delivery.” 

After that, you need to choose a 
programming language. For most, 
it’s either Chef or Puppet, both 
of which are made for this tech-
nology. Chef is designed for fast 

collaboration in a DevOps envi-
ronment. Puppet is for automating 
the process of building an infra-
structure. 

“Chef and Puppet have frame-
works that make the job easier. 
It all depends on how custom-
ized your stuff is and how you 
want it to be reusable by other 
people,” says Gartner analyst Sean 
Kenefick. 

The one thing that might be lack-
ing with IAC is good documenta-
tion and studies. That’s because 
IAC is still a new concept, not even 
two years old. 

“The concept and many of the 
tools are pretty mature, but orga-
nizations are still figuring out how 
to implement it and how to adapt 
their processes, structures and so 
on,” says Morris, who is writing a 
book on IAC. 

The benefits
Incorporating IAC into your IT 
operations would make your 
developers happy. That, in turn, 
would yield two indirect benefits: 
lower expenses and a reduction in 
the prevalence of shadow IT.

“From a monetary perspective, 
you are looking at a way to run 
things much more quickly and 
[with] much less risk. If you can 
reduce how long it takes to do 
something from four days of man 
hours to 15 minutes of man hours, 
then that person is able to do other 
things,” says Kenefick. 

IAC would help curb shadow IT 
because developers wouldn’t have 
to wait for IT to provision new 
VMs. “The nature of some devel-
opers is they will do their own 
thing no matter what,” says Riley. 
If they have to wait for something, 

they will try to do it themselves, 
using something like Docker or 
Oracle’s VirtualBox — “both of 
which pose risks,” he adds.  

The next steps
Managing resources in cloud envi-
ronments is the next challenge for 
organizations that embrace IAC. 

Amazon does provide tools to 
develop IAC in the cloud, though 
“they are not always easy to use,” 
Kenefick says. But still, they’re 
better than nothing: “The tools do 
make it easier to do what we should 
have been doing for years,” he adds. 

How well organizations are able 
to make IAC work may depend 
largely on the skill sets of their 
developers.  n

andy patrizio is a freelance journalist 
based in southern California.

“ The nature of some developers is they will do their own thing 
no matter what.”   —CHris riley, Co-FounDer anD Devops analysT, FixaTe.io

http://www.cio.com
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cmos and cios typically come from 
different backgrounds and have different 
perspectives, but making their relationship 
work is critical to the digital business.   >>>
b y  b e t h  s t a c k p o l e

cover story    |   leaDersHip

Meet  
tech’s  
new
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hen Akamai was laying
the foundation for its digital busi-
ness back in 2010, CMO Brad 
Rinklin had a relationship with IT, 
but it wasn’t exclusive. Because the 
content delivery network provider 
had no CIO, Rinklin might call on 
IT for help tweaking a website or 
deploying a sales-enablement tool, 
but the marketing group often 
turned to cloud tools or outside ser-
vice providers for the heavy lifting.

As Akamai’s marketing initiatives 
surged, so did Rinklin’s frustration. 
The IT department, resource con-
strained and spread way too thin, 
took forever to get anything done, he 

says, and it focused on technology, 
not the business. “They approached 
things as a true technology project 
— like how to make connectivity or 
APIs work, not really thinking of 
the business impact and the impor-
tance of what we were trying to do,” 
Rinklin recalls.

All of that changed in 2011 when 
Akamai brought on its first-ever 
CIO, Kumud Kalia, who got right 
to work with Rinklin to align mar-
keting and IT and to co-captain 
Akamai’s digital future. “It was 
like pushing on an open door — 
they were ready for help,” Kalia 
says. “They were shifting toward 
digital marketing for many years, 
but often in reactive mode to seize 
a market opportunity because 
they couldn’t wait for IT to deliver. 
They just needed to execute.”

Marketing technology is 
everyone’s business
With customer experience and 
digital business among today’s 
top business imperatives, lots of 

companies are ratcheting up tech-
nology investments to execute 
new marketing strategies. In Com-
puterworld’s Forecast 2016 survey 
on IT priorities, 13 percent of the 
respondents identified marketing 
technology as a new area of spend-
ing. Moreover, 16 percent cited 
improving customer satisfaction/
experience as a primary objective, 
putting that goal at No. 4 on a list 
of spending priorities, up from last 
place a year earlier. 

CIO.com’s 2016 State of the CIO 
research revealed a similar empha-
sis on technology for marketing: 
Thirty-three percent of the respon-
dents said marketing had a budget 
to fund technology investments 
this year, and 32 percent said the 
same would be true over the next 
three years.

“Customer experience is becom-
ing a hot button — not just for 
the CMO, but across the C-suite,” 
says Sheryl Pattek, an analyst at 
Forrester Research. “Customers 
expect a consistent experience and 

“ Customer 
experience 
is becoming 
a hot button 
— not just for 
the CMO, but 
across the 
C-suite.” 

–Sheryl Pattek,  
anaLySt,  

ForreSter reSearcH

http://www.cio.com
http://www.computerworld.com/article/3007990/it-management/forecast-2016-5-fast-track-trends-to-tackle-now-and-one-to-ignore.html
http://www.cio.com/article/3022833/cio-role/state-of-the-cio-2016-its-complicated.html
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they expect a company to know 
who they are from device to device 
and from touch point to touch 
point. You can only do that with 
technology.”

If customer experience and 
technology go hand in hand, then 
IT and marketing will need to 
work much more closely together 
in the years to come, as will the 
CIO and the CMO. To date, the 
latter relationship has not been 
characterized as overly chummy, 
but CIO.com’s 2016 State of the 
CIO research found signs of a 
warming trend: 49 percent of the 
respondents said the CMO-CIO 
relationship has become much 
or somewhat closer and more 
collaborative in the past three 
years, while 43 percent said it has 
remained the same.

While both sides recognize the 
need for alignment and a joint 
strategic plan, there remains a dis-
connect in how each party views 
its contribution, according to a 
November 2014 Forrester report 

on CMO-CIO collaboration. For 
example, the research, spearheaded 
by Pattek, found that while about 
70 percent of the executives in both 
groups believe their strategic plan-
ning process emphasizes enhanc-
ing customer acquisition, retention 
and loyalty, only 61 percent of 
marketers think the CIO is actively 
engaged in that process. In con-
trast, 76 percent of the IT leaders 
said the CIO plays an active role. 

In addition, 70 percent of mar-
keters and 66 percent of tech man-
agement executives said they agree 

that marketing technology plans 
will gain more support and fund-
ing if they’re developed jointly by 
the CMO and CIO. However, only 
51 percent of the respondents said 
that the two parties are in fact 
working together to select and 
deploy marketing technologies at 
their organizations. 

More often, CMOs, like Aka-
mai’s Rinklin, work with outside 
tech partners or use hosted mar-
keting applications, only to find 
that, far from making things eas-
ier, such shadow IT efforts back-

fire, Pattek says. “All of a sudden, 
they wake up and have all these 
point pieces that don’t integrate 
and don’t provide a consistent 
experience,” she says. “They need 
help and turn to the CIO.”

Co-pilots in action
At Akamai, Rinklin welcomed 
Kalia’s arrival; he was eager to 
have a strategic partner to help 
map out the company’s digital 
business transformation. By 
applying cross-functional gov-
ernance principles and jointly 

“ Overnight, we went from our old 
system to our new system and it all 
worked fantastically.” 

 –brad rinklin, cmo, akamai 

http://www.cio.com
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sponsoring key initiatives, the two 
were able to successfully co-pilot 
sweeping changes to Akamai’s cul-
ture that brought their two groups 
closer together. They talk every 
day and have assigned an IT leader 
to marketing. That liaison is held 
accountable for the goals estab-
lished for each marketing initiative 
and Kalia says the position’s com-
pensation is tied to core business 
objectives. Akamai’s IT group is 
about 400 strong globally, with a 
dozen people dedicated to serving 
Rinklin’s 150 marketers.

Now in place for a couple of 
years, the IT-marketing alignment 
has been a huge success, allowing 
Akamai to pull off a major technol-
ogy coup in a relatively short time 
period — something that would 
have been impossible in years past, 
Rinklin says. “Considering we’re a 
$2 billion company, Kumud’s team 
helped marketing launch a brand-
new website with a brand-new 
[content management system] and 
a brand-new marketing automa-

tion system while overhauling all 
of our marketing lead processes 
and doing an integration into our 
Salesforce automation engine,” 
Rinklin says, adding that all those 
projects were done in one calendar 
year and there was no downtime.

“Overnight, we went from our 
old system to our new system and 
it all worked fantastically,” he says. 
“We couldn’t have done that as a 
marketing team alone or just ask-
ing for some IT help. We had to do 
this as a partnership.”

Eliminating friction
At SAS institute, a provider of 
data analytics and business intelli-
gence software, alignment between 
marketing and IT is crucial to the 
company’s goal of delivering a 
“frictionless” experience to engage 
the customer, says executive vice 
president and CIO Keith Col-
lins. It’s not about a specific social 
media, marketing automation or 
call center strategy, he says. Rather, 
it’s about having all areas of the 

business work together to elimi-
nate friction with the customer to 
make the experience shine.

Melding core systems so mar-
keters can analyze data for action-
able insights into the behavior and 
buying habits of their customers 
is where IT-marketing alignment 
pays off. In the Forrester study on 
CMO-CIO collaboration, three-
quarters of both marketing and 
tech management leaders said 
they place a priority on customer 
intelligence, yet only 46 percent 
of the marketers and 51 percent 
of the tech leaders said they feel 
confident that they had achieved a 
single view of the customer across 
all relevant touch points through-
out the customer life cycle.

“That’s why we’re seeing a shift 
in investments and across busi-
ness units about the idea of work-
ing together,” Collins says. “With 
shadow IT efforts, marketing looks 
at their slice of what they do with 
the customer, but they have no 
holistic viewpoint. IT works with 

“ it was like 
pushing 
on an open 
door — they 
were ready 
for help.” 

–KUMUD Kalia, 
cio, akamai
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each of the different units and has 
the opportunity and responsibil-
ity to create a more holistic view of 
the customer as well as integrated 
business processes.”

To promote alignment and 
cross-departmental collaboration, 
Collins and his CMO counterpart 
meet regularly with other mar-
keting and IT leaders, along with 
representatives from the legal 
department, to keep SAS on its 
course for digital transformation. 

Collins says it’s important to 
foster alignment not just within 
the leadership team, but among 
the rank and file too. To do that, he 
and the CMO nurture teams of IT 
and marketing staffers, engage in 
cross-functional project manage-
ment practices, and jointly apply 
agile processes to keep projects 
moving. “It’s important that the 
relationship between CIO and 
CMO is great, but what’s even 
more important is that the rela-
tionship of the team executing the 
plan is great,” Collins says.

Merging the roles
A handful of organizations have 
taken CMO-CIO alignment to the 
extreme and made one executive 
responsible for both functions. 
Michael Burroughs, whose back-
ground is in operations, has held 
that singular role at a couple of 
organizations, most recently at an 
online purveyor of health-related 
products. Promoted recently to 
vice president of digital market-
ing and information, Burroughs 
says the combined role makes the 
most sense for companies that are 
invested in doing all they can to 
leverage customer data. 

“The type of industry or com-
pany that has a desire to know 
everything they can possibly 
know about the customer . . . is the 
sweet spot for this particular role,” 
he says. “You’re looking for data 
that can be the difference between 
10 percent growth and staying flat, 
and it’s not always obvious. The 
ability to sift through that data 
requires strength on the marketing 

and technology sides, and if the 
technology team is isolated from 
the process, failure is likely.”

Beyond creating a shared CIO/
CMO role, there are plenty of steps 
companies can take to nurture the 
bond between IT and marketing. 
Forrester’s Pattek says she has 
seen some companies switch up 
their CMOs and CIOs periodically, 
which helps IT learn to sell itself 
internally, gain a customer-expe-
rience point of view, and learn the 
business while helping marketing 
get more tech-savvy. Colocating IT 
and marketing teams and assign-
ing an IT business analyst to the 

marketing leadership team helps 
with alignment and ensures that 
both functions are represented 
on project teams. Finally, simple 
things like joint lunches and cross-
training seminars can help bridge 
long-standing divides, she says.

“Everything needs to be done 
jointly as opposed to being done 
in parallel like in the past,” Pat-
tek says. “It really comes down to 
changing the culture of the organi-
zation from being siloed to being 
more focused on the customer.”  n

beth stackpole is a regular contributor 
to cio.com.

“i t’s important . . . that the  
relationship of the team  
executing the plan is great.”

–keith collins, cio, sas institute
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Innovation is key in 
an evolving market 
Dish Network is using analytics to fortify its ad business 
and deploying new tools to boost customer service.
by Clint boulton

to house calls, says executive vice presi-
dent of operations John Swieringa.

Dish and cable TV providers have 
long profited from a business model 
that involves serving up beefy channel 
packages to satisfy consumers’ TV con-
sumption habits. Now they’re facing the 
proverbial innovator’s dilemma, as the 
public’s viewing preferences shift to on-
demand content accessible from smart 

TVs, PCs, smartphones and tablets. The 
trend has paved the way for alterna-
tive content providers such as Netflix, 
Amazon and Hulu, whose streaming 
services have inspired viewers to cancel 
their TV subscriptions.

Dish, which reported losing 23,000 
subscribers in the quarter ended Sept. 
30, has been encouraged by the success 
of its Sling online streaming media ser-

Facing mounting subscriber losses, Dish Network is banking on new technologies 
to lure brand partners and connect with viewers accustomed to ordering digital ser-
vices online and via mobile devices. The satellite TV provider’s new toolbox includes 
sophisticated analytics systems to improve its digital advertising platform and soft-
ware that allows subscribers to track the whereabouts of service technicians en route 

http://www.cio.com
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vice of late. But the company’s IT 
department, in collaboration with its 
media sales and operations units, is 
building other technology services 
in hopes of gaining a competitive 
advantage. “The people leading IT 
[at Dish] should spend a little more 
time with business customers, and 
making sure we’re sitting at the 
intersection of strategy and execu-
tion,” Swieringa says.

Hope hinges on Hadoop
Dish’s programmatic advertising 
platform allows brand partners to 
bid on and purchase commercial 
time during live and DVR-playback 
TV on an impression-by-impres-
sion basis, akin to how other digital 
media companies serve ads.

Advertisers create a profile in 
Dish’s ecommerce portal and bid 
for ad spots they desire. The ads 
are highly targeted — down to 
the household level — thanks to 
Hadoop analytics software that 
captures viewer data. 

The software also tracks an ad’s 

performance, providing advertis-
ers with information they can use 
to refine their pitches, says Swi-
eringa. The Hadoop implementa-
tion is powered by Cloudera, with 
whom Dish began working in 2012 
to fine-tune its batch processing of 
customer data.

“We’re now in the machine data 
business,” Swieringa says. “We’re 
learning a lot and finding new 
ways to put our data to work for 
our customers and our business.”

Uber-style tracking app
On the consumer side, Dish’s IT 
team worked with operations per-
sonnel to develop a service called 
MyTech, which allows subscrib-
ers to go to MyDish.com to check 
the locations of the technicians 
who are scheduled to come to their 
houses. Swieringa says knowing 

technicians’ whereabouts provides 
an Uber-like convenience that 
helps people plan their days.

The software, which incorpo-
rates the Google Maps API, shows 
the technician’s name and photo 
so subscribers “know exactly who 
is going to be knocking on their 
door,” Swieringa says. 

Dish’s 10,000 service techni-
cians and subcontractors are also 
benefiting from technology infu-
sions. They have all been issued 
Android tablets that they can use 
to access several applications, 
including appointment scheduling 
and customer management soft-
ware, set-top box help apps, and 
even tools that help identify the 
best way to position a customer’s 
satellite dish.

The IT department has played a 
crucial role in helping Dish’s media 

sales and operations teams roll out 
these new services. To free up IT 
staff to work on such initiatives, 
Swieringa says he tried to standard-
ize on cloud services. Dish uses 
Microsoft Office 365 for email and 
productivity apps, ServiceNow for 
help desk calls and Okta for identity 
management, which allows techni-
cians, contractors and office workers 
alike to access the Web applications 
they need via single sign-on.

The efforts are part of a strategy 
to evolve from a pay-TV company 
to a commerce company. Swier-
inga says, “We need to reinvent 
the playbook for IT to make sure 
we can handle the changing land-
scapes of the digital economy and 
the changing preferences of our 
customers.”  n

Clint boulton is a senior writer at Cio.com.

“ We’re now in the machine data business.” 
— John SwIerInga,executive vice president of operations, dish netWork
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Smarter machines 
make life easier 
for service techs
Servicemax is integrating ioT data with its field 
service management platform so technicians 
have the information they need to fix equipment 
fast — and keep customers happy.
by thor ol avsrud 

There are billions upon billions 
of machines that keep our world 
running, from air conditioners and 
other appliances to cable boxes, 
security systems, medical devices 
and more. And it takes an army of 
technicians to keep those machines 
running. But while the devices 
themselves grow more intelligent 

and automated, the tools used by 
service personnel have remained 
remarkably manual.

“There are machines every-
where, and there’s this army of 
unsung heroes — more than 20 
million of them around the world 
— called field service technicians,” 
says Dave Yarnold, CEO of Service-

Max, a provider of a field service 
management system. “For the most 
part, technology has ignored them 
and they’re still running around 
with clipboards.”

ServiceMax hopes to streamline 
management of service operations 
with a platform called Connected 
Field Service (CFS) that’s designed 

to integrate Internet of Things 
(IoT) machine data with a field ser-
vice delivery system and thereby 
provide service technicians with 
real-time information about equip-
ment that’s delivered to their 
mobile devices via the cloud.

CFS is a joint offering from 
ServiceMax and software com-
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pany PTC that leverages PTC’s 
ThingWorx IoT platform to 
enable machines to initiate service 
requests. CFS includes tools for 
remote service, displays real-time 
machine data to service profes-
sionals and provides technicians 
with connected diagnostics and 
contextual repair procedures via 
mobile devices. The offering will 
also include ProductIQ, a new 
feature in the ServiceMax Mobile 
suite for iPads and laptops that 
gives customers a mobile win-
dow into smart device details and 
records in-field activities.

Growth through service
“Companies today are more and 
more focused on service as the 
way to grow,” Yarnold says. “[CFS] 
gives them a suite of applications 
that allow a field service organiza-
tion to do a great job every time 
they go to see a customer.”

“The way field service works 
today, the basic business issue 
arises when a customer is using 

something, say in an operating 
room, and all of a sudden the MRI 
machine is not working,” he says. 
“The way it has worked for a long, 
long time, they pick up the phone 
and call the manufacturer, who-
ever sold them the machine or pos-
sibly a service provider and say, 
‘My machine is broken, come out 
and fix it.’”

But the technician assigned to 
the job may not have informa-
tion about the relationship with 
that customer, the history of the 
machine or even the parts needed 
for the repairs.

“It’s been very sketchy, very 
underautomated,” Yarnold says. 
“The technician gets out to the site, 
takes a look at the machine and 

says, ‘Huh, I need to order a part. 
I’ll be back in a few days or a few 
hours.’ That’s frustrating for the 
vendor and the customer.”

The sensor solution
By connecting a field service man-
agement system to sensors in the 
devices, service providers can 
completely rewrite that script, 
Yarnold says. 

When a call comes in from a 
customer, the service provider can 
quickly determine which techni-
cian is right for the job, with the 
right skills and, potentially, the 
right parts on hand. That techni-
cian would have access to informa-
tion about the relationship with 
that customer and the machine’s 

service history, and would be able 
to address problems efficiently.

“We wanted to leverage the 
power of IoT,” Yarnold says. “Con-
nected Field Service lets you know 
immediately when something 
has failed or is about to fail and 
automatically dispatches the nec-
essary technician with the right 
knowledge and the right parts to 
repair the machine. The real-time 
window gives our customers the 
opportunity to drive higher cus-
tomer satisfaction, opens up new 
opportunities for outcome-based 
service offerings and ultimately 
drives profitable service.”  n

Thor olavsrud is a senior writer  
at Cio.com.

“ companies today are more and more focused  
on service as the way to grow.” — Dave YarnolD, ceo, serviceMax
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F
ord’s technology department has shifted into second gear 
under CIO Marcy Klevorn. The automaker has restructured its 
IT processes to incorporate technology experiments alongside 
the technologies and systems that fuel its operations. Klevorn 
says Ford’s adoption of what research firm Gartner has dubbed 

“bimodal IT” is designed to make IT service delivery more efficient.

“We’re a setting up a bimodal IT 
[process] and adding a group that is 
working on more emerging areas,” 
says Klevorn, who replaced Nick 
Smithers in January 2015. “We’re 
going to try some things and learn.”

Bimodal IT describes a way of 
managing two separate modes of 
IT delivery, one focused on stabil-

ity, the other on agility. At Ford, 
the decision about whether to 
take the agile or stable approach is 
based on the company’s appetite 
for risk in each instance. Changes 
to technologies developed for 
manufacturing plants, or to tools 
that involve customer data, are 
considered high risk and must be 

implemented with caution in “core 
mode.” Pilots of lower-risk systems 
that can be tested without strin-
gent security, documentation or 
governance fall into the “emerging 
mode,” Klevorn says. 

Ford’s move, which echoes the 
“fail fast, fail often and learn” ethos 
of modern technology companies, 

comes as the rise of ride-sharing 
and connected car services are 
accelerating change across the 
automotive industry. Self-driving 
cars under development by the 
likes of Google and Tesla portend 
further disruption. With several IT 
initiatives underway, Ford is dem-
onstrating that it is as much a trans-

Ford shifts to bimodal It
The automaker is adopting emerging technologies, such as robots 
that attend meetings, while maintaining core competencies for 
manufacturing and other operations. It’s bimodal IT, Ford-style. 
B y  c l i n t  B o u lt o n

leading  tech

marcy
klevorn
cIo,
Ford
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portation technology company as it 
is a motor vehicle manufacturer.

Robots showcase 
Ford headquarters
A prime example of an emerging-
mode initiative is Ford’s use of  
iRobot’s Ava 500, a robot whose 
head is a tablet computer that 

includes videoconferencing soft-
ware from Cisco Systems. The 
robots roam hallways and can 
attend meetings as proxies for 
remote workers. 

And at Purdue University and 
Indiana University, students visit-
ing Ford recruiting booths can, via 

a Web browser, get a tour of Ford’s 
headquarters led by an Ava 500. 
The unspoken message to poten-
tial hires is that Ford is “very tech-
savvy,” Klevorn says.

In adopting bimodal IT, Klevorn 
is taking a cue from CEO Mark 
Fields, who has stressed that the 
company must adopt emerging 

technologies and find new ways to 
innovate even as it keeps its core 
business moving forward.

Ford’s IT department has long 
operated like most Fortune 500 
enterprises, employing rigorous 
processes and documentation 
when implementing new technolo-

gies. But that won’t work  under the 
new modus operandi of delivering 
solutions to market at a crisp pace.

Changing IT
To foster a more collaborative 
work environment, Ford software 
developers practice pair pro-
gramming, writing applications 
side-by-side on one screen. “You 
get two minds thinking about a 
problem . . . it gets away from the 
hero mentality and more into the 
collaborative aspects of develop-
ing software,” Klevorn says. Ford 
developers are also practicing pair 
programming at Pivotal Labs in 
Toronto, where they work with the 
company’s engineers to create soft-
ware for connected vehicles.

To help streamline IT service 
delivery, Klevorn has instituted 
daily stand-up meetings, led by a 
“triage group” of senior IT man-
agers. Members of this team are 
available for one hour a day to help 
business managers struggling 
with roadblocks, such as the need 

to get approvals or hash out con-
tract terms. “Business colleagues 
working in the emerging mode can 
bring their issue in and we’ll get it 
resolved,” she says.  

Klevorn is also building off of a 
significant analytics road map that 
follows its own bimodal course: 
Parsing big data in “descriptive” 
and “predictive” buckets. The 
descriptive approach includes ana-
lyzing data from Ford’s connected 
vehicle platform to find historical 
trends or patterns in fuel econ-
omy and safety. The predictive 
approach involves trying to antici-
pate trends that could give Ford a 
business advantage. 

 “We’re a carmaker,” Klevorn 
says, “but as part of becoming more 
of a technology-led company and 
embracing transportation . . . we’re 
realizing that for some of our cus-
tomers [owning or driving] a car 
may not be the best choice for their 
journey.”  n

clint boulton is a senior writer at cIo.com.

“ We’re a carmaker, but . . . for  
some of our customers [owning 
or driving] a car may not be the 
best choice for their journey .” 

                                                                                                                      —marcy klevorn
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Johnson& Johnson In mid-July, on Johnson & Johnson’s second-quarter earnings call, 

the company’s group worldwide chairman, Sandi Peterson, outlined 
some IT initiatives that would help the $74 billion business compete 
— and win — in the rapidly evolving world of digital healthcare.

Her remarks included a simple observation: “We are at a tipping 

point where technology is becom-
ing the medium through which 
healthcare can become a more 
effective and efficient system.”

For CIOs in the healthcare eco-
system, it was a clear nod to their 
opportunity to drive change and 
create new value for their busi-
nesses. Leading that charge at J&J 

is CIO Stuart McGuigan, who has 
built an impressive IT leadership 
résumé.

“We need to be prepared for 
the increasingly digital world of 
health technology, internally, and 
that’s helped us double down on 
our efforts to digitize, move to the 
cloud, more rapidly adopt agile 

frameworks, and to heighten 
our sense of urgency in develop-
ing world-class IT capabilities,” 
McGuigan says.

In our discussion, McGuigan 
focused on the need for speed, effi-
ciency, and consistency — three 
cornerstones not only for how he 
has revamped J&J’s technology 

operations, but also for fulfilling 
the company’s mission, as set forth 
in its corporate credo.

Written in 1943 by then J&J 
chairman Robert Wood Johnson, 
the credo outlines the company’s 
responsibility to its employees, 
the communities in which it oper-
ates and its shareholders. But first 

healthcare giant has a 
need for speed
Channeling deep experience in leading change programs, Stuart 
McGuigan is reshaping Johnson & Johnson’s digital approach to healthcare. 
B y  D a n  r o B e r t s  a n D  B r i a n  P.  Wat s o n

leading  tech
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come patients and healthcare prac-
titioners. The credo opens with 
this statement: “We believe our 
first responsibility is to the doc-
tors, nurses and patients, to moth-
ers and fathers and all others who 
use our products and services.”

Improving patients’ lives
Outlining core pieces of J&J’s digi-
tal health push, McGuigan moved 
seamlessly between business 
objectives, like speed and consis-
tency, and technology opportuni-
ties, like analytics and cloud. But 
more importantly, he drew a direct 
connection between those initia-
tives and the company’s mission of 
improving patients’ lives.

McGuigan is focusing on tech-
nologies that could yield exponen-
tial improvements in patient care, 
including 3D printing, for creating 
products at the sites where care is 
delivered, and data analytics — an 
area in which J&J is building a “cen-
sus” of information about patient 
histories, treatments and more.

But there’s more to it than rolling 
out new systems. J&J has thrived for 
years as a decentralized operation, 
but leadership has mandated that 
technology must be a competitive 
advantage for all of its companies. 

Fulfilling that directive will 
require better partnerships across 
functions and a sharper focus 
on efficiency and consistency in 
IT. McGuigan has taken steps to 
address those needs. Early in his 
tenure, he focused on operational 
improvements. More recently, he 
led a move to DevOps and efforts 
to build a more agile culture.

“Through consistency in execu-
tion, we get speed. And where we 
get speed, we get improved value,” 
he says. “And through standard-

ization, we get consistency, we get 
quality, we improve delivery on all 
dimensions.”

Driving transformation
To help J&J reach its digital health 
goals, McGuigan wants to move 
85 percent of its workload to the 
cloud or cloud-based systems by 
2018. And in the same time frame, 
he hopes to reduce the company’s 
roster of applications by 40 per-
cent by sunsetting or consolidating 
some systems and replacing others 
with software as a service.

According to McGuigan, they’re 
ahead of schedule on that plan — 
and on implementing new tech-
nologies — but there’s still heavy 
lifting to be done in order to scale 

technology capabilities across the 
operating companies.

McGuigan does see an increased 
appetite for change. Earlier in 
his tenure, he had to push for 
change, but now he feels a pull. 
“We’ve been managing the rate 
of change capacity, as opposed to 
trying to push for change from 
the top down,” he says. “People 
are driving their own change, and 
they’re seeing the benefits of what 
they’re doing, and they’re see-
ing improvements in our ability 
to deliver IT capabilities to our 
businesses and customers. That’s 
motivation in and of itself.”  n

dan roberts and brian p. Watson are co-
authors of Confessions of a Successful CIO. 

“ through consistency in execution, we  
get speed. and where we get speed,  
we get improved value.” —stuart mcguIgan, johnson & johnson
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Is an Open Source BPM  
Solution Right for You?
Increased availability of highly 
functional enterprise open source 
business process management 
(bPM) technology is bringing the 
benefits of bPM solutions within 
reach of more companies and 
projects. If you are considering 
deploying bPM solutions, but 
have been daunted by the cost, 
footprint, risk, lack of flexibility an 
enterprise open source approach 
may be just what you are looking 
for.
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APD Success story
american Product Distribu-
tors, Inc. (aPD) provides custom 
procurement solutions to large 
organizations. Through its Value 
Innovation Technologies sub-
sidiary, aPD wanted to update 
its proprietary e-commerce 
platform and create a Software-
as-a-Service (SaaS) offering for 
large enterprises to save money 
and give management control by 
empowering their employees to 
make smarter online purchasing 
decisions.
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IDC Report: The Business 
Value of Integration
For this white paper, IDC inter-
viewed six organizations that 
report achieving significant busi-
ness value by using red Hat Jboss 
Fuse, in particular by making their 
application integration and devel-
opment efforts more efficient. IDC 
calculates that these six organi-
zations are achieving a three-year 
average return on investment 
of 488% and earning back their 
investments in Jboss Fuse in 8.2 
months.

8 DOWNLOAD HERE

Telegraph media group 
builds an integration 
platform to support a 
digital-first strategy
uK’s Telegraph Media Group 
(TMG) has created an integra-
tion platform using red Hat Jboss 
Fuse, that simplifies the launch of 
compelling new digital content to 
audiences on desktop, tablet, and 
smartphone devices, quickly and 
cost-effectively.
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Avianca success story
red Hat® Consulting helped 
avianca, the oldest airline in the 
americas, architect, build, and 
deploy a faster, more robust 
enterprise infrastructure. avianca 
chose red Hat Jboss® Middle-
ware as the primary integration 
layer for the entire organization. 
The red Hat solution delivers a 
consistent experience for avi-
anca’s customers at all points of 
contact around the world.
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Avianca worked with Red Hat Consulting to architect, build, and deploy a faster, more robust 

enterprise infrastructure, selecting Red Hat® JBoss® Middleware to integrate applications for 

the entire organization. JBoss Middleware now supports all of the airline’s business-critical 

applications and helps deliver a consistent experience for all Avianca customers around  

the world.

HEADQUARTERS

“We ran a pilot test where Red Hat JBoss 
Fuse was 10 times faster than any of its 

competitors that we evaluated, and we only 
needed a laptop to run it on.”

JULIANA CEBALLOS

ARCHITECTURE AND DEVELOPMENT DIRECTOR,  

AVIANCA

Bogotá D.C, Columbia

CUSTOMER CASE STUDY

AVIANCA STREAMLINES  
APPLICATION INTEGRATION
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BROADCASTING,  
MEDIA INDUSTRY

CUSTOMER SINCE

2014

BENEFITS

• Faster introduction of new 

digital content and services

• Easier integration of  

cloud-based digital content 

platforms with legacy  

back-office systems

• Increased responsiveness  

to unfolding world events

SOFTWARE AND 
SERVICES

Red Hat® JBoss® Fuse

UK’s Telegraph Media Group has created an integration platform using Red Hat JBoss Fuse, 

that simplifies the launch of compelling new digital content to audiences on desktop, tablet, 

and smartphone devices, quickly and cost-effectively. This makes it easier for the company to 

respond rapidly to developing global news, giving readers new insights into unfolding situations 

in content formats that are easy to consume — encouraging interaction and building engagement 

with TMG’s brands.

HEADQUARTERS

“Red Hat’s cadre of experts gave TMG  
the assurance that the desired platform  

could be built to a high performance  
grade, as well as allow TMG to participate  
in a global product roadmap. This proved  

to be an excellent choice.”

TOBY WRIGHT

CHIEF TECHNOLOGY OFFICER, TELEGRAPH MEDIA GROUP 

London, England

CUSTOMER CASE STUDY

TELEGRAPH MEDIA GROUP BUILDS AN 
INTEGRATION PLATFORM TO SUPPORT  
A DIGITAL-FIRST STRATEGY
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EXECUTIVE SUMMARY 

For this white paper, IDC interviewed six organizations that report 
achieving significant business value by using Red Hat JBoss Fuse, 
in particular by making their application integration and development 
efforts more efficient and productive. IDC calculates that these six 
organizations are achieving a three-year average return on 
investment (ROI) of 488% and earning back their investments in 
JBoss Fuse in 8.2 months by: 

 Making application integration and development efforts 
more efficient and saving staff time 

 Enabling integration and development of more business 
applications 

 Driving higher application user productivity levels by giving 
users access to applications sooner and improving 
application performance  

 Regaining productive time lost due to application downtime 

 Cutting subscription and hardware costs of previous 
application integration solutions  

IN THIS WHITE PAPER 

IDC analyzed the business value that six surveyed organizations are realizing through their use of  
Red Hat integration products based on interviews conducted from April to June 2014. Interviewees were 
from companies ranging in size from just hundreds of employees to several hundred thousand 
employees, with a mean employee base of just under 92,000. Companies interviewed included 
representatives from the telecommunications, IT, shipment and logistics, and document management 
industries. These organizations are headquartered in the United States, the United Kingdom, and 
Norway and several of them operate on a global scale. These organizations use JBoss Fuse for 
integration and development of business-critical internal and customer-facing applications (see Table 1).  

 

Business Value Highlights 

Red Hat JBoss Fuse delivers an average 
three-year ROI of 488% in a payback 
time of 8.2 months through the 
following business value benefits:  

 51.5% more applications 
integrated per year 

 40.8% fewer FTEs per application 
integration 

 62.8% less application downtime 
related to integration 

 18.1% improved middleware 
integration solution performance 

 34.2% less costly than previous 
middleware integration solution 

redhat.com 

facebook.com/redhatinc 
@redhatnews 

linkedin.com/company/red-hat 

SUPPLY CHAIN  
MANAGEMENT 
SOFTWARE

55 EMPLOYEES

BENEFITS

• Faster onboarding of 

new customers

• More robust  

business analytics

• Increased security

• Lowered TCO by 25%

• Reduced capital 

expenditures by 52%

SOFTWARE AND 
SERVICES

Red Hat® JBoss® Enterprise 

Application Platform

Red Hat JBoss Web Server

Red Hat JBoss BRMS

Red Hat JBoss Fuse

Red Hat JBoss  

Developer Studio

Red Hat JBoss  

Operations Network

Red Hat Satellite

Red Hat CloudForms

Red Hat Consulting

HARDWARE

37 virtual CPUs across 20 

virtual servers (AWS EC2)

Headquartered in Charlotte, NC, American Product Distributors (APD) provides custom  

procurement solutions to large organizations. In close collaboration with Red Hat Consulting  

and built with Red Hat JBoss Middleware, APD developed its new eLinktm Gateway customized 

procurement solution. 

 

eLinktm Gateway’s unique capabilities systematically lower purchasing costs for APD customers 

by using big data to ensure buyers get the right product at the right price. And through its prod-

uct-comparison features, the new system helps users automatically buy the most cost-efficient 

item available every time an order is placed.

HEADQUARTERS

“What really sold us on Red Hat was the 
people. To me, the people that we worked 

with were not only really sharp but also really 
genuine, and they were personally engaged 

and interested in our project. And that made 
a difference for APD.”

CY KENNEDY

PRESIDENT, AMERICAN PRODUCT DISTRIBUTORS

Charlotte, NC

CUSTOMER CASE STUDY

APD BUILDS PROCUREMENT 
SOLUTION LIKE NO OTHER WITH  
RED HAT JBOSS MIDDLEWARE
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Companies around 
the world trust open 

sourCe

90% of Fortune 500 

companies use Red Hat 

products and solutions1.

By 2013, open source 

technology will be in 85% 

of all modern commercial 

software solutions2.

ExEcutivE summary

Increased availability of highly functional enterprise open source business process manage-

ment (BPM) technology is bringing the benefits of BPM solutions within reach of more compa-

nies and projects. If you are considering deploying BPM solutions, but have been daunted by 

the cost, footprint, risk, lack of flexibility, or complexity of proprietary options, an enterprise 

open source approach may be just what you are looking for.

tHE BENEFits OF OPEN sOurcE sOFtWarE sOLutiONs

EvEryonE bEnEfits from opEn sourcE

Open source software is free to download and use. Users can examine, test, pilot, and e 

ven deploy these solutions into production without any upfront cost. However, support and 

services for open source products can vary widely, and some users choose to rely on a 

network of volunteers in the open source community to provide fixes, security patches,  

and assistance. 

Commercial open source companies bring open source to the enterprise. They take the best 

of the community code and related projects and make it ready for enterprise customers by 

fully testing and certifying open source distributions. Then, they offer service-level agree-

ment (SLA)-based support services, patches, and updates—most using a subscription model. 

With enterprise open source, you  benefit from both the innovative community-built solu-

tions and the backing of a global support organization, all at a fraction of what a proprietary 

license would cost.

public administration is going opEn sourcE

Public administration at local, federal, regional and national levels faces some of the most 

difficult challenges in decades. Citizen expectations are increasing the demands made on 

governments, which requires innovation to provide new services. The increasing scarcity of 

financial resources requires solutions that minimize cost, footprint, and complexity. 

Public administrations are traditionally rigid and carry considerable inertia. Technologies 

that are open and adaptable can provide much needed agility. Enterprise open source soft-

ware can help governments face these challenges, and can provide the efficiency, reusability, 

and sustainability needed to meet society’s demands for more efficient use of resources.

 1 Red Hat client data, 2013.

 2 Gartner “What Every Practitioner needs to know about OSS”, October 2010, #G00207329.
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