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as it organizations shift IoT efforts into high gear, they are facing a dearth of skills in key areas like security and analytics. 
here’s the expertise your team will need, and a look at how you can staff up.     b y  b e T h  s T a c k p o l e
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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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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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editor’s  NOTE

“What’s lacking  
are people with  
the right mix of 

expertise.”

Research firm iDc reports that there are currently 13 billion 
connected “things,” and that the number will more than double 
to 30 billion by 2020. IDC says these billions of things will be 
used across all industries and will reshape marketing strategies, 
product design, customer engagement, executive decision- 
making and after-sales service. In short, the Internet of Things 
(IoT) will permeate every function in every industry. 

My monthly epiphany: 30 billion is a lot of things. And 
employers need skilled workers to design, build, implement, 
track and analyze those things, as well as the data they collect. 
While the what and when of this evolution are staggering, it’s 
the who part of the equation that’s cause for both trepidation 
and enthusiasm. In our March cover story, “IoT: Big Buzz,  
Little Talent” (page 11), Beth Stackpole looks at the staffing 
challenges the IoT presents. 

CIOs must expand their benches in a number of critical tech-
nology areas to keep up with IoT, Stackpole writes. The good, 
or at least manageable, news is that many of the requisite IoT-
related skills are similar to those required for other projects, and 
they already exist to varying degrees in many IT departments. 

What’s lacking are people with the right mix of expertise. 
Jason Hayman, research manager at IT staffing firm TEKsys-
tems, told Stackpole, “You might need someone with a back-
ground in security architecture who also happens to have five 

years of IoT experience. That person just does not exist.”  
How do you bridge that skills gap? Check out our story.

Mapping a career in digital marketing
Technology expertise will always be important, but the value 
today lies in marrying IT skills to business requirements. This 
dynamic creates a need for businesses and an opportunity for 
tech professionals. To help hiring managers and IT workers 
alike, we this month debut a new feature called “IT Career Road-
maps.” In our inaugural installment (page 26), CIO.com senior 
writer Sharon Florentine looks at the digital marketing profes-
sion, with a spotlight on the career of Kristine Spence. 

When Spence started out, the term “digital marketing” didn’t 
exist, yet today she’s thriving in that field at the American Hotel 
and Lodging Educational Institute. Spence told Florentine that 
she has mastered the digital side of marketing by trying things 
out and “blowing stuff up,” and by working closely with IT.

However they develop, digital marketing pros are “really 
hard to find,” says Chris Taylor, director of executive search at 
Onward Search. That puts them in a league with IoT profes-
sionals: They’re both scarce and in demand.

As if CIOs didn’t have enough to do, now they have to be 
expert recruiters with a knack for snaring rare talent. 

– Dan Muse, editor in chief, CIO.com

So many connected things, so little talent

http://www.cio.com
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“at a time when  
security is of  

increasing impor-
tance for everyone, 
including your cEO, 

IT-business  
alignment shouldn’t 

be in question.”

how to make your IT organization work
How has the structure of your IT organization changed over 
the past few years? What do you see it looking like in the next 
three years? 

The dynamic and changing landscape of a business technol-
ogy organization is a topic that comes up frequently when I 
speak with IT execs. Our research at CIO.com shows that from 
2013 to 2015 there was a 10 percent increase in the number of 
organizations that are set up in a distributed or federated man-
ner instead of having a centralized structure. 

As technology continues to move to the center of business, 
increasingly relied on to drive innovation and competitive 
advantage, we’re seeing IT resources and budget moving into 
the business as well. Some view this as a threat to IT, but the 
CIOs and IT leaders I speak with say they welcome the shift. It 
not only signals an increase in the importance of technology to 
the business, but also provides IT leaders and their teams with 
an opportunity, and a responsibility, to get closer to internal 
business partners and external customers. 

One of the defining questions around how CIOs and IT are 
viewed by their business colleagues centers on the decision-
making and purchasing processes. Is IT involved from the 
initial requirements gathering through to purchase and imple-
mentation? Or are business units forging ahead without IT? 

Key to ensuring a successful move to this distributed and 

federated model for IT is the rise in the business relationship 
manager position, which I see taking hold within many large 
enterprises. Finding the right person for this role will be chal-
lenging, but it’s critical to a smooth relationship between any 
business unit and IT. Companies are plucking business rela-
tionship managers straight out of MBA programs, from the 
ranks of their software development teams and from every-
where in between. One trait these individuals have in com-
mon: superior communication skills.  

I’m a firm believer that technology is driving the business, but 
along with that comes the responsibility to not put the business 
at risk. At a time when security is of increasing importance for 
everyone, including your CEO, IT-business alignment shouldn’t 
be in question. No business unit outside of IT understands the 
importance of security, mapping to a technology architecture, 
ensuring integration and properly vetting vendors. 

As a CIO, it’s your responsibility not only to bridge gaps that 
exist and make sure that your organization is moving forward 
and taking advantage of all that technology has to offer, but 
also to make sure that it’s doing that in the safest and most effi-
cient manner possible.

How is your IT organization rising to this challenge?
–Adam Dennison,  

VP & Publisher, CIO.com

http://www.cio.com
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Farmers Insurance 
eyes drones, IoT 
A new cio is revamping internal iT and tapping emerging 
technologies to better support policy holders.
By Clint Boulton

Farmers insurance has embraced the idea that emerging technologies can help its 
business units operate more efficiently and improve the customer experience. Specifi-
cally, it’s looking for ways to help employees resolve claims more quickly, and new CIO 
Ron Guerrier says efforts to meet that goal could lead to the company conducting tests 
involving drones and Internet of Things (IoT) technologies.

“Emerging technologies are definitely 
top of mind,” says Guerrier, who joined 
Farmers late last year from Toyota. He 
credits his bosses, COO David Travers 
and CEO Jeff Dailey, for being progres-
sive in their thinking about how technol-
ogy can add value to the business.

Discussing some of the ideas that are 
on the table, Guerrier says Farmers is 

considering the use of drones to check 
if brush has been cleared in neighbor-
hoods prone to wildfires. “We’re look-
ing at where technology can extend our 
view and better inform the customer,” 
he says. Farmers competitor Allstate 
recently revealed that it’s testing drones, 
saying unmanned aircraft could be used 
to assess damage caused by accidents or 
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natural disasters at sites that are 
unsafe or otherwise off-limits to 
claims adjusters.

As for IoT technologies, Guerrier 
says they could play a role in the 
resolution of automobile insurance 
claims. For example, cars could be 
equipped with sensors that send 
alerts when a vehicle is damaged. 

A forward-thinking CIO
Guerrier appears to be the type 
of CIO who’s willing, and able, to 
bring progressive ideas to fruition. 
He gained attention for cultivating 
an innovation lab at Toyota Finan-
cial Services, where he worked 
as CIO for the past three years, 
overseeing a staff of 1,200. In that 
lab, Guerrier encouraged business 
partners in marketing and opera-
tions to partner with IT staffers to 
develop technology for customer 
interactions. For example, one of 
the lab’s projects was an IoT initia-
tive exploring the use of beacon 
technologies to send text messages 
with information about a car to 

customers walking past that par-
ticular model in a showroom.

At Farmers, Guerrier says IT 
could formalize what to date have 
been largely informal innovation 
projects. A structured innovation 
program would put Farmers in 
league with Progressive Insur-
ance, which has set up a “business 
innovation garage” to test new 
technologies.

To drive innovation, Guerrier 
is planning several back-of-the-
house improvements. For exam-
ple, he will replace mainframes 
and other aging systems with new 
servers and software that will 
enable Farmers to be more respon-
sive to customers. “A customer 
doesn’t want to wait [until] the 
next day for something,” he says. 
“When they’re paying their bills in 

their pajamas at 2 a.m., they want 
to know by 2:02 a.m. that it went 
through.”

An 80/20 approach
Following a practice he adopted 
at Toyota, Guerrier says he wants 
to work with partners, includ-
ing cloud providers, application 
service providers or consultants, 
who know the insurance industry 
well and can provide technology 
that is 80 percent “plug-and-play 
right out of the box.” The remain-
ing 20 percent would be “special 
sauce,” including systems tailored 
to serve customers. He says much 
of the industry takes that 80/20 
approach because building sys-
tems from scratch, while effective, 
tends to be cost-prohibitive and 
resource-intensive. 

Guerrier will use cloud tech-
nology when and where it makes 
sense, but he says it isn’t always 
the answer, particularly in regu-
lated industries where data is sub-
ject to audits. “The business drives 
the need,” he says. “My job as the 
CIO is to explain the risks and 
rewards of those decisions and 
then we move forward together.” 

The Farmers brand, and the 
company’s reputation for being 
committed to its customers, won 
Guerrier over. Citing the insurer’s 
efforts to help rebuild towns hit by 
natural disasters, he says, “we tend 
to go above and beyond to meet the 
customers’ needs, and that’s very 
important to me.”  n

clint boulton is a senior writer  
at cio.com.

“ We’re looking at where technology can extend our view and better inform the customer.”  

—Ron GueRRieR, Cio, FaRmeRs insuRanCe

http://www.cio.com/article/2381519/cio-role/this-c-suite-recognizes-that-failure-is-part-of-innovation.html
http://www.cio.com/article/2381519/cio-role/this-c-suite-recognizes-that-failure-is-part-of-innovation.html
http://www.cio.com/article/2982438/innovation/progressive-insurance-revs-up-it-enabled-innovation.html
http://www.cio.com/article/2982438/innovation/progressive-insurance-revs-up-it-enabled-innovation.html
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UCaaS can help 
you make the 
most of UC
Unified communications is gaining ground 
in the enterprise, but many businesses are 
just scratching the surface of what’s possible 
with Uc tools. UcaaS can change that.
By Sharon Florentine

Unified communications  
(UC) tools have great potential. 
They can facilitate collaboration, 
improve productivity and help cut 
conferencing, mobile and voice 
calling expenses. But many organi-
zations are just scratching the sur-
face of what UC has to offer; audio 
and email are still the standard 

communication tools in today’s 
workplace.

In a recent survey of 250 IT  
managers by UC vendor West,  
68 percent of the respondents said 
they use UC systems beyond email 
and voice. But audio still reigns 
supreme: Among those polled, 
audio conferencing was the most 

commonly used communication 
tool after email and phones, with 
79 percent of respondents saying 
they use it. Rounding out the top 
five were webconferencing (cited 
by 76 percent), instant messaging/
presence (73 percent), videocon-
ferencing (68 percent) and screen-
sharing (67 percent). 

Exceeding expectations
But UC has the potential to go 
beyond just updating traditional 
methods of business communica-
tion, says Taher Behbehani, CMO 
at BroadSoft, a provider of cloud-
based UC services. Instead of just 
enabling collaboration, UC can 
foster improved collaboration and 

emerging  TEch
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enhance productivity, he explains, 
noting that the emergence of UC is 
a trend driven largely by the influx 
of millennials into the workplace 
and by the shift to the cloud.

Millennials thrive on multichan-
nel communication — messaging, 
team workspaces, screen shar-
ing, video and even voice, says 
Behbehani. “The challenge,” he 
adds, “is to make UC accessible 
for everyone and help to integrate 
UC services across devices so that 
it doesn’t hamper productivity 
instead of enhancing it.”

The West survey found that 
quality trumps brand loyalty for 
IT managers shopping for UC sys-
tems. But buying the best product 
in each category could mean you 
end up having to integrate systems 
from a number of vendors, and 
that can be difficult. 

That’s where UC-as-a-Service 
(UCaaS) comes in. UCaaS allows 
for the delivery of multiple UC sys-
tems without many of the integra-
tion headaches, says Rob Bellmar, 

executive vice president of con-
ferencing and communications at 
West Unified Communications.

UCaaS does it all
UCaaS enables video, chat, voice, 
IM/presence, file sharing and 
desktop sharing; it also eases 
accessibility via mobile devices, 
says Behbehani. 

And beyond that, he adds, com-
panies like BroadSoft are working 
toward integrating UC tools with 
other cloud-based business appli-
cations, including CRM systems 
like Salesforce.

“It’s where we see the future of 
unified communications mov-
ing,” Behbehani says. “You need 
all these applications to run your 
business but, especially if you’re 
accessing them on your mobile 
device, it’s hard to toggle between 
them. Or, say you’re on the phone 
with a client and your colleague 
Steve starts messaging you. That 
shouldn’t even happen — we want 
to work toward contextual intel-

ligence so the solution knows, 
‘Taher’s on the phone, we’ll auto-
matically reroute the message.’” 
Connecting and integrating all 
those technologies is simpler 
through the cloud, he adds.

Streaming toward video
Video, too, is better via the cloud. 
One-third of IT managers sur-
veyed by West said they plan to 
deploy video or expand their video 
capabilities in the next three years, 
but they said it’s one of the most 

challenging technologies for IT 
departments to maintain. This is 
true in part because of difficulties 
with the interface and the delivery 
mechanism, says Bellmar.

There’s still work to be done 
before video becomes as plug-and-
play as other communications 
tools, he adds, noting that busi-
nesses still struggle with insuffi-
cient bandwidth and network and 
firewall issues. 

“There’s amazing technology out 
there, but right now it’s still pretty 
complex and enterprises are strug-
gling to manage it and implement 
it,” Bellmar says. “We are working 
on getting to the point where you 
can accurately predict what kind 
of network speeds and bandwidth 
you’ll need for video. UC isn’t 
mature enough yet to be able to do 
that with any certainty — but it’s 
getting there, and it’s getting there 
quickly.”  n

sharon Florentine is a senior writer  
at cio.com.

 68% 
of 250 iT leaders polled  

by West said that their  

organizations use UC  

systems beyond email 

and voice, but audio still 

reigns supreme.
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as it organizations shift IoT 
efforts into high gear, they’re 
facing a dearth of talent in 
key areas like security and 
analytics. here are the skills 
you’ll need, and a look at how  
you can staff up.   
b y  b e T h  s T a c k p o l e
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A decade ago, All Traffic Solu-
tions was a typical provider of traf-
fic safety equipment, selling road 
signs that display passing vehicle 
speeds or configurable messages 
to “keep left” or prepare for a “two-
mile backup.” But in 2006, the 
company took a new turn, rolling 
out the first remote access traffic 
sign and signaling its journey into 
the Internet of Things (IoT).

Despite lacking an internal IT 
group and an official CIO, All Traf-
fic Solutions took a do-it-yourself 
approach to developing IoT prod-
ucts. It bought and maintained 
servers, mapped out connectivity, 
powered up analytics, and even 
rented data center space. But when 
it was time to work on its second-
generation IoT signs, the company 
tabled the in-house approach in 
favor of a partnership path because 
it spied critical gaps in its IoT 
expertise, says Ted Graef, president 
of All Traffic Solutions.

“The key thing is to look for part-
ners because there’s so much to 

it,” says Graef, who highlighted 
software development and back-
end database services as key chal-
lenges for All Traffic Solutions. 
“If you start trying to build your 
own IoT system, you’re likely to 
get very distracted from what your 
core business is.”

Despite all the hoopla, most 
businesses are in the formative 
stages of IoT development and are 
still struggling to get a handle on 
the broad array of technologies 
and skills involved, let alone nail-
ing down actionable deployment 
plans. In CIO.com’s 2016 State of 
the CIO survey, only 13 percent of 

the respondents said that they have 
budgeted money for IoT projects 
this year. IoT initiatives can reveal 
serious gaps in the IT staff’s tech-
nical proficiency in areas such as 
connectivity, data analytics, secu-
rity and user experience, experts 
say. Softer skills also play a role 
in ensuring IoT success: Techies 
will have to get better at facilitating 
cross-functional collaboration and 
translating technology into strate-
gies that deliver value for both cus-
tomers and the business.

To make up for their skills gaps, 
many companies, including All 
Traffic Solutions, are turning to 

third-party consultants and solu-
tion providers. Forrester Research 
estimates the professional services 
market for IoT strategy and man-
agement will balloon to $3.3 billion 
in 2020, up from $100 million last 
year. And in the first-ever “State 
of the Internet of Things” survey 
by TEKsystems, close to one-third 
of the respondents said they were 
planning to outsource the plan-
ning, design and implementation 
of IoT efforts to external vendors, 
while 85 percent said it would 
be valuable to tap into external 
expertise. The heavy reliance on 
third parties comes as no surprise, 

despite all the hoopla, most businesses are in the  
formative stages of iot development and are still struggling 
to get a handle on the broad array of technologies and skills 
involved, let alone nailing down actionable deployment plans.

http://www.cio.com


13M a r c h  2 016  |  c i o . c o m

cover story   |    tech careers

given that fewer than two in five 
respondents to the TEKsystems 
survey ranked their staff’s level 
of preparedness for dealing with 
IoT internally as excellent or very 
good. As a result, around 40 per-
cent said they have yet to move 
beyond the planning stage.

Playing a gatekeeper role
Regardless of whether IoT ini-
tiatives are being carried out by 
internal or external personnel, 
CIOs clearly need to spend plenty 
of time in the driver’s seat, says 
Jason Hayman, research manager 
at TEKsystems, which provides 
IT staffing, talent management 
and IT services. “There’s a lot of 
romancing about IoT in terms of 
what the opportunities are, and 
the CIO really has to be the gate-
keeper or traffic cop for the busi-
ness,” Hayman says. “It’s their job 
to make sure the business under-
stands what it’s going after so they 
can work through the details and 
script out a road map that will 

ensure success.”
In reality, business leaders are 

plunging headfirst into IoT, add-
ing sensors and connectivity to 
products and introducing new 
business models without fully 
understanding the technical or 
staffing repercussions. The TEK-
systems IoT survey found IT tak-
ing a leadership role in 64 percent 
of IoT-related initiatives while 
business development or strategy 
units took charge in 32 percent of 
cases. While the responses show 
the importance of close IT-busi-
ness alignment, only 9 percent of 
respondents said they strongly 
agree that their IT and business 
functions have a successful part-
nership, Hayman says. 

And IoT initiatives that originate 
within a line of business are likely 
to eventually fall into the laps of 
CIOs as they grow increasingly 
complex and require expert over-
sight in order to be integrated into 
the existing infrastructure. While 
CIOs may have grown accustomed 

For better networking,  
Go orGanic
b y  K r i s t e n  L A m o r e Au x

M
any of us devote time to causes that are 

near and dear to our hearts, but not every-

one considers translating such activities 

into career opportunities. Still, network-

ing through philanthropy (or organic 

networking) is a long-term strategy with 

lifetime benefits.

The key is to put the cause first and networking second. A salesper-

son might join a charitable organization with a noted CEO on its board 

in hopes of scoring some face time during a fundraising event. But such 

superficial interactions won’t generate any traction. However, sincere 

involvement with an organization you care about can help you build 

solid, long-lasting relationships with your fellow volunteers.

 “Without question, working side by side with a diverse group of 

accomplished professionals who are passionate about giving back helps 

to form significantly stronger long-term bonds,” says Dave Ballai, CIO 

and vice president of content operations at Reed Technology, a provider 

of electronic content management services. “I have never ventured 

into the nonprofit arena with the notion that it will help my career by 

expanding my network. But, ironically, that’s precisely what happens 

over time, organically. I’ve met some truly inspiring and amazing indi-

viduals who likely would never return a cold call Continued on next page 
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to this type of scenario — cour-
tesy of the bring-your-own-device 
movement — they will have less 
visibility and control with IoT proj-
ects than they had in such situa-
tions in the past, says Frank Gillett 
an analyst at Forrester Research. 

“The biggest challenge is that the 
CIO doesn’t control most of this 
— they don’t have ownership, but 
they are going to end up with the 
responsibility for security, interop-
erability, integration, analytics and 
some aspects of manageability,” 
Gillett says. “Because they don’t 
own it and it’s not in their budget, 
they are going to have to partner 
with line of business people and 
product people in a different way 
than they have before.”

The narrative for CIOs has long 
been about boosting business 
savvy and having an intimate 
understanding of organizational 
goals and how technology can 
help achieve those goals. With IoT 
initiatives, the line of delineation 
between technology and business 

is even more blurred, and CIOs 
need to be sure they have a deep 
pool of IT professionals with a 
business orientation. Nurturing an 
IT organization that places a pri-
ority on understanding business 
requirements and customer-facing 
processes will be critical to ensur-
ing that IoT is not just a passing fad 
or a short-term project, but rather 
a lasting technology investment 
that delivers transformative value, 
says Raj Kushwaha, CTO at private 
equity firm Warburg Pincus.

“IT does a really good job at solv-
ing internal automation problems 
with ERP or CRM, but they’re not 
very good at understanding cus-
tomer-facing processes and there 
aren’t business process experts sit-
ting in the technical world looking 
at how to make processes more effi-
cient,” says Kushwaha, who advises 
companies on how to leverage 
technology to fuel disruptive inno-
vation. “IoT is more about business 
than technology, and there needs 
to be IT talent that understands the 

in the absence of such a relationship. The binding element is the like-

minded respect and caring for others — that has to be first.”

The trust that grows among people who share a commitment to a 

cause is essential. “I want to do business with people I trust and value,” 

says RJ Juliano, CIO of Parkway Corp., a parking management and real 

estate development company. “Genuine, active service to others can be 

a major factor in identifying trustworthiness.” 

Mary Sobiechowski, CIO for the American Society for the Prevention 

of Cruelty to Animals (ASPCA), notes that this premise holds when 

evaluating vendors as well: “I have been able to bring greater value to 

the ASPCA by making connections in the technology world with ven-

dors and other partners with a strong tie to philanthropy.” And giving 

back to the community leads to visibility. Citing Salesforce’s Sales-

force.org charitable operation and Box’s Box.org, Sobiechowski says, 

“vendors with strong philanthropic arms . . . connect many CIOs in the 

nonprofit world to share experiences working in very complex busi-

ness organizations with limited resources.”

Make connections naturally
For shy types, networking through philanthropy provides a more natu-

ral way to get to know people because you have something in common. 

The key is authenticity. Many IT leaders don’t separate personal and 

professional networks. “I am the same person at home, work or volun-

teering,” Juliano says. “Clearly, there are different levels and quality of 

relationships in every network, but I strive to be substantially the same 

person in all of them.” 

With organic networking, employment opportunities flow both ways 

— candidates can meet future bosses, and leaders Continued on next page 
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business better than the business 
guys themselves.”

Also necessary are layers of IT 
people who are thought leaders 
and who are fluent in soft skills 
like consensus-building and 
change management. “CIOs are 
clearly that, but in order to make 
these changes, you need a lot of 
mini CIO types,” Kushwaha says. 
“You need a lot more people in the 
technology organization who are 
more business than technology 
and who are sitting on the front 
lines to try to understand business 
processes and the customer.”

A deep tech talent bench
In addition to putting a heavy 
focus on business acumen, CIOs 
should also be looking to expand 
their bench in critical technol-
ogy areas. Many of the requisite 
IoT-related skills are similar to 
those that are needed in other hot 
projects and already exist in IT in 
varying degrees of depth. How-
ever, IT teams tend to be lacking 

people with the right mix of exper-
tise. “You might need someone 
with a background in security 
architecture who also happens to 
have five years of IoT experience,” 
says TEKsystems’ Hayman. “That 
person just does not exist.” 

Security is one of the most 
important aspects of any IoT 
initiative, and concern about 
security represents one of the 
biggest impediments to an IoT 
project. Half of the respondents to 
the TEKsystems survey ranked 
information security and fears of 
increased exposure of data as the 
top risk related to realizing the 
potential of an IoT project. The 
high number of devices and end-
points, and the volume of decen-
tralized data, in an IoT ecosystem, 
coupled with the ever-increasing 
number of people seeking access 
to such systems, creates a security 
nightmare and requires CIOs and 
CISOs to double down on device 
authentication, monitoring of 
networked devices to check for 

breaches, and guarding against 
API hacking or denial-of-service 
attacks. Of all the skills critical to 
IoT efforts, the TEKsystems sur-
vey revealed that security talent 
is the most scarce: 45 percent of 
the respondents said people with 
security expertise are the hardest 
to find, while 34 percent cited peo-
ple with big data analytics skills 

and 27 percent said architects.
Shawn Wiora, CIO and CISO of 

Creative Solutions in Healthcare, 
has made it his mission to keep 
security issues in the forefront as 
the company experiments with vari-
ous IoT initiatives. The operator of 
over 50 nursing homes and assisted 
living facilities in Texas has several 
IoT projects underway to improve 

can find their replacements. “I have hired and been hired by fellow board 

members and philanthropic contacts. The shared interest and relation-

ship opened the door for opportunities,” says Juliano. “It’s still up to any 

candidate to show competence and capability, but the shared experience 

goes far in answering less tangible questions about trust and character.”

Organic networking takes time, but it won’t kill your calendar. Juliano 

and Ballai both say they spend about two days a month on philanthropy. 

And hours spent volunteering pay off, whether you network or not.

“Along the journey in working with nonprofits, you will definitely 

find growth and uncover resources for your business,” says Ballai, “But 

my focus in collaborating with others is on making a difference to those 

in need. When you know your work is impacting lives, you’ve accom-

plished something irreplaceable.” 

kristen lamoreaux is president and ceo of lamoreaux search.
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the living conditions of its residents, 
including a music therapy program 
delivered via connected iPods, a 
network of connected washers and 
dryers, and countless IoT-enabled 
medical devices.

Wiora and his team first identi-
fied potential security gaps, then 
worked with key vendors to put 
together a mini framework that 
would augment existing controls 
in medical compliance regula-

tions with IoT-specific measures. 
Next, Wiora created custom IoT 
security training and enlisted the 
help of other security experts in 
the organization to explain the new 
challenges through formal train-
ing sessions and casual dinners at 
his home. “You have to look at what 
could go wrong,” he says. “You have 
to examine what [security mea-
sures] should be added to existing 
frameworks because security is 
critical” for a company that has to 
emphasize regulatory compliance.

As CIO and CISO, Wiora 
believes it’s his job to promote 
these evolving security frame-
works within the organization 
and to build consensus among the 

management team to take shared 
ownership for security as new IoT 
projects are identified. “Business 
needs to be cognizant of security, 
and they can’t rely solely on the 
CIO or CISO to ensure a high level 
of security,” he says. “It needs to be 
a companywide effort.” 

In that vein, Wiora is trying to 
change the culture at Creative  
Solutions in Healthcare so that 
employees embrace IoT security 
holistically, not just as a check-box 
item. “Every job description is 
changing,” he says, “and when we 
hire, we make it clear that part of 
your job is to protect personal health 
information. That becomes even 
more important in the world of IoT.”

IT organizations will also need 
people who can work with stan-
dard technologies in new ways. 
Network engineers and architects, 
for example, know how to connect 
facilities and manage standard 
volumes of data traffic, but there’s 
nothing standard about the amount 
of data that will fly across the net-
work in the world of the IoT, says 
Kushwaha. It’s a similar story with 
the data itself: Every big IT organi-
zation has a data warehouse and 
scads of data, but nothing on the 
scale of what they will be collect-
ing in the IoT era, he explains. IoT’s 
machine data and time stamp data 
is a different animal than standard 
inventory or customer data, and it 

“ business needs to be coGniZant oF security, and  
they can’t rely solely on the cio or ciso to ensure a high level 
of security.”   –shawn wiora, cio and ciso, creative solutions in healthcare

Of all the skills  

critical to IoT efforts, 

security talent 

is hardest to find, said 

45 percent 

of those polled by 

TEKsystems. 
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needs to be handled in ways that 
may be foreign to IT, he explains.

“IoT sends huge stacks of data 
moving back and forth, so to 
leverage the old models is cost-
prohibitive,” Kushwaha says. As 
a result, he adds, network engi-
neers will need to look at things 
like the modality of data transmis-
sions, compression algorithms, 
and guaranteed delivery of data 
— things they likely haven’t con-
sidered before. “As the magnitude 
of the data increases and the qual-
ity of data is different from what it 
used to be, IT needs to understand 
and refine data warehouse strate-
gies,” Kushwaha says.

The complexity of connectivity, 
in particular, was one of the rea-
sons All Traffic Solutions opted for 
a partnership approach, accord-
ing to Graef. Its second-generation 
signs are equipped with low-
power embedded communications 
modules, which pose numerous 
security and connectivity chal-
lenges. The smart, connected 

signs and All Traffic’s cloud-based 
service — which the company 
markets to local and state govern-
ments and police and transporta-
tion departments — are capable 
of delivering real-time warnings, 
changing messages on the fly, 
capturing and transmitting GPS-
driven traffic alerts, flagging cars 
that speed and reporting mainte-
nance problems to sign owners.

After a rough start trying to 
work through some communica-
tions and application development 
issues on its own and then with 
an initial partner, All Traffic Solu-
tions eventually turned to Thing-
Worx, an IoT app development 
platform and database specialist 
now owned by PTC, and Devicify, 

an enterprise platform that sup-
ports the IoT product development 
life cycle, from planning through 
deployment and monetization.

Graef says the decision not to 
build everything from scratch 
was an easy one. “It’s like trying to 
build your own enterprise system 
— why would you do that when 
you can look for the right partners, 
vendors and suppliers that can 
provide access to the services you 
need?” he says.

As Graef and other IoT pioneers 
will say, the journey is not a sprint, 
but a marathon, and there will be 
twists and turns along the way. To 
take the plunge, CIOs need to start 
building joint teams with product 
managers and business process 

owners and take a proactive role in 
guiding technology choices, says 
Forrester’s Gillett. CIOs also need 
to ask enterprise architects to plan 
for new data types while evaluat-
ing new categories of IoT-specific 
infrastructure software that will 
handle analytics, IoT application 
development and billing manage-
ment, he says.

“This is not a project with a clear 
start and finish, and it’s not some-
thing CIOs can ignore,” Gillett 
says. “CIOs need to start learning 
the scope and understand what 
it is they don’t know and how to 
change that.”  n

beth stackpole is a regular contributor 
to cio.com.

“ cios need to . . . understand what it is they 
don’t know and how to change that.”

—Frank Gillett, analyst, Forrester research.
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Symantec IT helps 
Veritas go it alone 
cio sheila Jordan’s team used cloud and sDn technologies to 
build an iT infrastructure for the newly independent storage 
business in less than 12 months.     by clint boulton

Jordan knew she had to reduce the risk 
associated with the divestment of such 
a large company. And she believed that 
earlier decisions she made to replace 
aging data center, network and applica-
tions architecture with cloud-based sys-
tems would prove to be the right choices 
for the new undertaking. Symantec 
was building a data center with a pri-
vate cloud and software-defined infra-

structure. That one-two punch would 
automate the company’s data center 
infrastructure while partitioning it into 
several parts that would enable business 
unit managers to access their own com-
puting and networking technologies.

It was a daunting task, even for Jordan, 
who joined Symantec in February 2014 
after holding jobs where she had man-
aged change and business transforma-

it’s not uncommon for CIOs of large enterprises to manage big changes associated 
with mergers and acquisitions. But building a new IT infrastructure for a stand-alone 
company in just 12 months? That’s something else altogether, but it was the challenge 
Symantec CIO Sheila Jordan faced after the security vendor decided to spin off Veritas, 
the storage software maker it purchased in 2005.
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tions at Cisco and Disney.
Jordan decided to strip out the 

Veritas assets and move them to 
their own portion of the cloud and 
software-defined network (SDN), 
which she likened to a big apart-
ment complex, where multiple 
tenants have their own units but 
share the underlying infrastruc-
ture. “Why can’t Veritas be a ten-
ant on this infrastructure until 
they go out on their own?” she 
thought. Symantec’s board and 
auditors approved the plan, and 
the two companies entered into a 
temporary service agreement.

Plenty of challenges
Jordan knew she needed to 
execute flawlessly if she was to 
extend Symantec’s strategy, which 
involved an evolution from perim-
eter-oriented defenses and mal-
ware detection to a more proactive 
approach to security, including the 
use of analytics to detect threats. 

The infrastructure team worked 
feverishly to build a data center, 

a private cloud and an SDN from 
scratch, using technology and help 
from Cisco, NetApp and Verizon. 
The application development 
group eliminated many of its 600 
applications. They pared three 
ERP systems down to one, consoli-
dating go-to-market, channel, and 
sales and marketing data. They 
moved 85 apps into the private 
cloud and replaced others with 
hosted offerings from Box, Sales-
force.com, Oracle’s Eloqua, Work-
day, Cisco’s WebEx and others.

The technical work was just one 
of many challenges. Symantec had 
never built an adequate change 
management database — a master 
road map of how business services 
are connected to applications, and 
how those apps are connected to 
data. Healthy tensions surfaced as 
the application development team 

pushed the infrastructure team 
to move faster so they would have 
stable data center environments for 
testing software.

War room confabs
To address concerns, IT and busi-
ness staffers held “war room” dis-
cussions, allowing managers and 
rank-and-file staffers to construct 
an efficient feedback loop. The 
team used large whiteboards to 
display the dependencies between 
sales, marketing and other busi-
ness processes to applications. 
Employees would “walk the wall” 
to see how their workflows were 
progressing and identify gaps. “It 
is important to understand the 
upstream and downstream” of 
business processes, Jordan says.

Both initiatives were finished 
well before the October 2014 dead-

line. It took less than five months 
to set up the private cloud and the 
SDN, while the app rationalization 
project took about nine months. 

“It was a Herculean effort for my 
team,” Jordan says. But “we deliv-
ered to Veritas a much cleaner, less 
complex, scaled environment.”

The experience taught Jordan that 
you can never overcommunicate. 
Noting that her team saw every step 
in the change-management process, 
identifying gaps and redundancies 
that the business had to be aware 
of, she says, “You can’t underesti-
mate change management. We did 
a good job but we could have taken 
it to another level,” in terms of mit-
igating the impact on customers 
and partners.  n

clint boulton is a senior writer  
at cio.com.

“ It was a Herculean effort for my team.” 
—SHeIla jordan, cIo, symantec
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CIos must be 
ready to deal with 
changes in aPIs
as the strategic value of aPis continues to grow, so do 
the challenges associated updating or retiring them.
by thor ol avsrud

developers with building blocks 
they can draw on to more rapidly 
and efficiently create applications.

But the increasing adoption of 
APIs and their growing business 
value also means API providers 
and developers are facing new 
obstacles. As their needs and 
business priorities shift, provid-

ers create new versions of their 
APIs and deprecate — or discour-
age the use of — the old ones, 
and this can create tension with 
developers who have to deal with 
the consequences. If a key part of 
your business is built around an 
API provided by a company like 
Facebook or Google, and that API 

breaks or is discontinued, it can be 
a serious headache.

how to minimize aPi risks
Both providers and developers can 
adopt strategies that will minimize 
the business risks that accompany 
API modifications, says Brian Pon-
tarelli, CEO of Inversoft, which 

uses APIs to provide content fil-
tering, user management features 
and community services to organi-
zations like Disney and the NFL.

“We put ourselves right smack 
in the middle of the API economy,” 
Pontarelli says. “We built APIs 
to help customers moderate and 
manage their users. As more and 

Application programming interfaces (API) have changed the face of 
application development. By expressing software components in terms 
of their operations, inputs, outputs and underlying types, APIs provide 
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more people were looking at these 
Web-based APIs, we realized it was 
becoming more and more important 
to keep up with standards and keep 
our APIs as modern as possible.”

“We started off with a fairly Web 
service-style API based on SOAP,” 
Pontarelli explains. “Then we 
moved to a more RESTful, JSON-
based API. It took years to go 
through that transition. Our cus-
tomers are enterprise companies, 
and they don’t move as quickly as 
startups. It’s really important not 
to break their existing tools.”

Pontarelli says one of the key 
best practices Inversoft has imple-
mented is the use of semantic 
versioning (or SemVer) across the 
board, with all software and APIs.

The SemVer approach works 
hand in hand with a product road 
map that takes into account the pain 
API deprecation can cause users.

“It helps customers understand 
when a new version is coming out 
whether it’s going to be compati-
ble,” Pontarelli explains. “[Certain] 

version numbers mean that things 
are compatible, [other] version 
numbers mean it’s not compatible.”

“I think one of the biggest things 
to really factor into it is to try to 
work with the vendors to under-
stand the road map and product 
plan,” he says. “We try to do fea-
ture upgrades with API compat-
ibility four to six times a year. We 
break our API compatibility once 
every two years.”

stay current
CIOs who stay aware of Inversoft’s 
schedule and sync to it tend to do 
fine, Pontarelli says.

“Honestly as long as the CIO 
is thinking in terms of budget-
ing for upgrades, they’re going to 

be in a good position,” he says. “If 
you’re staying current, the pain 
of a deprecation is going to be less 
than if you’re years behind. It takes 
communication and planning. I 
think that’s key to any relationship 
between a vendor and a company.”

That said, he notes that it’s also 
essential for vendors to assess how 
API changes will affect customers. 
If a change is going to break the 
API for a majority of customers, 
especially enterprise users who 
need time to react, Inversoft seeks 
to provide a compatibility layer to 
ease the transition.

“Almost every time we’ve done a 
major API overhaul, we’ve put in 
some compatibility for large cus-
tomers that are going to feel the 

greatest pain,” Pontarelli says. “Do 
they have the development staff in 
place to do an upgrade? Can they 
stay on an older version at least until 
they can get it into their product 
plan? We can support them on an 
older version for 16 to 18 months.”

Smaller companies, on the other 
hand, usually want to move faster. 
“We tend to find the developers in 
those situations are often pushing 
us to move even farther ahead than 
we would like,” Pontarelli says. 
“Sometimes we need to push back 
and make sure something is really 
going to be a thing in the industry 
before we jump on board.”  n

Thor olavsrud is a senior writer for 
cio.com.

“  I think one of the biggest things [that cIos should do]  
is to try to work with the vendors to understand  
the road map and product plan.” 

—BrIan PonTarellI, ceo, Inversoft
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PerkinElmer’s informatics business develops systems designed to help researchers and  
clinicians visualize and analyze complex data, identify patterns and trends, convert data into 
actionable information, and collaborate with peers for insights. We recently spoke with the divi-
sion’s president, Karen Madden, to find out how data analytics is changing the field of scientific 
research and how PerkinElmer innovates while staying close to customers.

What is your unit’s relationship to 
the rest of PerkinElmer? 
Informatics is a stand-alone busi-
ness, but we leverage our informat-
ics capabilities across the entire 
PerkinElmer portfolio. Custom-
ers have the ability to use the data 
generated from the instruments 
and software that we provide to 

improve their scientific decision-
making process.

How is informatics changing the 
scientific process?
When our customers use smart, 
connected instruments, they can 
stream data into highly scalable 
data structures. They can analyze, 

integrate and visualize many dif-
ferent data types and build very 
specific scientific workflows and 
applications. Enhancing the abil-
ity of our customers to analyze and 
visualize their data assists them 
with getting answers and mak-
ing decisions more quickly, which 
helps them make new discoveries. 

In biotech and pharma, you start 
out with thousands of compounds, 
and if you’re lucky, you get one 
blockbuster drug in the end. Our 
solutions help scientists make criti-
cal decisions earlier in the process. 
Our pharmaceutical and biotech 
customers can perform real-time 
data analysis, which can help them 

Powering drug discovery 
with information
Data analysis and visualization can be used to improve health and 
safety, says the leader of PerkinElmer’s informatics operation.  
B y  m a r t h a  h e l l e r
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avoid getting through a Phase 3 
trial and subsequently learning 
they’ve spent hundreds of millions 
of dollars on a drug that has failed. 

 
How are you driving a culture of 
innovation in your business? 
Having the informatics business 
connected to PerkinElmer’s instru-
ment business lets us innovate in 
ways our competitors cannot. Our 
software developers work closely 
with the engineers who develop our 
detection and imaging solutions. 
This multidisciplinary approach 
lets us innovate better than if we 
had free-standing imaging, detec-
tion and informatics disciplines.

Do you work with customers? 
We are committed to working 
collaboratively with our custom-
ers. We recently announced a col-
laboration with Albany Molecular 
Research Inc. [AMRI], a premier 
drug development organization, 
on its new drug discovery center. 
Perkin Elmer will provide informat-

ics technologies, as well as content 
screening, cellular imaging technol-
ogies and other analytical instru-
ments, while AMRI will provide 
experts in chemistry, drug develop-
ment and biology. Together, we will 
be creating the lab of the future.

Engaging in co-development 
with our customers is a powerful 
way to ensure we are creating rel-
evant solutions. 

How has technology impacted 
your leadership style? 
PerkinElmer has operations in 150 
countries, and I certainly use com-
munication technologies to stay 
connected. But part of my leader-
ship philosophy is that technology 
cannot replace the human touch 
or the relationships that you build 

through face-to-face communica-
tion. Face time drives teamwork 
and helps build loyalty. 

The same can be said for build-
ing strong customer relationships.  
While I could conduct customer 
meetings via phone or video con-
ference, I find real value in travel-
ing for in-person meetings.  

What in the world of technology is 
personally exciting to you? 
I’m in this field because of a deeply 
felt passion that the technolo-
gies we develop have a significant 
impact on human and environmen-
tal health. The opportunity for us to 
make a difference is what motivates 
me, and the same perspective is 
shared by our employees. 

Our technologies have played an 

integral role in the development 
of at least 22 novel therapies and 
drugs. Our neonatal technolo-
gies have enabled more than 486 
million babies to be screened for 
life-threatening and rare diseases. 
With our medical imaging compo-
nents, we have aided cancer treat-
ments in over a million patients. 
We measure over 2 billion air, 
water and soil samples looking 
for contamination, and our instru-
ments detect known and unknown 
adulterants in food. The ability to 
develop solutions that improve the 
health and safety of our families is 
incredibly exciting to me.  n

Martha heller is president of heller 
search associates, an executive 
recruiting firm.

“ When our customers use smart, connected 
instruments, they can stream data into 
highly scalable data structures.” —karEn MaddEn
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it plays a critical role in 
digital transformation
But first it must transform itself, writes IDC’s Meredith Whalen.

Given the strategic importance of, and sense of urgency 
around, digital transformation, some CEOs are hiring chief 
digital officers. In other cases, companies are establishing 
separate digital businesses. Both approaches leave IT unsure 
of its role in digital transformation. 

The results of a recent IDC survey of 300 line of businesses executives 

may provide IT organizations 
with a measure of reassurance. 
During the innovation stage, IT 
can play a role in identifying the 
parts of the business that could be 
transformed and which emerg-
ing technologies will be good fits. 
IDC also sees a role for IT after the 
digital capability has been created: 

The IT organization is needed to 
ensure that the digital innova-
tions are ultimately integrated into 
the enterprise IT platform, and to 
ensure that existing systems are 
transformed into a flexible and 
optimized IT infrastructure that’s 
capable of supporting a digital 
enterprise.

Transforming IT first
For many IT organizations, over-
hauls of IT culture, talent, service 
management, vendor management 
and operations are in order before 
they can be effective partners in 
digital transformation initiatives. 
According to a recent IDC bench-
mark study, only 17 percent of IT 

organizations are functioning as 
digital transformation “change 
agents” or “visionaries” when part-
nering with business units. The 
rest are still finding their way.

To help IT leaders map out the 
transformation required from 
within, IDC has developed a 
framework for digital transforma-

meredith  
whalen,
senior vice president, 
it executive and  
industry research, idc

leading  tEch
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tion called “Leading in 3D” — so 
named because digital-savvy IT 
organizations need to tackle three 
dimensions of IT transformation.

DiMEnsion  1
innovate with the business to 
create a digital enterprise. This 
dimension addresses the need for 
IT to serve as an innovation engine, 
working closely with the business 
in an agile manner to create new 
digital capabilities. Such organiza-
tions require an innovation culture, 
a deep understanding of the busi-
ness and its customers, and IT tal-
ent versed in digital technologies.

DiMEnsion  2
integrate digital capabilities 
with the enterprise platform. Once 
the digital innovations have been 
generated, it’s incumbent on IT to 
ensure that a reliable, scalable and 
secure digital infrastructure is in 
place. When and how the digital 
assets are integrated into the enter-
prise platform is up to IT. A focus 

on enterprise architecture, service 
management, security and pro-
gram management are required.

DiMEnsion  3
incorporate new techniques 
and technologies into the IT 
organization. For many IT orga-
nizations, legacy systems are 
seen as a barrier to innovation. 
Digital-savvy organizations create 
a flexible and optimized IT infra-
structure that’s capable of sup-
porting the digital enterprise by 
selectively infusing the environ-
ment with digital techniques and 
technologies. Through a careful 
balancing act, they adeptly parse 
their resources to drive innovation 
while still running the current IT 
environment. 

A cycle of innovation 
Leading in 3D is a process of man-
aging continual transition from 
old to new and from experimental 
to operational in the context of dig-
ital transformation. It requires IT 

leaders to transform a multitude 
of domains ranging from IT talent 
to services management and IT 
operations. 

IT organizations begin their 

transformational journeys by 
assessing where they stand in each 
of the three dimensions: innovate, 
integrate and incorporate. For each 
dimension, IT must create a road 
map for transformation. The table 
above lists the activities that IDC 
believes should be priorities in 
Leading in 3D road maps.

While there is a great deal of 
change that must take place in a 
short period of time, those IT orga-
nizations that can master this will 
find themselves in a virtual cycle 

of innovation. They will be able 
to drive the initiatives that shape 
future business models and create 
best-in-industry digital products 
and services.  n

Meredith Whalen is a senior vice  
president specializing in it executive 
and industry research at idc.

Priorities for Leading in 3D

Innovate Integrate Incorporate

Rebalance IT’s talent portfo-
lio for digital competencies.

Implement cross-functional 
digital transformation pro-
gram management.

Modernize the infrastructure to 
support a digital organization.

Generate multi-tier digital 
revenue strategies.

Broker, integrate and orches-
trate delivery of IT services.

Reorganize vendor sourcing for 
transformation of older systems.

Develop consumer engage-
ment expertise.

Prioritize IT integration 
efforts.

Drive innovation while running 
the current IT environment.

Create a culture of  
innovation.

Deliver enterprise applica-
tions on standard platforms.

Recruit people with new skills  
to work in the IT organization.

http://www.cio.com
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career  roaDMap

Digital Marketing

Roles

content marketing manager,  
social media marketing manager, 
marketing account manager,  
director of marketing

minimum  
education

bachelor’s degree or several years 
of experience in relevant roles

Relevant  
aReas of 

study

communications, analytics,  
statistics, sales, economics

technology 
skills

Google adWords, sEo platforms 
like Google analytics or adobe 
catalyst, sEM best practices,  
Marketo and salesforce.com

Potential  
emPloyeRs

organizations of all sizes, pr/ 
advertising/marketing agencies

salaRy $51,300  national median pay

the evolution of a 
marketing executive 
What does it take to prepare for, land and succeed in the 
hottest roles in IT? This month, we look at how Kristine 
Spence climbed the digital marketing ladder. 
by sharon flor entine

Kristine spence didn’t set out to pursue a career in digital 
marketing. In fact, when she entered the job market, the 
term didn’t even exist. The role emerged with the rise of the 
Web and digital media, and it has been evolving in step with 
the ongoing advances in technology ever since. And Spence’s 

career keeps evolving right along with it.
Spence graduated from Florida International University with a degree 

in hospitality management and began her career handling day-to-day 
management for a Walt Disney World resort restaurant group. When the 
opportunity arose to move into a sales and marketing coordination role for 
a luxury restaurant group, she jumped at the chance.

As she took advantage of new opportunities, she found herself learn-
ing new skills. “I had taken the required marketing courses for my degree, 

http://www.cio.com
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career  roaDMap

but at that point, ‘digital 
marketing’ didn’t exist,” 
Spence says. “But in the 
mid-1990s, every aspect of 
sales and marketing began 
to move away from print 
and toward online, digital 
media. I had a solid back-
ground, but I had to learn 
as I went — everything 
from email marketing, 
search marketing, Google 
ads and Adwords, banner 
advertisements, pop-up 
ads, building links.” 

IT-marketing liaison
From there, Spence served 
as an executive assistant 
to the American Hotel 
and Lodging Educational 
Institute’s CEO, senior 
vice president and execu-
tive vice president of 
marketing. She parlayed 
her success as a liaison 
between sales, marketing 
and IT into a promotion 

to senior director of mar-
keting for the institute in 
2010. 

Since then, Spence has 
driven successful social 
media, email and SEO/
SEM campaigns, and she 
has worked to enhance the 
nonprofit’s Web presence 
and Internet traffic.

“All of my previous 
positions have touched 
on aspects of marketing. 
Within that, I’ve kept 
pushing myself to master 
the technical aspects by 
working closely with IT 
and our content marketing 
specialists to maximize 

our site through SEO, and 
really understand the digi-
tal space,” Spence says. 

Demand skyrockets
Demand for digital mar-
keting professionals like 
Spence has skyrocketed as 
technology keeps evolving, 
says Chris Taylor, director 
of executive search at staff-
ing firm Onward Search. 
But demand for certain 
specialties within the field 
has shifted, he adds. 

Five years ago, most of 
Onward’s clients were 
looking for people with 
SEO and paid search expe-

rience, Taylor says. With 
changes to search engine 
algorithms, though, that 
demand has leveled off 
in the past year or so, and 
companies are looking 
more for people with social 
media expertise and for 
candidates with experience 
crafting content for paid 
search. 

“It’s really hard to find 
this talent,” Taylor says. 
“The digital marketing 
people who are currently 
employed are getting tons 
of emails every day from 
employers trying to poach 
them — even if they’ve only 

been in their roles a few 
months, because the mar-
ket is so strapped.”

Spence’s goal is to stay 
relevant in an evolving 
discipline. 

“I do a lot of research, I 
attend industry seminars 
and webinars, I network 
with other profession-
als, I read articles,” she 
says. “But most of this I’ve 
learned by doing and by 
‘blowing stuff up’ — and 
that’s the fun and exciting 
part.”  n

sharon Florentine is a senior 
writer at cio.com.

“I’ve kept pushing myself to master the technical  
aspects by working closely with IT.” 

–kristine spence
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RESOURCES

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.

8 DOWNLOAD HERE

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.

8 DOWNLOAD HERE

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.

8 DOWNLOAD HERE

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.

8 DOWNLOAD HERE
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TRAVEL AND 
TRANSPORTATION

19,000 EMPLOYEES

BENEFITS

• Increased agility

• Faster integration of new 

companies and services

• Consistent integration 

architecture across all 

datacenters

• TCO reduced by 50%

SOFTWARE AND 
SERVICES

Red Hat JBoss Fuse 

Red Hat JBoss Enterprise 

Application Platform

Red Hat Enterprise Linux®

Red Hat Satellite

Red Hat Consulting

HARDWARE

14 servers with  

4 cores each

As Avianca, the oldest operating airline in the Americas, grew its portfolio of companies, it 

needed a standardized way to integrate new airlines into the group. With each new airline  

came new legacy applications and systems, making it difficult for Avianca to keep pace with 

business demands. 

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

redhat.com 
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@redhatnews 

linkedin.com/company/red-hat 

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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The Business Value of Red Hat Integration Products 

Sponsored by: Red Hat 

Maureen Fleming Matthew Marden 
December 2014 

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 
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@redhatnews 
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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.

IS AN OPEN SOURCE BUSINESS 
PROCESS MANAGEMENT SOLUTION 
RIGHT FOR YOU?

WHITEPAPER

redhat.com 

facebook.com/redhatinc 
@redhatnews 

linkedin.com/company/red-hat 

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.

IS AN OPEN SOURCE BUSINESS 
PROCESS MANAGEMENT SOLUTION 
RIGHT FOR YOU?

WHITEPAPER

SPONSORED BY:

http://www.cio.com
http://resources.cio.com/show/200038324/01372060161708CIOYD764KYHPZ/
http://resources.cio.com/show/200038326/01372060161714CIOW9T4STHCYB/
http://resources.cio.com/show/200038325/01372060161711CIOHTEZ31YMY5/
http://resources.cio.com/show/200038327/01372060161715CIOV76HXGN0BR/
http://resources.cio.com/show/200038328/01372060161716CIOM97PYBWMIA/

	Button 287: 
	Page 2: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 1: Off

	Button 286: 
	Page 2: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 1: Off

	Button 285: 
	Page 1: Off

	Button 291: 
	Page 2: Off
	Page 4: 
	Page 1: 

	Button 292: 
	Page 2: Off
	Page 4: 

	Button 293: 
	Page 2: Off
	Page 4: 

	Button 288: 
	Page 3: Off
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 2: 

	Button 289: 
	Page 3: Off
	Page 2: 
	Page 1: 

	Button 290: 
	Page 3: Off
	Page 2: 
	Page 1: 

	Previous: 


