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W E HAVE a clear 
winner in the 
long-running 
browser wars: 

Google’s Chrome, which has 
been collecting users at the 
expense of Microsoft’s Internet 
Explorer (IE) for a year.

As of July 1, the Microsoft 
combo of IE and Edge ac-
counted for just 36.7% of global 
user share in June, according to 
U.S.-based web analytics firm 
Net Applications. (User share 
represents the number of desk-
top and notebook PC owners 
who ran those browsers; it’s an 
inexact statistic, but NetApp’s 
metric is generally accepted as 
a barometer of the state of the 
browser market.)

How bad was the carnage 
in June, the latest month for 
which statistics are available? 
An estimated 33 million users 
deserted Microsoft’s brows-
ers that month: IE’s share was 
down 1.9 percentage points 
from May, marking its 18th 
straight month of losses.

In the past year, Microsoft 
browsers — IE and its successor 
in Windows 10, Edge — have 
lost 17.3 percentage points. 
That’s a decline of almost one-
third of IE’s share in mid-2015. 

Google’s browser claims 49% of users worldwide. Microsoft’s share 
falls to 37% as 200 million people abandon IE and Edge this year 
alone. BY KEN MINGIS

The Browser Wars Are Over: 
Chrome Emerges Victorious

I S A A C  B O W E N  /  F L I C K R

NEWS ANALYSIS   WEB BROWSERS
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In fact, as recently as Novem-
ber, IE and Edge accounted for 
more than half of the global 
browser user share.

Chrome Shines
In contrast, Google’s Chrome 
added 3 percentage points, 
ending June with 48.7% of 

all browser users worldwide. 
Chrome took over as the most 
popular browser in April, when 
it slipped past IE for the first 
time. Chrome’s growth rate has 
been astounding; it has doubled 
its user share in just over 12 
months.

The decision by millions of 
IE and Edge users to embrace 

Chrome is largely fallout from 
Microsoft’s decision nearly two 
years ago, in August 2014, to 
warn IE users that they had to 
upgrade to a newer version by 
January 2016. Microsoft was 
likely hoping to reduce sup-
port costs — because it would 
be supporting one version of IE 
rather than six — but the edict 
had the side effect of forcing 
IE users to re-evaluate their 
browser choice.

When Microsoft issued its 
upgrade decree in 2014, Gart-
ner analyst Mike Silver called 
the move “huge,” but he prob-
ably didn’t realize exactly how 
huge it would prove to be. At 
the time, 64% of all Windows 
users were running IE.

The arrival of Windows 10 
last summer also contributed 
to IE’s fall, since the new oper-
ating system demoted IE to a 
legacy role as Edge took over as 
Microsoft’s principal browser. 
But Windows 10 users have 

been hesitant to adopt Edge, 
and the number of people who 
do so has been slowly declining 
since Windows 10’s launch.

As a result, if Chrome con-
tinues its blistering growth rate 
of the past year, it will hit the 
50% mark this month.

Microsoft this summer 
made efforts to tout Edge as the 
browser of choice for mobile 
users, boasting that lab tests 
on a Surface Book showed that 
Edge uses 27% less power than 
Chrome and 35% less than 
Mozilla’s Firefox. In a pair of 
blog posts, a director of Edge’s 
platform team and an Edge 
program manager talked up the 
results of the tests.

That boast got pushback 
from Opera Software officials, 
who noted that their company’s 
Opera browser has an optional 
power-saver mode and an also-
optional baked-in ad-blocker 
that makes it more efficient 
than Edge.

If Chrome continues its 
blistering growth rate of the 
past year, it will account for 50% 
of all worldwide browser users 
this month.
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Google execs weighed in, 
too. “We’ve made significant 
improvements to power con-
sumption in the past few releas-
es, and it’s an area of continued 
focus and investment,” Google 
said. “Since the beginning of 
the year, we’ve made a 33% 
improvement in video playback 
GPU/CPU [graphics processing 
unit/central processing unit] 
power consumption on Win-
dows 10. And by Chrome 53, 
we feel confident that we’ll be 
at parity with other browsers in 
terms of power consumption 
for the majority of video play-
back on the internet.”

Version 53 of Chrome is ex-

pected to reach users in early 
September.

Misery Loves Company
Microsoft isn’t the only compa-
ny with browser woes. Firefox 
has also fallen on hard times 
and lost another nine-tenths of 
a percentage point in June as 
its user share dropped to 8%. 
At that rate, Firefox’s user share 
could drop below 5% as soon as 
October, threatening Mozilla’s 
long-term survival. (The devel-
oper relies on search revenue 
from the likes of Yahoo to pay 
the bills; a decrease in Firefox 
users means less money in 
Mozilla’s coffers.)

Meanwhile, Apple’s Safari 
remained flat in June and Opera 
showed a small gain. 

For Microsoft, the only con-
solation was that June’s losses 
were less than May’s, when 
an estimated 48 million users 
ditched IE. But the cumulative 
effect of the losses over the last 

12 months is devastating: Al-
most 300 million users dumped 
Microsoft browsers during 
that period, with just over two-
thirds of them doing so since 
January. ◆

With reports from GREGG KEIZER.

BETWEEN THE LINES | JOHN KLOSSNER

Firefox’s 
user share 
could drop 

below 5% by 
October. 

http://www.jklossner.com/
http://www.computerworld.com
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Red Flags to Look For  
When Making a Big IT Purchase

FEW IT LEADERS RECOGNIZE 
when a salesperson is exagger-
ating a product’s capabilities 
(or omitting its limitations). 
In practicing their craft, sales-
people hone their pitches to a 
gleaming sharpness. They can 
demonstrate how their prod-
ucts meet a variety of needs, 
and they can counter virtually 
any objection or concern your 
IT team might raise.  

Absent an experienced ven-
dor management group on the 
IT side of the table, the two par-

ties in a sales presentation are 
badly mismatched. The vendor’s 
representatives spend all their 
time doing exactly this, whereas 
most IT buyers send people who 
use technology but don’t buy it 
for a living. So the IT team is at 
a distinct disadvantage. 

In preparing to make a large 
purchase, you must, of course, 
engage in the obvious due dili-
gence: Get competitive bids. 
Ask current customers about 
product features, technical 
soundness and vendor respon-

siveness. Download and evalu-
ate available test versions.

But even after you narrow 
down your choices and start 
meeting with vendor reps, you 
can’t let your guard down. Fill 
your team with natural skeptics 
and prime them to be on the 
alert for indications that the 
salespeople may not be on the 
level. Here’s a look at five warn-
ing signals.

■ The sales team fails to make 
vendor staff easily available. If 
vendor support seems spotty 

BART PERKINS is managing partner at Louisville, 
Ky.-based Leverage Partners Inc., which helps 
organizations invest well in IT. Contact him at 

BartPerkins@LeveragePartners.com.

mailto:BartPerkins@LeveragePartners.com
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before you sign the contract, 
you should expect it to be even 
worse once you do. For the ven-
dor and its salespeople, a signed 
contract is the shiny brass ring, 
and they will do just about any-
thing to reach it. 

When you’re still in talks 
with the salespeople, you should 
expect the vendor’s product 
specialists to help your analysts 
understand a system’s capa-
bilities. Moreover, the vendor’s 
technical staff should help your 
technical staff understand how 
to integrate the product with 
the rest of your infrastructure, 
and the vendor’s executives 
should assure your executives 
that they see your company as 
an important customer and that 
they are committed to providing 
excellent service. 

If the salespeople show any 
hesitancy in granting your 
team access to their specialists, 
there’s a good chance that the 

vendor doesn’t think your com-
pany is very important. Good 
luck getting any attention after 
you sign a contract.

■ The salespeople quickly 
agree to all requests, without 
analysis. Suppose you make 
your agreement contingent on a 
very aggressive implementation 
schedule. You want the sales-
people to tell you that they will 
accommodate your timeline, 
but you shouldn’t put much 
faith in their assurance if they 
don’t first confer with product 
specialists and the delivery 
team. Any request that your 
team makes that is unusual is 
likely to stress the salespeople’s 
product expertise to the limit. If 
they agree to difficult requests 
without checking with people 
in their organization in a better 
position to know the answer, 
they can easily overstate prod-
uct or service capabilities. You’ll 
be left with empty promises.

For example, in one case, a 
CEO demanded a six-month 
installation schedule for a new 
system in order to meet com-
mitments he had made to his 
customers. The head salesper-
son agreed immediately, with-
out checking with her delivery 
team. As it turned out, the de-
livery team said that six months 
was difficult but achievable — 
but they thought they had two 
additional months just to plan, 
before installation began. No-
body was happy when the dif-
fering expectations became ap-
parent. The delivery team then 
wasted a month replanning in 

a vain attempt to fit within the 
six-month window. In the end, 
the project took nine months to 
complete. Needless to say, no 
one was happy.

■ The salesperson wants to 
be your BFF. Most salespeople 
are outgoing and gregarious, 
but gone are the days when it 
was common to woo customers 
with liquid lunches and expen-
sive outings.

Today, you’re more likely to 
find the sales team and the IT 
buying team locked in detailed 
discussions about a product’s 
features, capabilities and suit-
ability for the customer’s envi-

Don’t put much faith in a sales team’s 
assurances that their company will 
meet your demands if they don’t first 
confer with their product specialists 
and their delivery team.

7AUGUST 2016 |  COM PUTERWORLD
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ronment. The best salespeople 
have deep knowledge about 
what are likely to be highly 
complex products. 

If you encounter a salesper-
son who seems like a throwback 
— someone who’s more inter-
ested in scheduling tee times or 
schmoozing over drinks and din-
ner than in discussing product 
specs — you should see a red flag. 

■ The salesperson is vague. 
Clarity is critical in any con-
tract. Features, service levels 
and costs should be clearly doc-
umented and well understood. 

One company learned that 
the hard way. An outsourcer 
stated that the monthly price of 
its services would be capped at 
a certain amount, but when the 
buyer tried to model the costs 
based on the transaction vol-
ume and the pricing schedule, 
the monthly total was above the 
level promised. The sales team 
said not to worry because unit 

costs would be adjusted to cap 
the cost. Six months later, when 
the customer lowered its trans-
action volumes, its CFO as-
sumed monthly costs would fall 
below the cap. But because unit 
costs were never changed in the 
pricing schedule, the decreased 
transaction volumes did not 
lower the bill below the cap. 
The buyer was very unhappy. 

■ Some details are left to be 
addressed after the contract has 

been signed. When it comes to 
getting a contract signed, the 
selling and buying teams are 
worlds apart. A salesperson’s 
bonus, or perhaps even his job 
itself, could be at stake, and 
vendors are always looking to 
pump up their sales figures. 
Buyers might have solid dead-
lines, but they’re less likely to 
have any incentive to rush. 

A signed contract fosters the 
perception that the hard work 
is done and there’s no hurry 
to hammer out the details of 
the agreement. A signature 
removes the sales team’s incen-
tive to complete the work, and 
the customer is left with far less 
leverage to push for agreements 
on the details. 

However, because the master 
services agreement documents 
the entire relationship between 
the customer and the vendor, 
it needs to be comprehensive 
and accurate. If you must sign 

an agreement before everything 
is final, include language that 
identifies the specific schedules 
or exhibits that will be updated. 
Then keep the pressure on your 
team and the sales team. When 
there are questions and the 
sales team is long gone, the con-
tract is the first thing the two 
sides will review. If the worst 
happens and there is litigation, 
the contract will be the critical 
document. 

Before the contract is signed, 
you’re the big dog and every-
thing is negotiable. After the 
contract is signed, you may 
be left howling at the moon. 
Watch for sales rep behaviors 
that indicate that they don’t 
have your long-term best in-
terests in mind. And don’t fully 
commit psychologically before 
you’re ready to commit on pa-
per. You have to retain the op-
tion of walking away as your 
ultimate point of leverage. ◆

Before the  
contract is 

signed, you’re 
the big dog and 
everything is 
negotiable.  

After it’s signed, 
you may be left 
howling at the 

moon.
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Deft management  
skills and a lot 
of empathy 
are required to 
BALANCE THE 
PRIORITIES AND 
EXPECTATIONS  
of millennials,  
baby boomers and 
the Gen X-ers stuck 
between them.  
BY MINDA ZETLIN
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Statistics like those matter 
because today’s enterprises are 
facing unprecedented pressures 
that will force them to take this 
age group seriously, adapt to its 
needs and ultimately 
re-create the work-
place as something 
today’s employees — 
especially those baby 
boomers — may find 
unrecognizable. The challenge 
for IT leaders is to manage those 
changes and balance differ-
ing priorities and expectations 
from the three age groups work-
ing in IT — millennials, baby 

boomers and the Generation X 
cohort stuck between them. It 
will require deft management 
skills, a lot of empathy and the 
ability to drive needed changes 

to keep organizations 
competitive in a fast-
moving world. 

Becoming a Digital 
Organization

The push to accommodate mil-
lennials begins with the much-
discussed need for companies 
to embrace “digital transforma-
tion” or become “digital organi-
zations.” IT experts may differ 

on exactly what that 
means, but there’s 
widespread agreement 
about whom it applies 
to. “When it comes to 
the new skills required 
to accelerate digital 
transformation, a lot 
of existing staff who 
are baby boomers and 
Gen X-ers have legacy 
skills and need to be 
reskilled,” says Lily 
Mok, an analyst at 
Gartner. “You need to 
bring in young blood, and that 
can create culture shock.”

Thus, companies that want 
to commit to becoming digital 
organizations are sometimes 
promoting younger people to 
higher positions than has been 
the norm in the past. Case in 
point: ERP giant SAP, which 
named 31-year-old Thomas 
Saueressig as its CIO in April. 
Sauer essig is the youngest per-
son to be CIO of a Forbes Global 

2000 company, and 
one of the youngest 
CIOs of a company 
whose shares are in-
cluded in Germany’s 
DAX stock index. 

Asked how his 
youthful perspec-
tive might benefit 
his employer, Sau-
eressig says, “First, 
I would like to em-
phasize that SAP is 
very competitive, 
with fast reactions. 

Nevertheless, it’s a great oppor-
tunity to enable SAP to become 
a digital enterprise.” 

Providing a more modern 
customer experience is only 
part of what he means. “On the 
one hand, it’s about enabling 
new business models and op-
timizing processes, and on the 
other hand, it’s about increasing 
user productivity and satisfac-
tion by providing a modern 
work environment,” he says. 

D O MILLENNIALS MAKE UP A SUBSTANTIAL PORTION of 
your IT staff? If not, they will soon. Within a few years, 
millennials — roughly defined as people born after 
1981 — will comprise the biggest demographic in the 
country, overtaking the baby boomers, who are today’s 

most populous generation. By 2020, one-third of U.S. adults will 
be millennials, according to researchers at the University of South-
ern California. PricewaterhouseCoopers predicts that they will also 
account for more than 50% of the workforce by that time.

S A P

BRIDGING 
IT’S GROWING 

GENERATION GAP

BY MINDA ZETLIN

Thomas Saueressig, 31,  
became CIO at ERP giant 
SAP in April.

http://www.computerworld.com
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“The expectations of end users 
have changed significantly, es-
pecially for the new generation 
of millennials. I definitely bring 
a new mindset with me versus 
traditional IT, which will also 
help us to attract young talent 
for the company.”

What Do Millennials Want?
The hunt for talent is the second 
major force pushing employers 
to cater to people under 35. Giv-
en demographic realities, most 
companies will have a tough 
time hiring employees with the 

skills they need if they 
can’t appeal to this 

age group. As Sau-
eressig says, the 
desires, priori-
ties and values of 
millennials often 

differ markedly 
from those of their 

older colleagues. Some 
of the differences are simply due 
to the fact that the people in the 

two groups are at different stag-
es of their lives, but others result 
from the fact that the millenni-
als came of age in a very differ-
ent world. Either way, IT leaders 
point to a few things millennials 
often seek but that matter a lot 
less to older tech professionals.

1 They want to be part of 
the big picture. Where 
older employees might 

be happy in individual roles, 
millennials want to understand 
the larger context of their jobs. 
“This young generation is high-

context,” says Monika Fahl-
busch, chief employee experi-
ence officer at BMC Software, 
a business service management 
software company headquar-
tered in Houston with annual 
revenue of more than $2 billion. 
“They’ll want to know, ‘I’m here 
to what end? Why does this 
make me important as an em-
ployee of this company?’”

“The prospect of working in 
an IT environment is not that at-
tractive to someone coming out 
of school,” adds Kim Smith, chief 
digital officer at Capgemini. “In 

their minds, traditional IT is the 
help desk.” Smart companies, 
she notes, are responding by ex-
panding on traditional IT roles, 
blending in other functions such 
as product development, or 
rotating IT employees through 
other areas of the company.

“People want to join a pro-
gram. They want rotations,” 
says Jenn Prevoznik, who heads 
SAP’s Early Talent Acquisition 
program. “Hiring them into a 
role doesn’t do it anymore. You 
have to hire them into a role, 
plus give them an experience.”

Hiring [younger workers] 
into a role doesn’t do it 
anymore. You have to 
hire them into a role, 
plus give them an 
experience.
JENN PREVOZNIK,  HEAD OF SAP’S 
EARLY TALENT ACQUISIT ION PROGRAM

http://www.computerworld.com
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2 They want to work in a 
collaborative environ-
ment with frequent in-

teraction. “My older employees 
are singletons,” says Antonis 
Papatsaras, CTO at SpringCM, 
a 10-year-old contract manage-
ment company headquartered 
in Chicago. “They want to be 
assigned a task, go work on it 
for a couple of weeks, and come 
back with a solution. Millenni-
als want constant feedback.” 

They also want that feedback 
to be brief. “You can write a 
tweet in 140 characters and ex-
press yourself 100 times a day, 
and a lot of these guys do that,” 
he says. “When it comes to 

managing their work, you have 
to meet them in that way — the 
social way.” 

That means being both re-
sponsive and succinct. “We had 
to change our procedures to 
use tools like Slack and Google 
Hangouts and instant mes-
saging to communicate with 
them,” says Papatsaras. “They 
don’t like writing long emails; 
they write one-sentence texts.”

It also means compressing 
traditional timetables for evalu-
ating employees’ work. “They 
want to be given feedback of-
ten, and that’s every couple of 
days, not monthly, and not once 
a year like we used to do with 

annual reviews,” he says. “They 
want to know whether they are 
on the right track.”

3 They don’t want to be 
bound by too many 
rules. Nowhere is this 

more apparent than when it 
comes to the technology mil-
lennials use. “Because they are 
using iPhones and Android and 
can download an app to do any-
thing, they kind of have that ex-
pectation,” says Peter Markos, 
CIO at Rotary International. 

That should come as no sur-
prise, according to Fahlbusch, 
who says, “They’re digital na-
tives; their experience with 

technology is quite different, and 
they want a lot of choice.” 

But younger people’s resis-
tance to rules goes way beyond 
the question of which tech-
nologies they can and can’t use. 
They also want the freedom 
to work away from the office, 
and they want their ideas to be 
given serious consideration, 
whether or not they’re in an 
executive role. And, not surpris-
ingly, they really don’t want to 
be blocked from advancement 
by rules and traditions involv-
ing seniority and tenure. 

That last concern is a big one, 
and it’s why, for example, SAP’s 
decision to appoint a young CIO 

12AUGUST 2016 |  COM PUTERWORLDS P R I N G C M

We had to change our procedures to use tools like Slack and Google 
Hangouts and instant messaging to communicate with [millennials]. They 
don’t like writing long emails; they write one-sentence texts.
ANTONIS PAPATSARAS,  CTO,  SPRINGCM
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sends a powerful message, ac-
cording to Saueressig. “I believe 
millennials don’t place such 
importance on hierarchies or 
seniority levels; it’s more about 
connecting the right people to 
do the right things,” he says. “Ap-
pointing a young CIO shows the 
trust SAP places in its employ-
ees. It gives people chances.”

On a Collision Course?
This mistrust of authority and 
rules can put millennials into 
direct conflict with older col-
leagues — who are often more 
senior. Smith points to differ-
ing attitudes toward authority, 
what hipsters of an earlier era 
used to call “The Man.” 

For people who came of age 
in the 1970s and early ’80s, 
she says, the whole objective 
was making money. Smith says 
that group’s outlook could be 
summed up like this: “I don’t 
have respect for The Man, I 
don’t want to stick it to The Man 

— I want to be The Man.” 
But to millennials, The Man 

and Corporate America seem 
less relevant than they may 
have to previous generations. 
“They saw the tech boom, 
technology, the internet and 
startups,” Smith says. “They 
don’t care about The Man, and 
Corporate America isn’t really a 
destination for them. 
They may wind up 
there, but their 
loyalty only 
goes so far.” 

Put these 
different 
groups together, 
and you’ll likely 
have conflicts. “People 
operate very differently,” Smith 
says. “Depending what your 
gravitational pull is, you may lean 
in or pull back. A lot of compa-
nies today are asking: How do 
we create commonality?”

Sometimes senior leaders 
have to act as referees. “Our 

I believe millennials don’t place such 
importance on hierarchies or seniority 
levels; it’s more about connecting the right 
people to do the right things.
THOMAS SAUERESSIG,  CIO,  SAP
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older folks tend to be very 
control conscious,” says Markos. 
“Their view is, IT says it should 
be done this way, and the 
business people should listen. 
Younger people think, ‘How 
do I get the tools that empower 
me to do what I need?’ I have 
this culture clash in my group. 
Occasionally it turns into heated 
discussions in my office that I 
have to resolve.” 

The older employees often 
work in infrastructure and 
generally have seniority, he 
says, so they are usually seen 
as decision-makers, especially 
on issues such as shadow IT 
and the use of cloud-based 
systems. “I have had a number 
of instances where [IT] said no 
and it wound up cycling back to 
me,” he says.

In one such incident, a con-
sultant working from a remote 
location needed VPN access 
to complete a task. One of the 
older infrastructure engineers 

refused to grant it — unless IT 
shipped one of its own laptops 
loaded with its own applica-
tions and security protections 
to the consultant. “It was a bit 
of bureaucracy,” Markos says. 
“This was a project that came 
straight from the CEO. I said, 
‘It wasn’t your job to say yes or 
no, it was your job to make it 
happen.’ Baby boomers tend to 
want a black-or-white answer. 
Millennials tend not to be so 
stark in their decision-making.”

Creating a Unified IT
If conflicts seem inevitable, 
there are also a number of strat-
egies that can help lessen their 
effects and get an IT organiza-
tion of diverse ages working as 
a single team, experts say. Con-
sider the following approaches:

■ Don’t make assumptions 
about people based solely on 
age. Recognizing that different 
age cohorts tend to have differ-

ent priorities and desires can be 
useful. Prejudging someone’s 
abilities or attitudes based on 
age alone isn’t useful. For ex-
ample, at Gartner, Mok says, 
“we have many analysts who’ve 
been in the business a long 
time, but they’re savvy about 
new technologies and open to 
outside-the-box thinking.” 

In general, baby boomers 
are more open to new ways of 
doing things than you might 
think. For instance, in an effort 
to create a more collaborative, 
faster-moving company, BMC 
recently remodeled its offices 
to feature an open-plan format, 
removing offices and cubicles. 

“I expected we would need 
a little change management 
with our older population,” 
 Fahlbusch recalls. “We needed 
none at all. We had anticipated 
people would be upset about 
losing their offices, but they 
weren’t. The No. 1 piece of feed-
back we got was, ‘I’m talking  

Baby boomers 
tend to want 
a black-or-
white answer. 
Millennials 
tend not to 
be so stark in 
their decision-
making.
PETER MARKOS,  CIO, 
ROTARY INTERNATIONAL
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to more people than 
ever before.’”

■ Create — and sell —  
a single vision for IT.  
People of all ages like 
to know that they’re 
working within a 
team toward a com-
mon objective. Bring-
ing IT employees 
together around one 
vision and celebrating 
your wins as a group 
will help build a co-
hesive team. That begins with 
getting the word out, both to  
IT employees and to the organi-
zation at large. “The one thing 
I usually find about IT is that 
we’re not good at marketing,” 
 Fahlbusch says. “We’re being 
asked to do more with less,  
and we’re doing a lot to drive  
innovation. There’s a lot to  
be celebrated.” 

This is especially important 
if you’re trying to transform into 

a digital organiza-
tion. “Respecting the 
differences across 
generations will help 
you reinforce your 
culture and manage-
ment practices,” Mok 
says. “It’s not only 
telling people what 
to do, but also telling 
them why it’s needed 
and how that trans-
lates into their own 
values. Not everyone 
will be willing to ac-

cept change, but with it coming 
from the organization top down, 
and bottom up as well, change 
can happen.” 

■ Keep your own generational 
experiences and assumptions 
in mind. It may be your role to 
lead an entire IT organization 
with employees of all ages. But 
that doesn’t mean you yourself 
are immune to the influences 
and values of your own age co-

The youngest baby boomers 
are into their 50s, and the old-
est are in their 70s. That means 
retirement is likely to be top of 
mind for many of them over the 
next few years. If some of your 
key employees are in this 
age group and they 
have institutional 
knowledge or legacy 
skills that your com-
pany needs, it’s time 
to start preparing for 
their departures.

Gartner analyst Lily 
Mok recommends workforce plan-
ning that considers demographics 
and identifies “vulnerable” areas 
where key people will be retiring. 
“You can build a pipeline of future 
talent ahead of time to fill in those 

roles,” she says. If you wait until 
the last minute, you may have to 
hire contractors to fill the gaps.” 

Another priority should be 
capturing as much institutional 
knowledge as you can before em-
ployees leave. “There are differ-
ent approaches using knowledge 
management systems or record-
ing videos,” she says. “And using 
experienced employees as coach-
es and mentors to the younger 
generation. That’s an important 

aspect of maintaining your 
organization and ensur-

ing your continued 
capability to deliver 
high-quality ser-
vices.”

It’s also smart to 
put more long-term 

employees squarely in 
the spotlight, for both new em-
ployees and customers, says 
Kim Smith, chief digital officer 
at Capgemini. “Sometimes it’s a 
more positive investment to take 

Will Retiring 
Baby Boomers 
Leave You With a 
Knowledge Gap?

Continued on page 16

Millennials want to see their 
work in a larger context, says 
BMC’s Monika Fahlbusch.

I L L U S T R A T I O N  B Y  J A M E S  Y A N G  |  P H O T O  C O U R T E S Y  O F  B M C  S O F T W A R E

http://www.computerworld.com
http://www.jamesyang.com/


COVER STORY   IT MANAGEMENT

16AUGUST 2016 |  COM PUTERWORLD

hort. For example, Fahlbusch, 
who’s 49, says she, like other 
people in her age group, tends 
to be task-oriented and places 
less importance on communi-
cation than millennials do, but 
she’s trying to change. 

Likewise, Markos suspects 
that his attitudes may be chang-
ing as the years go by. “I’ll be 44 
this year,” he says. “I have never 
thought about my age, but I 
have noticed personally there 
are times when I feel I’m more 
on the side of control than I 
used to be.” 

After all, he says, the baby 
boomers were iconoclasts back 
in the ’60s. “Maybe today’s 
twentysomethings are challeng-
ing in the way that baby boom-
ers were when they were 20,” he 
says. “Maybe everyone is a mil-
lennial at some point in life.” ◆

ZETLIN is a technology writer and  
co-author of The Geek Gap: Why 
Business and Technology Profes-
sionals Don’t Understand Each 
Other and Why They Need Each 
Other to Survive. Contact her at 
minda@geekgap.com.

people who’ve been with your 
company a long time and make 
them part of the onboarding 
process, or program manage-
ment,” she says. “You find people 
who’ve been in IT for decades 
and they’re part of innovation 
centers and customer experience 
centers. And frankly, customers 
take them very seriously. This is a 
marathon, not a sprint.” 

Mok recommends a formal 
mentoring program. “The rapport 
has to be established between 
mentor and mentee, but you can 
facilitate, provide resources, and 
allow them to allocate time to 
mentoring because it is a time 
and resource commitment,” she 
says, adding that it’s well worth 
the investment because 70% of 
learning takes place on the job.

Contract management com-
pany SpringCM takes things one 
step further by pairing young 
employees and senior employees 
so they can write code together 

on one computer, using two key-
boards and two mice. “Usually 
you have a driver and a passen-
ger, the driver writing the code 
and the passenger adding to the 
code and lending ideas, and they 
switch back and forth throughout 
the day,” says CTO Antonis Papa-
tsaras. One big benefit? “A new 
millennial coming in can write 
code on day one,” he says. 

While millennials can benefit 
by learning from their older col-
leagues, keep in mind that the 
reverse is also true. “We said 
previously that a mentoring or 
coaching relationship goes in one 
direction with the younger gen-
eration learning from seasoned 
staff,” Mok says. “But in today’s 
world, it really should be bidirec-
tional. Younger employees know 
some of the new technology and 
can quickly adapt to it — they can 
be great coaches for senior staff. 
There’s knowledge transfer from 
old to new and new to old.” ◆

— MINDA ZETLIN

Continued from page 15

Respecting the differences across 
generations will help you reinforce your 
culture and management practices.  
It’s not only telling people what to do,  
but also why it’s needed and how that 
translates into their own values.
LILY MOK, ANALYST,  GARTNER

G A R T N E R
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T HE U.S. ENVIRONMENTAL PROTECTION AGENCY’S 
new chief data scientist likens the adoption of big 
data analytics at the agency to the early adoption 
of the iPhone in 2007. Those early adopters “didn’t 

know exactly what it was, but they wanted to use it because 
they perceived the value,” says Robin Thottungal.

Many innovation leaders feel the same way. IDC predicts 
that the big data and business analytics market will grow at a 
23.1% compound annual growth rate from nearly $122 billion 
in revenue worldwide last year to $187 billion by 2019. 

Huge 
DATA

Four innovation leaders share their adventures  
in scaling an analytics infrastructure to back up business-
critical decisions with hard data. BY STACY COLLETT

BIG DATA

 Speedy 
 Turnaround
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Most early adopters of big 
data and analytics tools are 
likely hoping to help their orga-
nizations become insight-driven 
enterprises. But they will face a 
number of challenges as they try 
to realize that goal, such as the 
difficulty of accessing the nec-
essary data, the need for more 
powerful computer systems and 
the task of building enthusiasm 
among users for a technology 
whose value proposition has yet 
to be proved. 

Here are some tales from the 
trenches, plus tips for scaling an 
analytics infrastructure.

Relying on Data,  
Rather Than Instinct
At VMware, the sales planning 
teams once used manual pro-
cesses, spreadsheets and “gut 
feeling” to set goals for the com-
pany’s 4,000 global sales reps 
and 200 sales operations staff-
ers, says Avon Singh Puri, vice 
president of IT enterprise appli-

cations and platforms. The com-
pany needed a global market 
strategy and a sales automation 
tool that was flexible enough to 
handle local market nuances. 

So the vendor of cloud and 
virtualization software and ser-
vices set out to turbocharge its 
sales processes with data and 
an analytics-based system. Puri 
and his team developed a multi-
dimensional modeling capabil-
ity, bringing together data from 
third-party market researchers 
and CRM, master data manage-
ment, ERP and enterprise data 
warehousing systems. 

The new platform uses an 
existing enterprise data ware-
house built on Pivotal Soft-
ware’s Greenplum system that 
performs aggregation and runs 
fast analytics on huge data vol-
umes. Aggregated data then 
goes to Anaplan’s business mod-
eling and sales planning tool.

Moving the data from ware-
house to modeling presented 

challenges — starting with sys-
tem performance. “The model 
was taking hours and hours to 
run,” Puri says. “So we put to-
gether a layer in between based 
on IBM’s operational decision 
management solution.” 

Now, business users have 
a way — in between the data 
warehouse and the Anaplan 
tool — to manage what condi-

tions should be applied to the 
data going into the modeling 
tool and thereby control model-
ing speed. Business users can 
also tweak conditions on their 
own and perform what-if analy-
sis. “We try to enable as much 
self-service as possible,” so IT 
doesn’t have to handle every 
small change that needs to be 
made, Puri explains.

Today, VMware’s sales team 
can analyze three years’ worth 
of data to see how groups per-

formed against goals and 
determine future plans. 
One model in its in-memory 

analysis tool contains about 
5.5 billion cells of data, Puri 
says. VMware’s sales planning 
process has been reduced from 
eight weeks to four, quota accu-
racy has increased from 65% to 
70%, and territory disputes have 
fallen by 30% as a result of bet-
ter what-if analysis capabilities.

Puri’s advice: Leverage the 
investments you’ve already 

IDC predicts that 
the big data and 

business analytics 
market will grow at a 

23.1% 
compound annual 

growth rate  
from nearly  

$122 billion in revenue 
worldwide last year to 
$187 billion by 2019.

T H I N K S T O C K
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made in a data warehouse. “The 
synergies we got with existing 
data and with the architecture 
we had with the speed and the 
processing — that base of build-
ing the solution was much bet-
ter than if we would have start-
ed it from scratch,” he says.

Populating Data by 
Crowdsourcing
In 2013, BNY Mellon envi-
sioned an analytics system that 
would track the journey of a 
single piece of data from the 
minute it comes into its orga-
nization all the way through its 
entire life cycle, just as a pack-
age delivery company can track 
the delivery process — from the 
time a package is picked up to 
the time it is delivered and every 
step in between. 

Digital Pulse, the big data 
and analytics component of 
BNY Mellon’s NEXEN Digital 
Ecosystem, does just that. The 
platform captures data from all 

lines of business, stores it in one 
place, then applies visualiza-
tion, predictive analytics and 
machine learning to analyze 
data. Business units use the re-
sults to improve processes and 
performance, and enhance the 
customer experience.

“Today, analytics is embed-
ded in our daily work,” says 
Jennifer Cole, BNY Mellon’s 
managing director of client 
experience delivery. Three con-
trol rooms, for example, are 
equipped with huge monitors 
that show up-to-the-minute 
cash balances around the world 
with every clearing channel 
where BNY Mellon is a mem-
ber. “It allows us to see the data 
in real time as it’s created. That 
isn’t something we could do 
before,” Cole says.

Capturing disparate types 
of data from 100 markets in 35 
countries was a daunting early 
task. But team leaders made 
it less daunting by essentially 

Today, analytics is embedded in our daily work.
JENNIFER COLE ,  MANAGING DIRECTOR OF CLIENT  
EXPERIENCE DELIVERY,  BNY MELLON
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crowdsourcing the ingestion 
of the data, Cole says. A small 
governance team wrote in-
structions for selecting and 
preparing data and sent them 
to every business unit. Users 
followed the instructions and 
told the governance team what 
data they wanted to submit to 
the system. The team reviewed 
the requests to ensure that the 
proposed data was in the right 
format “and that it was going to 
add value, and then the payload 
was automated,” she says. 

“When you spread that [task] 
out among 50,000 people glob-
ally and 13,000 technologists, 
that makes it much more do-
able,” Cole says — though the 
process did take about a year.

Even with early stakeholder 
input, adoption is still one of 
the biggest challenges. The BNY 
Mellon analytics system didn’t 
really take off “until we actually 
put [visual results] into users’ 
hands,” Cole says. Today, 13,000 

employees use the platform, 
along with 3,500 external us-
ers. More than 1.4 billion data 
“events” are stored each month, 
and 124 applications have been 
implemented.

Cole’s advice: “Do what it 
takes to shorten the feedback 
loop. Get visually whatever you 
can in front of the end user or 

subject-matter expert so that 
you can then iterate.”

The Art of Data 
Persuasion
Innovation leaders may face an 
uphill battle when it comes to 
persuading some departments 
to share their data. In some 

cases, “people don’t want to give 
access to data either because 
they get some benefit from own-
ing it or they’re afraid of being 
embarrassed by the data,” says 
Tom Soderstrom, IT chief tech-
nology and innovation officer at 
NASA’s Jet Propulsion Labora-
tory in Pasadena, Calif.

Soderstrom persuaded data 

owners to share by giving them 
a sneak preview of the expected 
result through prototypes. For 
example, he says, “we wanted to 
figure out where people would 
end up when one of our big 
projects would finish. We were 
looking for HR time sheets, 
titles and project codes over 

time. This data was sensitive, 
and people who owned the data 
didn’t want to give it up.” 

So Soderstrom went to the 
CIO, a project proponent, who 
agreed to share data only about 
the IT staff that worked on the 
project. “Now we had a subset 
of data to analyze and build 
a sample report,” he says. On 
seeing the report, he adds, the 
stakeholder said, “‘This is exact-
ly what I’m looking for — how 
can I get this for the rest of JPL?’ 
I replied, ‘By giving us access to 
the data.’ Visual analytics was a 
key to getting started, and then 
we went on to predictive and 
prescriptive analytics.”

Today, JPL’s data holders are 
eager to share. For example, 
Soderstrom says that spacecraft 
groups “now have hands-on 
access to 30 billion data points 
that they can scale, [analyze] for 
patterns, search for messages or 
compare spacecraft with each 
other — things that were impos-

Visual analytics was a key to getting 
started, and then we went on to 
predictive and prescriptive analytics.
TOM SODERSTROM, IT  CHIEF TECHNOLOGY AND INNOVATION 
OFFICER,  JET PROPULSION LABORATORY

T H I N K S T O C K
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sible before.”
Soderstrom has this advice 

for scaling an analytics infra-
structure: “First, find the busi-
ness use case with a passionate 
developer and business user. 
Write a one-page proposal of 
what you hope to get, and then 
quickly do a prototype — some-
thing they can see.” Human 
resources data has the greatest 
potential to show value quickly, 
he adds.  Today JPL embeds 
data scientists in business units. 
“They understand the subject 
matter of their departments 
and can respond quickly,” Sod-
erstrom says, but they’re also 
“loosely federated” and work 
together. 

Building a Community of 
Analytics Practitioners
The EPA’s journey into data ana-
lytics started when the agency 
moved to electronic reporting 
from manual processes and 
began using sensors to capture 

environmental data, such as 
metrics relating to air, water 
and soil quality. Thottungal, the 
agency’s first chief data scien-
tist, was hired in September 
2015 to create insights from all 
of the data. In less than eight 
months, he built a viable analyt-
ics platform using an approach 
common to lean startups — in-
novating quickly and learning 
from mistakes.

Thottungal takes a dual ap-
proach to scaling. “I have data 
scientists looking at all the new 
platforms and technologies 
[from Google, Facebook, Twit-
ter and LinkedIn] and asking 
how can we can leverage [those] 

to deliver on our mission,” he 
says. “We don’t know exactly 
what the value is, but we know 
that these technologies can help 
us do something.”

He’s also working with about 
10 groups inside the EPA that 
are well-known early technol-
ogy adopters and who believe 
analytics will provide value. 
“They are coming to me and 
are already willing to give me 
the data, resources and people, 
so they can learn,” Thottungal 
says. “I have people from the 
agency training with my data 
scientists because they know 
there is a value to it.”

Today, he has built a commu-

nity of about 200 analytics prac-
titioners who discuss and share 
their analytics activities weekly. 
“I want to see that group matur-
ing into an ecosystem within 
themselves,” he says, “so they 
can help each other.” ◆

COLLETT is a Computerworld con-
tributing writer. You can contact 
her at stcollett@comcast.net.

I have data scientists looking at all 
the new platforms and technologies 
[from Google, Facebook, Twitter and 
LinkedIn] and asking how can we can 
leverage [those] to deliver on our mission.
ROBIN THOTTUNGAL ,  CHIEF DATA SCIENTIST,  EPA

mailto:stcollett@comcast.net
http://www.computerworld.com


22AUGUST 2016 |  COM PUTERWORLDT H I N K S T O C K

AFLAC STILL USES TECHNOLOGY 
that was developed using assem-
bly, the old programming lan-
guage. It’s part of the mainframe 
system that runs the insurance 
company’s policy, administration, 
claims and billing functions, and it 
works just fine.

But senior vice president and 
CIO Julia Davis is looking ahead, 
and she says it’s time to upgrade.

The way Davis sees it, the declining supply of assembly 
coders increases the risk that sometime down the road she 
could be stuck with a system that no one can maintain or fix.

Three IT leaders 
use savings gained 

from efficient 
management of 

legacy systems to 
fund projects that 

explore innovative 
new technologies.  
BY MARY K. PRATT

INNOVATION

Legacy 
 TO 
 THE RESCUE
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So Davis is upgrading the 
component under her legacy 
modernization project, an 
overhaul with a price tag just 
south of $1 million that will 
bring peace of mind to the IT 
organization at the Columbus, 
Ga., company. 

“It’s not going to save me 

money, but I’m not going to 
have outages,” Davis says.

And helping the company 
avoid outages may be the proj-
ect’s chief benefit, because Da-
vis points out that the cost of a 
daylong outage would be higher 
than the cost of the upgrade.

The buzz in IT today is all 

about innovation and digital 
transformation. But Davis and 
other leading CIOs say that 
doesn’t mean they can let legacy 
systems slide. Instead, they say 
they keep diligent watch over 
their foundational systems, 
pushing their teams to find 
ways to make them work more 
efficiently and effectively. That 
focus on bringing efficiencies to 
legacy and core technologies in 
turn frees up money, time and 
talent that can be devoted to in-
novation projects.

“One of the things we focus 
on is how can we run better, 
faster, cheaper and then rein-
vest those savings [in] future-
state technologies,” Davis says.

Eyes on Everything
Achieving efficiencies doesn’t 
happen by chance, say leading 
CIOs who shared their strate-
gies on this front. They say they 
make it a priority to run a top-
notch environment that values 

efficiency, effectiveness and 
innovation for all technologies, 
not just the systems that en-
gage customers or are the new-
est pieces of their technology 
stacks. That means their legacy 
systems and the other core 
pieces that are fundamental for 
running their businesses get 
equal attention.

“You have to continually look 
at how you do what you do,” 
says Paul Friedman, vice presi-
dent of business technology at 
Humana, a Louisville, Ky.-based 
insurance company.

Like Davis, Friedman says 
he keeps a close watch on the 
older systems that handle much 
of Humana’s bread-and-butter 
functions, such as processing 
financials. He says he and his 
team look for ways to both im-
prove the way those applications 
run and use them to optimize 
business processes.

“It’s doing more and better 
and driving down the costs of 

One of the 
things we focus 
on is how can 
we run better, 
faster, cheaper 
and then reinvest 
those savings 
[in] future-state 
technologies.
JULIA DAVIS,  CIO,  AFLAC
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doing things,” he says.
As an example, Friedman 

cites one recent project where 
his team moved to a new ven-
dor that provides converged 
technology for Humana’s data 
warehouse because the new 
appliance offers more-efficient 
processing and better overall 
use of horsepower. As a result, 
he says, financial reports that 
used to take days to process can 
now be completed in a matter 
of hours.

“That’s a real benefit for us 
as a company,” Friedman says, 
explaining that savings are seen 
in both the financial and IT de-
partments because employees 
in both places are spending less 
time on the financial reporting 
task.

To ensure that they get re-
sults like that, Friedman and his 
team look for ways to improve 
older systems. Sometimes that 
means shifting to the cloud or 
switching vendors, as was the 

case with the data warehouse. 
Other times, it means taking a 
different management tack, il-
lustrated by a recent move away 
from strict waterfall processes 
to DevOps practices even in 
his organization’s legacy envi-
ronment. All of those efforts 
involve an expenditure of re-
sources with an expectation of a 
return on investment.

“There are certainly reasons 
for wanting to keep a more tra-
ditional approach to maintain-
ing these systems; they have to 
be stable and reliable,” Friedman 
says. “But that doesn’t mean you 
have to always do things in that 
big way. Leveraging some of the 
techniques that have evolved 
through digital transformation 
and applying it to a legacy space 
can be beneficial.”

Friedman and Davis both say 
they invest in automation and 
tools to optimize their legacy 
and core systems. Davis, for 
instance, targeted processes 

within her team’s approach to 
software change management. 
Manual processes were creat-
ing bottlenecks, she says, so her 
team started using tools that 
automated that work.

Metrics Support 
Preventive Maintenance
Keeping an eye on metrics is 
a key element of any plan to 
keep core systems running ef-
ficiently. CIOs who embrace 
this approach say they measure 
how they’re doing and, perhaps 
more importantly, measure the 
ROI that improvements deliver.

Raji Arasu, senior vice presi-
dent of platform and services at 
Intuit,  says she, too, focuses on 
strong performance manage-
ment throughout the company’s 
technology portfolio — whether 
it’s the newest product on the 
market or the oldest system 
in use at the Mountain View, 
Calif.-based maker of account-
ing and financial software. 

Arasu says Intuit’s technol-
ogy teams (which focus both on 
the internal systems that run 
the company and on customer-
facing products and services) 
measure system hygiene in four 
areas: performance, reliability, 

Leveraging some 
of the techniques 
that have evolved 
through digital 
transformation 
and applying it to 
a legacy space can 
be beneficial.
PAUL FRIEDMAN, VICE 
PRESIDENT OF BUSINESS 
TECHNOLOGY,  HUMANA
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quality and security.
“If you focus on those hygiene 

metrics, you get more time on 
proactive things,” she says.

It goes back to the old expres-
sion: An ounce of prevention is 
worth a pound of cure.

In other words, maintaining 
and optimizing legacy and core 
technologies to ensure that  
they run smoothly not only 
delivers productivity gains but 
also prevents crises down the 
road. And teams have more 
time to innovate if they don’t 
have to be pulled off projects  
to put out fires.

“We try to minimize fires  
by building great services,” 
Arasu says.

But Arasu points out that 
strong management is about 
more than good maintenance 
of legacy systems. It’s also about 
innovation within a company’s 
core technologies. (She defines 
legacy technologies as “techni-
cal debt” and core systems as 

those that customers use as part 
of their daily work.)

“Innovation is everyone’s 
job,” she says, noting that she 
and other leaders at Intuit em-
phasize innovation by remind-
ing technologists how those 
efforts affect customers. 

Davis and Friedman express 
similar attitudes, and all three 
say they haven’t divided their 
technologies into separate op-

erations and innovation groups 
— the so-called bimodal model. 
As Friedman says: “We want 
everyone to have an innovator 
mindset.” 

Davis, Friedman and Arasu 
all also acknowledge that the 
time and money gained through 
optimization of legacy and core 
systems produces more time 
and money to put toward cut-
ting-edge projects.

“We want to invest more in 
strategic big things, like digital 
transformation, and less in the 
incremental and improvement 
space,” Friedman says. “So do-
ing things to optimize legacy 
frees up money for us to do big-
ger and better things.”

Of course, he says, it’s not a 
simple transfer of savings from 
the line item allocated to legacy 
systems to the account used  
to pay for, say, skunk works. But 
because the total cost of owner-
ship for legacy and core systems 
is trending down, there are 

more resources to put toward 
innovation.

“We’re very deliberate about 
how we spend our investments 
and how much we want to put 
into strategic investments ver-
sus tactical,” Friedman says.

The three IT leaders also 
point to another return that’s 
perhaps even more important: 
Efficient, effective and well-
maintained legacy and core  
systems give companies the 
strong foundation they need  
to support the newest, most  
innovative, customer-facing 
technologies.

“Running a strong legacy  
and core system is what keeps  
us in business,” Davis says.  
“It’s the engine that’s going to 
run the business day to day. 
Without it, transformation  
isn’t even possible.” ◆

PRATT is a Computerworld con-
tributing writer. You can contact 
her at marykpratt@verizon.net.

We try to 
minimize fires 
by building 
great services.
RAJI  ARASU,  SENIOR VICE 
PRESIDENT OF PLATFORM AND 
SERVICES,  INTUIT
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What are the top skills being  
sought in IT right now? 

■ Tim Herbert, senior vice president for re-
search and market intelligence: Big data is one 
of the most interesting areas to watch. It involves 
the intersection of several skills. There are techni-

cal skills that involve database structure and stor-
age. There are business skills — for example, how 
to use data to address business problems. Finally, 
data analysts and scientists must understand how 
to make the data accessible and actionable for cor-
porate leadership. One of the biggest challenges of 
big data is the speed of turnaround from collection 

Career 
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T H I N K S T O C K

The Skills Hunt
Both employers and job 
seekers want to acquire 

the current hot skills. We talked 
to officials from CompTIA to find out 
what’s hot and how newcomers to the IT 
job market can get hired when they lack 
the training employers hope for.

Q&A

Earlier this year, Computerworld looked into the prospects for 
IT professionals who don’t hold bachelor’s degrees, talking to 

several IT workers who are thriving despite their lack of a diploma. Wanted Analytics, which specializes in data on 
hiring demand and talent supply, provides some insight into why this is possible. Quite simply, the demand for 
IT workers with bachelor’s degrees outstrips the supply. In fact, Wanted found that 75% of IT job ads list a 
bachelor’s degree as a requirement, but in the pool of qualified candidates, only 43% hold a bachelor’s degree. 
In other words, getting a college degree should give you an edge, but not getting one won’t put you out of the 
running, as long as you have the skills employers are looking for and can readily demonstrate them.

Educational requirements as stated  
in 450,637 current IT job ads

High school diploma 3.3%

Associate degree 12%

Bachelor’s degree 75.9%

Master’s degree 7.6%

Doctorate 1%

Education levels within the IT candidate supply 
(3,556,000 people who now work in IT or are seeking an IT job)

High school diploma 7.4%

Associate degree 30.9%

Bachelor’s degree 43.3%

Master’s degree 16.5%

Doctorate 1.8%

A Matter of Degrees

Note: Percentages don’t add up to 100% because of rounding.
S O U R C E :  W A N T E D  A N A L Y T I C S ,  M A R C H  2 0 1 5

http://www.computerworld.com/article/2868110/degree-free-it-can-college-skippers-thrive-in-tech.html
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to analysis to presentation 
to action.

In other instances, tra-
ditional IT job roles have 
taken on new responsibili-
ties that require new skills. 
Network administrators are 
a good example. They’ve 
taken on cloud responsi-

bilities, for example. The role of IT support has 
changed dramatically, with technicians and help 
desk support called upon to do a lot more than 
they were 10 years ago. 

■ Seth Robinson, senior director, technology 
analysis: One of the hottest job trends is around 
data security. As companies use new technology 
models — cloud computing and mobile technolo-
gies are two examples — and data travels outside 

company walls more and 
more, the importance of 
data security is growing 
rapidly. Secure app devel-
opment is another area. 

Security analysts are 
also coming up the ranks. 
A security analyst is some-
one that’s using the data of 

the organization to try and be predictive about 
the breaches and faults that are likely to happen. 
They’re trying to predict where an attack might 
come from or identify where a weak spot might be.

How can recent graduates position 
themselves to be considered for the jobs 
where those skills are needed? 

■ James Stanger, senior director, products: 
Increasingly, employers seek candidates with the 
right mix of not only technical skills, but also soft 
skills. According to analysis of IT job posting data, 
the top soft skills cited by employers include com-
munication, problem-solving, line-of-business 
experience, project management and business 
intelligence skills. Job candidates that strategically 
convey these skills will be best positioned with hir-
ing employers.

In our 2015 study “Building Digital Or-
ganizations,” companies identified a wide 
variety of skills that they were looking 
for from their employees to help them 
become more of a digital organization. 
The top five were analytical skills (cited 
by 39% of companies), innovation and 
problem solving (39%), flexibility (37%), 

project management (34%) and teamwork (31%).
With many emerging technologies, a common 

disconnect with employers is years of experience. 
For example, an emerging technology may be just 
a few years old, yet an employer will specify in the 
job posting five-plus years of experience and a 
laundry list of skills. 

One way job candidates can overcome this 
hurdle is to ensure that they offset possible 
shortcomings in work experience with targeted 
credentials or certifications. CompTIA research 
confirms that many employers use credentials 
and certifications as a means of validating IT skills 
and topic expertise. While a degree provides stu-
dents with the concepts of technology, employ-
ers are looking for some sort of validation that 
candidates understand the technologies they’ll be 
using in the workplace. 

Finally, if your background is light on employ-
ment experience, consider what part-time 
work or volunteer work you’ve done. 
Volunteer work may seem irrelevant, but 
it’s not. It’s very relevant to today’s hir-
ing manager. It can demonstrate that you 
have actual experience in getting a project 
done, in managing your time and in work-
ing as a part of a group, either as leader 
or as someone who follows properly. ◆James StangerSeth Robinson

Tim Herbert
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the floor in a very dirty lo-
cation. Someone had placed 
a glue-board rat trap direct-
ly behind the server, and 
heat from the server caused 
the glue in the rat trap to 
melt and flow into the serv-
er, causing the hardware 

failure. After the server 
shut down, the glue cooled 
— and then the server re-
started, began to produce 
heat again, and the process 
repeated. They installed the 
new server — but this time 
they placed it on a stand.”

Aw, Rats! 
HELP DESK GETS A REPORT of a transaction-processing 
failure at a remote site — the local database server has com-
pletely failed. “Processing was automatically rerouted to a 
central server,” says a pilot fish on the scene. “Shortly after 
that, the remote server was back up — and then back down. 
Suspecting some sort of intermittent hardware failure, techs 
worked through the night to build and configure a completely 
new database server and were dispatched early in the morn-
ing to replace the hardware. They found the server sitting on 

http://www.computerworld.com/blog/shark-tank
http://www.mayforth.com/
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Soon everyone was running around looking for the fire. 
Then the power went out.

Fire? Power Outage? 
What Are the Odds?
On-call pilot fish work-
ing for this casino’s IT 
department is called in 
for what turns out to be a 
minor problem. “But then 
I smelled smoke in the 
server room,” fish says. “I 
called security, and soon 
everyone was running 
around looking for the 
fire. Then the power went 
out. I called my boss and 
told him I was shutting 
everything down as fast 
as I could. By the time he 
drove out, I was outside 
waiting for the fire depart-
ment. It turned out that a 

piece of metal conduit had 
fallen onto the switch that 
controlled the power from 
the generator and exter-
nal power, destroying the 
switch and several other 
electrical items. The ca-
sino was without power for 
three days, and everyone 
got three paid days off — 
except for IT, which had to 
monitor the idle servers. In 
the dark. Without power.”

Think of It as a 
Smokeback Loop
At this medium-size data 
center, there’s a sudden 
smell of smoke in the air — 
followed by alarms and a 

power cutoff. “The local fire 
department responds in a 
timely manner but is un-
able to locate the source of 
the smoke,” reports a com-
puter operator pilot fish. 
“All we know is that it was 
detected under the floor. 
Power is restored, but this 
same scenario is replayed 
several times over the next 
few weeks, and the fire 
department is getting ex-
tremely annoyed. After an 
extensive search, we finally 
discover the source of the 
smoke: An air-conditioning 
unit in the back of the data 
center has calcium buildup 
on its water collection 

pans under the machine. 
The unit would start up, 
and over time the heat 
would cause this buildup 
to start to smoke. The A/C 
unit would blow the smoke 
under the floor, where a 
smoke detector more than 
50 feet away would go off. 
When the power would dis-
engage, the smoke would 
stop before we could find 
its source.” ◆

GOT IT DISASTERS? Tell 
Sharky. Send me your true 
tale of IT life at sharky@
computerworld.com. You’ll 
score a sharp Shark shirt if 
I use it.
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Lessons for Leaving
I MADE A BAD MOVE the first 
time I quit a professional job. 
I was in my 20s and had been 
working on an MBA at night 
and decided to return to school 
full time to finish my degree. 
Wanting to leave on good terms, 
I gave my boss six months’ no-
tice. Big mistake.  

Understandably, when inter-
esting new assignments came 
up, I didn’t get them. When 
decision-making meetings were 
scheduled, I wasn’t invited. I 
drifted to the margins of the 
project, working on unimport-

ant and uninteresting tasks. 
To my knowledge, none of 

this was retribution; everyone 
just started to think of me as 
a short-timer, someone who 
wouldn’t be a factor in the fu-
ture, long before my interest in 
contributing waned. My well-
intentioned attempt to depart 
smoothly ended up serving both 
me and my employers poorly. I 
lost out on months of interest-
ing work, and they didn’t get 
full value from me despite pay-
ing me the whole time.

Since then, I’ve been fasci-

nated by what happens when 
people and organizations part 
ways. It’s a time when individu-
al character and organizational 
culture are revealed. Everyone 
is released from the constrain-
ing compromises of ongoing 
relationships, and their inter-
actions are highlighted by the 
intense jumble of emotions that 
they’re all experiencing. 

You can learn a lot about 
yourself, your colleagues and 
your organization by paying 
close attention when it’s time  
to leave.

Here are a few things that 
I’ve learned.

The initiator sets the tone. 
Whether you resign, retire, are 
fired or get laid off, the party 
initiating the process sets the 
emotional atmosphere for the 
remainder of your employ-
ment. It may be set deliberately, 
but most of the time it’s done 
without much thought. The 
most common tones are nega-
tive and include the following:

■ Anger. Did you quit, or fire 
someone, in a moment of rage? 

PAUL GLEN is the co-author of The Geek Leader’s Handbook and a principal 
of Leading Geeks, an education and consulting firm devoted to clarifying the 

murky world of human emotion for people who gravitate toward concrete 
thinking. You can contact him at info@leadinggeeks.com.
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Did the initiation of the split 
start with an impulsive vent-
ing? Did someone hurl a long 
list of accusations at someone 
else? Did long-simmering re-
sentments erupt? Whether and 
how anger gets expressed tells 
you a great deal about the initia-
tor and what he values.

■ Indifference. This is the 
tone that’s often set when em-
ployers dismiss employees. 
Perhaps a bunch of people are 
herded into a room and col-
lectively told — possibly by an 
outside consultant — that they 
are being let go. The way the 
employer anticipates and ac-
commodates the feelings and 
attitudes of the people who are 
being laid off can be telling.

■ Excitement. This tone 
isn’t negative in itself, but it can 
have negative repercussions. It’s 
usually the tone that’s set by an 
employee who’s leaving for an 
opportunity that she’s eager to 

pursue. When the employee ex-
presses excitement, her consid-
eration for the feelings of those 
being left behind — or her lack 
of consideration — is revealing.

The responders can’t blame 
their reactions exclusively on 
the initiator’s tone. Often, the 
people on the receiving end of 
the departure accept the emo-
tional tone set by the initiator 
and respond in kind. Anger may 
be answered with counterat-
tacks. Indifference can give rise 
to a listless transition. 

When the tone is excite-
ment, the dynamics may be 
slightly different: Colleagues 
may resentfully spurn a co-
worker who seems to be happy 
about leaving them behind.

Although you can’t control 
your emotional response to such 
an important event, you can 
govern your behavior. Adults 
who try to justify yelling at their 

bosses by claiming that their 
bosses yelled at them sound like 
impulsive third-graders blaming 
others for their inability to con-
trol their behavior. 

The initiator may set the 
tone, but you’re responsible for 
the way you behave in response. 

Fairness matters. Regardless 
of the reasons for the split, both 
parties want to feel that they are 
being treated fairly. (Of course, 
they won’t always agree on what 
fair treatment is.) 

Employers who lose employ-
ees want to feel that they are 
not being left in the lurch, that 
the amount of notice they’ve 

been given reflects the impor-
tance of the person’s position, 
and that they can reasonably 
transition to others. Employees 
who are terminated want to feel 
that their past contributions 
have been valued and that they 
are being fairly compensated 
for their loyalty — both mon-
etarily and emotionally. 

How people comport them-
selves in these difficult situa-
tions reveals a lot about who 
they are and what they value. 
And people not involved in the 
situation will also notice, and 
they too may decide that it’s 
time to move on if they don’t 
like what they see. ◆

You can learn a lot about 
yourself, your colleagues and 
your organization by paying close 
attention when it’s time to leave.
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