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India's third largest soft-
ware and services out-
sourcer, Wipro, has re-
ported gains in both
revenue and profit for
the quarter ended June
30, reflecting a growth in
its volume of business
and higher prices for its
IT services.

However, revenue growth in
the company's business
process outsourcing (BPO)
unit was low.

Infosys Technologies

According to Wipro, this is
because of the company’s
shift in focus from call cen-
ter services to higher-
margin, non-voice transac-
tion processing services.

On the upside, the company
does not expect significant
increases in salaries of its
IT services and BPO staff
over the next two years.
Indian outsourcing compa-
nies take advantage of low
cost staff in India to offer

CHANNEL

priced services to
customers abroad.

Wipro's revenue for the
quarter was US$524 million
(as of June 30, the last day
of the period reported), up
by 29% from the same
quarter last year. Profit for
the quarter increased by
31% from a year earlier.
The company which has
both a domestic and export
business also reported that
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Infosys Technologies Ltd. and
Oracle Asia Pacific have reiter-
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jointly address the business
needs of customers in the Hi-
tech, Manufacturing and Finan-
cial Services sectors in the Asia
Pacific region.
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Commenting on their joint initia-
tives and relationship, Derek Wil-
liams, executive vice president,
Oracle Asia Pacific, says, “Infosys is
a strategic global partner for Oracle
and we strongly value this partner-
ship because of their rich domain
understanding, expertise in building
software solutions and execution
excellence.”

as successfully guided many technology
_panles entermg Asm Pamﬂc forthe ﬂrst time
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From Page 1 —
Citrix wins Microsoft's Global
ISV Partner of the Year Award

He adds, “Grounded
in our longstanding
and growing rela-
tionship with Micro-
soft, Citrix contin-
ues to be best-in-
class in our focus on
embracing and ex- i
tending the Win- )
dows platform.”

The Microsoft Global ISV Part-
ner of the Year Special Recogni-
tion Award is given to the
global independent software
vendor partner that has demon-
strated outstanding leadership
and is the most valuable global
enterprise and medium-sized
partner in delivering Microsoft
solutions to the two companies’
customers in the past year.

Citrix won the award by devel-
oping solutions that have sig-
nificantly affected its enterprise
customers’ business.

Allison Watson, vice president
of the worldwide partner sales
and marketing group at Micro-
soft notes, “The past year has
been unparalleled in terms of
the level of innovative solutions
Microsoft Partners have devel-
oped and delivered to our mu-
tual customers.”

Those at Citrix have set them-
selves apart from an extremely
competitive field, and we ap-
plaud them for this well-
deserved victory. Their achieve-
ment is exemplary of the kind
of vision that will help take us
beyond the solutions of today
to realize the full potential of

technology in business.” ¢

David Jones
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From Page 1 — India’s Wipro registers 29% revenue growth

its exports for the quarter were up
by 31% over exports in the same
quarter last year. In addition, the
company added 29 clients in the
quarter to its exports business,
which consists of outsourced ser-
vices.

Wipro had a total of 41,911 em-
ployees at the end of the quarter.
Although the company added
2,097 staff in IT services during
the quarter, it reduced the num-
ber of staff in its BPO business by
over 2,000 staff, reflecting the
restructuring of that business.
According to Suresh Senapaty,
chief financial officer of Wipro,
“The growth in revenue of the BPO
business will continue to be slack
over the next two quarters, until
the transition to non-voice ser-
vices is complete.”

Furthermore, the company's oper-
ating margins were affected by
increased costs of visas to the
U.S., and the appreciation of the
Indian Rupee, says Azim Premiji,
chairman of Wipro.

India's outsourcing industry has a
large number of staff working on-
site at customer premises in the
U.S., and the increase in costs of
visas to the U.S. have affected
many IT services companies in the
country.

Wipro's strong showing is in line
with that of other large outsourc-
ing companies in India. India's
two largest outsourcers, Tata Con-
sultancy Services in Mumbai, and
Infosys Technologies in Bangalore
also reported strong growth in
revenue and profits for the quar-
ter ended June 30 this year.
India's software and services ex-
ports were US$17.2 billion in the
fiscal year to March 31, up 35%

»

from the previous year, revealed
the National Association of Soft-
ware Companies (NASSCOM), in
Delhi. Exports of software and ser-
vices are expected to grow by be-
tween 30% and 32% in the cur-
rent fiscal year, according to
NASSCOM estimates.

High attrition rates and an in-
crease in wages have affected In-
dia's outsourcing industry, particu-
larly after the offshore services
operations in India of multina-
tional companies like IBM in
Armonk, New York, and Accen-
ture in Bermuda started hiring in
India about two years ago.
However, the scenario is chang-
ing, with Wipro hiring more people
from these operations than it is
losing to them, notes Premiji.
“Staff find that their career oppor-
tunities are better in leading In-
dian companies than in the Indian
operation of a multinational com-
pany,” he adds. " “In fact, staff
see that our global delivery model
is the front end for us, while for
the multinational companies, their
global delivery operations in India
are at the back end,"” he states.
He also points out the fact that
foreign operations have also mod-
erated the salaries offered to at-
tract staff, which is driven by their
need to offer more value to their
customers.

As a result, increases in salaries
are likely to average at about 12%
to 14% per year for experienced
staff over the next two years,
while salaries of campus recruits
are expected to go up by about
7% to 8% a year. However,
Premji adds, "We are not expect-
ing a significant wage inflation to
get excessively frightened about.”
The enrollment in engineering in-
stitutes in the country has also
been going up year after year, and
this year over 275,000 engineers
will  be graduating, remarks
Premji. Companies like Wipro have
also teamed up with engineering
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institutes to train plain science
graduates in computer science.
About 63.5% of Wipro's exports
during the quarter came from ex-
ports to the US, with another

31.8 % from Europe. The com-
pany plans to open a BPO services
center in Eastern Europe to ser-
vice customers in this continent,
says Premji. According to him,
this center will also offer software

services.
In late June, the
company an-

nounced the de-
parture of Vivek
Paul, its vice
chairman and
president. At the
same time, Wipro
also introduced
the leadership

drive the next

Photo: Azim Premji

team that will
phase of growth
Commenting on these changes,
Premji notes, “Vivek’s contribution
to the success of our Global IT
business has been significant, re-
flected in Wipro's lead position
today in many areas — R&D Ser-
vices, IT Outsourcing and BPO. He
has groomed a set of global lead-
ers who can take over from him
and who continue to build on this
foundation. The priorities for the
new team will be

Leading industry growth;
Enhancing customer value by
domain, business insights and
proprietary frameworks;

e lLeveraging increased market
synergies from our Technol-
ogy business and

e Building empowered
and leaders.

By widening and adding depth to

our service portfolio, investing in

sales and marketing and focusing
on training, we hope to take

Wipro to its vision of global lead-

ership.” ¢

teams

By Shanti Anne Morais
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Siebel CustomerWorld to make grand appearance in October

Siebel Systems will debut a new,
customer-focused industry con-
ference aimed at helping compa-
nies more effectively capitalize
on their most important asset —
customers.

Formerly known as Siebel UserWeek
and now rebranded as Siebel Cus-
tomerWorld, the conference is de-
signed primarily around customers
and aims to assist organizations of
all types and sizes build their busi-
ness around customers to drive

growth, improve the bottom line,
and create long-term competitive
advantage.

This new event, which will be held
from October 16-19, 2005, at the
Boston Convention & Exhibition Cen-
ter, expands the company’s User
Week conference into a more
broadly targeted industry event. It
will feature thought leaders, industry
luminaries and expert practitioners
from a variety of industries and is
aimed at both IT and business deci-
sion-makers, through separate
tracks.

“We expanded the mission and
scope of our annual conference be-
cause we believe there is a vital
need to give customers a forum to
focus on driving increased business

value and growth through harness-
ing the power of their customer
base,” says Patty Azzarello, senior
vice president and chief marketing
officer, Siebel Systems.

“Many companies already recognize
the strategic importance of customer
focus. At Siebel CustomerWorld,
companies will benefit from coming
together to learn the techniques and
best practices for developing the
right business strategy and mobiliz-
ing the right combination of people,
processes, and technology to bring
their customer strategy to life.”

Running concur-
rently with Siebel
CustomerWorld will
be the Siebel Busi-

ness Intelligence
(Bl) Summit,
which  will  bring
together  thought
leaders and leading
companies in the
Bl industry.

The BI
key trends and next-generation re-
quirements for enterprise-wide busi-
ness intelligence, data warehousing,
performance management, customer
insight and analytic applications.

Summit 2005 will focus on

Online registrations for both events
are open now.

In other news, according to a July
2005 Forrester Wave report, Siebel
is a leader in enterprise customer
relationship management (CRM),
receiving the highest score in all
three evaluation categories — Cur-
rent Offering, Strategy and Market
Presence.

In the report, Forrester also cites
Siebel as the top-rated vendor in
multiple key categories including
breadth of offering, industry adapta-
tion, technology, corporate and
product strategy and installed base.

Forrester analyst William Band con-
cludes, “Siebel offers very strong
functionality across all major compo-
nents of CRM. It continues to offer a
clear and compelling vision for CRM,
highlighting the importance of the
integration of strategy, data, people,
process, and technology necessary
to improve the end customer experi-
ence and drive business results. The
company’s strategy to offer deeply
customized industry-specific solu-
tions for all major industry sectors,
supported by a deep partner eco-
system, supports the promise that it
will continue to deliver leading-edge
CRM capabilities.” ¢

By Shanti Anne Morais

From Page 1 — Infosys Technologies and Oracle extend global partnership, renew commitment to APAC

“The synergies between
the two companies, to-
gether with Infosys’
strong business process
knowledge and Oracle’s
product innovation, will
result in lower operating
Derek Williams costs and improved focus
to address the business needs of our
Asia Pacific and global customers,” he
adds.

Both organizations have experience in
helping Asia Pacific customers in the
Hi-tech, Manufacturing and Financial
Services sectors, especially in Japan,
China and Australia.

The two companies are currently
working together to provide a solution
based on Oracle 10g technology for
banks and financial institutions in Ja-
pan, as an alternative to mainframe
technology. In addition, the partner-
ship will address the business needs
of global hi-tech and manufacturing

companies in China through solutions

based on the Oracle E-Business Suite.
In Australia, the two organizations will
jointly offer solutions based on the
latest financial services applications,
again, in the Oracle E-Business Suite,
including lease management and Ora-
cle Financial
(OFSA).

“Infosys and Oracle are committed to
business

fm==——=enhance the
value realized by custom-
ers in order to make them

#/ =the Board, Infosys Tech-
w F nologies Ltd. “With strong
local presence in China,
Japan and Australia and
vast experience with Oracle technolo-

Srinath Batni

gies, we are strategically placed to
jointly address the business needs of

our customers.”

Services Applications

= more competitive,” states
~= Srinath Batni, Member of

Infosys partners with Oracle globally
and is an Oracle Certified Advantage
Partner in the Oracle PartnerNetwork.
The relationship between Infosys and
Oracle spans countries across North
America, the Asia Pacific, Europe, Af-
rica and the Middle East, and covers
nearly virtually all industry verticals.
Furthermore, Infosys has one of the
strongest global Oracle Applications
(Oracle E-Business Suite) practices
operating out of India and has also
merged its PeopleSoft practice creat-
ing a combined Oracle-PeopleSoft
practice to service customers better,
following the Oracle-PeopleSoft
merger. Infosys is also a leading part-
ner that is offering joint solutions on
Oracle 10g BPEL (Business Process
Execution Language) to standardize
enterprise applications integration.
Oracle 10g BPEL is a product in the
Oracle Fusion Middleware family. ¢
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Singapore’s Flextronics set to acquire India’s FedTec

As it builds a portfolio of high-
tech staff and intellectual prop-
erty in India, Singapore-based
Flextronics has added yet an-
other Indian company to its
string of latest acquisitions —
Federal Technologies Ltd
(FedTec).

FedTec, which designs set-top
boxes and multimedia players and
makes engineering designs for digi-
tal products and licenses them to
equipment manufacturers, says
that the deal value has not been
worked out yet, but shareholder
approval for the buyout of the com-

pany listed on three of India’s re-
gional stock exchanges is expected
to be a mere formality.
Bangalore-based FedTec has
around 110 employees and an an-
nual revenue of US$1.5 million.
Last year, Flextronics acquired a
majority in the then Hughes Soft-
ware Systems Ltd., since renamed
Flextronics Software Services, as
well as a 100% stake in Madras-
based privately held Future Soft-
ware Limited.

Headquartered in Singapore, Flex-
tronics is a leading Electronics
Manufacturing Services (EMS) pro-

Alcatel wins largest IP Contact Center project

in South Korea

Alcatel has been awarded the
largest Internet Protocol (IP)
Contact Center project in South
Korea by Daesung Global Net-
work, a wholly owned subsidiary
of the Daesung Group.

The project will include the deploy-
ment of more than 800 IP contact
center seats by the end of 2006 to
support Daesung’s strategy to
broaden its enterprise offerings with
outsourced contact center services.
The converged voice and data com-
munications solution will improve
network reliability and the overall
communications experience for Dae-
sung’s staff, clients and their custom-
ers. During the first phase, it will
serve more than 400 agents and
handle 100,000 inbound calls and
more than 350,000 outbound calls
every month.

Daesung Global Network has selected
the Alcatel OmniPCX Enterprise IP-
Telephony platform along with Gene-
sys contact center software to reduce
Daesung’s telecommunications costs,
boost agent productivity, simplify IT
operations by unifying call reports
from different systems, and improve
information visibility. As a result of
this deployment Daesung expects to
reduce operating costs on a year-on-
year basis from 2005.

“Alcatel’s success in winning this
highly competitive contract together
with its Business Partner, BENIT,
demonstrates that IP Contact Centers

based on Alcatel OmniPCX Enter-
prise with Routing Services Intelli-
gence (RSI) and Genesys call center
technology are the ideal deployment
model for outsourced Contact Center
solutions,” notes Clifton Yong, senior
vice president, Asia Pacific, for Al-
catel’s Enterprise Solutions.

"The Alcatel IP solution will enhance
our ability to provide advanced
managed communication services
solutions to our clients, which in-
clude inbound and outbound call
routing and reporting with real-time
and historical data,” explains Kang
Seok-Ki, COO of Daesung Global
Network.

Alcatel’s OmniPCX Enterprise plat-
form is an IP communications plat-
form for medium and large enter-
prises. The Genesys contact center
software enables intelligent routing
and reporting of customer interac-
tions across voice, e-mail and web
channels. Both offerings are key
building blocks from Alcatel’s broad
range of Managed Communications
Services offerings, which also in-
clude hosted IP telephony, unified
messaging and instant conferencing
and collaboration.

“Alcatel has made a firm commit-
ment to deliver enterprises flexible
Managed Communication Services
with service provider partners
worldwide and our work with Dae-
sung Global Network is proof that
we are delivering on this strategy,”
adds Yong. ¢
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vider focused on delivering innova-
tive design and manufacturing ser-
vices to automotive, industrial,
medical, and technology companies.
With fiscal year 2005 revenues of
US$15.9 billion, Flextronics helps
customers design, build, ship, and
service electronics products
through a network of facilities in
over 30 countries on five continents.
This global presence provides cus-
tomers with design, engineering,
and manufacturing resources that
are vertically integrated with com-

ponents to optimize their opera-
tions by lowering their costs and
reducing their time to market. ¢

By Shanti Anne Morais

Anti-spam technique
that helps identify
junk mail developed

Researchers from
IBM and Cornell Uni-
versity have devel-
oped an anti-spam
technique called
“SMTP Path Analysis”
that examines infor-
mation embedded in email mes-
sages displaying the route it has
taken across the internet.

The technique allows the user to clas-
sify whether or not a new message is
electronic junk mail. The algorithm
studies Simple Mail Transfer Protocol
(SMTP) information, which is added to
an email message “header” as it is
passed between servers on the internet.

This remains hidden when a message
arrives in a recipient’s inbox but can be
used to retrace its steps between dif-
ferent mail servers. The SMTP Path
Analysis algorithm “learns” by examin-
ing the string of internet protocol (IP)
addresses included in both spam and
legitimate email headers.

When a new message arrives, it is then
able to judge, with relative accuracy,
whether it is legitimate or, in fact, un-
wanted spam.

Barry Leiba, one of the researchers, at
IBM’s Thomas J Watson Research Cen-
ter laboratory in New York, said the
algorithm is not meticulous enough to
efficiently catch spam on its own, but
works well in combination with content
filtering. ¢
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HK local companies recognized for business adoption of Linux

This month, fourteen Hong Kong
companies were recognized at
the Linux Business Award 2005
ceremony, jointly organized by
the office of Government Chief
Information Officer (OGCI0),
the HKSAR Government, the
Hong Kong Productivity Council

(HKPC), and the Hong Kong
Linux Industry Association
(HKLIA).

The Award was di-
vided into two catego-
ries — the Business
)| Adoption Award and
the Product Develop-
ment Award. The total
number of entries for
this year increased by
50% from 2003 and entries came
from different industry sectors in-
cluding IT services, plastics injec-
tion molding, electronics, sea trans-
port logistics management, hotel
management, education and so on.

The Grand Award winner of the
Business Adoption Awards — Indus-
try Based Application was Fleet
Management Limited.

The Product Development Awards —
Enterprise Business Application
went to Infrasys (HK) Ltd.

The Product Development Award —
Infrastructure Building and Commu-

nication Application winner was the
Center for E-Commerce Infrastruc-
ture Development, The University of
Hong Kong, while

The Product Development Award —
Linux Appliance was won by Chen
Hsong Holdings Ltd.

Winners of the Merit Awards in-
cluded Campion International De-
velopment Limited, Hong Kong St.
John Ambulance, Caritas Bianchi
Lodge, ADP Pentagon Pets Ltd,
Hectrix Limited, BroadLearning Edu-
cation Asia Ltd, Outblaze Limited,
Global e-Business Services Limited,
Pixel Magic Systems Ltd, and Avant-
Wave Limited.

At the ceremony, Edmund Sung,
acting executive director of HKPC
noted, “Linux is the fastest growing
operating system in the market now
with applications spanning both
public and private sectors. Offering
easy access to the adoption of infor-
mation technology (IT) for business
or community users alike, Linux has
facilitated the development of IT
products and services.”

He also commented on the results
of a study of the adoption of Linux
in Hong Kong, conducted from De-
cember 2004 to March 2005, which
surveyed 188 local SMEs who have
either already adopted Linux or are

planning to adopt the platform. The
survey found that on the whole,
local SMEs are only in the initial
phase of Linux adoption.

In the case of those who have al-
ready adopted Linux, 50% said that
Linux only accounted for less than
10% of their application software,
while more than half said that their
Linux-related IT investments were
less than 5% of their total IT invest-
ments.

“The lack of technical know-how
and professional support to solve
operation problems, as well as soft-
ware and hardware compatibility
are the difficulties cited by SMEs in
Linux adoption.”

“He added, “Through this Award, we
hope to raise the awareness of the
business sectors on the possibility
of Linux, and promote successful
applications on the Linux platform
to encourage a wider adoption of
Linux.”

The Award presentation ceremony
was a highlight of the Linux busi-
ness promotion program organized
by the OGCIO, HKPC and HKLIA
from April to July 2005. The pro-
gram also included the Linux Solu-
tion Seminar and Linux Application
Awardee Seminar. ¢

Symbol Technologies launches new mobile computers for rugged environments

Symbol Technologies has recently introduced its
MC1000, a new value-priced enterprise mobility tool
designed to improve operational efficiency in the
retail, manufacturing, warehouse and logistics in-
dustries.

The new MC1000 expands Symbol’s rugged mobile com-
puter product portfolio with a feature-rich handheld device
that enables organizations to automate processes.

It also provides flexibility for data capture and numeric
entry applications such as inventory management, stock
checking, delivery confirmation and other scan-intensive
applications. Potential end-users include retail clerks re-
sponsible for inventory management and re-ordering,
warehouse and distribution workers in charge of shelf au-
dit, picking and cycle count, and delivery persons and
route accounting drivers handling delivery confirmation.
“As a global market leader in rugged mobile computing,
Symbol is further expanding its product line to offer a
handheld computer that provides emerging markets and
small to medium-sized businesses with an enterprise tool
to meet business needs,” says Chester Pribonic, vice presi-
dent and general manager of mobile computing, Symbol

Technologies. “Symbol aimed to design the MC1000 to be
more user-friendly and versatile than other value-priced
handhelds on the market and to deliver a total enterprise
mobility system that can help organizations reduce costs,
improve productivity, and increase profits.”

Possessing the ability to upgrade its memory and wireless
capabilities, the MC1000 also offers a laser scan engine for
data capture and utilizes the standards-based Microsoft
Windows CE operating system.

The new mobile computer can be equipped with Symbol’s
Mobility Services Platform (MSP) to collect and monitor
product information and then deliver critical terminal infor-
mation to a centralized Symbol MSP console. This feature
enables customers to better address the growing chal-
lenges associated with deploying, managing and maintain-
ing enterprise mobility systems. It also enables enterprise
operations personnel to deploy the MC1000 mobile com-
puter and provision software upgrades and fixes with a
single command.

Symbol's Global Services Division offers a suite of services
designed to meet the support requirements of mobile
products in the enterprise. The MC1000 is currently avail-
able to order globally. ¢
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South Korea fear China-ASEAN FTA will hurt its exports

According to the Korea Interna-
tional Trade Association (KITA),
the implementation of a FTA be-
tween China and the Association
of Southeast Asian Nationals
(ASEAN), will negatively affect
South Korea’s export competitive-
ness.

The China-ASEAN FTA is expected to
create the world’s largest economic
bloc, with bilateral trade amounting to
US$1.2 trillion.

KITA predicts that the pact will cause
disadvantages such as high tariffs for
South Korean industries such as pet-
rochemicals, textiles, shoes and elec-
trical and electronic products.

It also said that more than 21% of
South Korean exports to China will be
subject to tariffs of over 10% points
higher than those for China-bound
ASEAN shipments in 2010, when the
FTA will be fully implemented. By this
time, the FTA will impose no duties on
more than 90% of the trade between
China and ASEAN members.

In view of this, KITA urges that
“South Korea should speed up FTA
negotiations with ASEAN to lower tar-
iffs in the region.”

Currently, the FTA between South
Korea and ASEAN is expected to take
effect in the latter half of 2006.

Nakagawa to visit Thailand to reach basic FTA accord

Japan’s Economy, Trade and

Industry Minister
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Once this FTA comes into play, duties
on 80% of goods traded between Ko-
rea and ASEAN nations will be re-
moved.

In 2003, China claimed 12.1% of the
ASEAN import market with US$28.4
billion, while the latter held 11.1% of
the Chinese import market with
US$45.7 billion. South Korea on the
other hand held only 6.8% of the
ASEAN market, and 10.4% of the

Chinese market in the same year. ¢

»
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An FTA deal with Thailand would be the fifth for Japan,

Shoichi Nakagawa will visit Thailand possibly on July
31 in a bid to strike a basic deal on a bilateral free
trade agreement in time for the end-of-July deadline
set by the two countries said government officials.
Nakagawa may meet with Thai Deputy Prime Minister
Somkid Jatusripitak to put the finishing touch on negotia-
tions, said government sources.

If the minister succeeds in reaching the basic accord, Thai
Prime Minister Thaksin Shinawatra could visit Japan as
early as August to formally forge a framework agreement
with his Japanese counterpart Junichiro Koizumi.

Nobuhiko Sasaki, deputy director general for trade policy
at the Trade Policy Bureau in the Economy, Trade and In-
dustry Ministry, and other government officials will also
soon visit Thailand to lay the groundwork for ministerial

talks, they added.

which already has FTAs with Singapore and Mexico and
struck a framework agreement with the Philippines last
November and with Malaysia in May this year.

The two countries launched formal FTA talks in February
2004 and have since held eight rounds of talks. Major
stumbling blocks currently exist on the liberalization of
industrial goods, with Thailand being reluctant to agree to
Japan's request to eliminate tariffs on such items as steel
and automobiles by 2010, as it wants to protect local in-
dustries.

However, sources say that during the latest vice-minister
level negotiations earlier this month in Tokyo, Thailand
offered concessions on auto parts and steel.

In June, Nakagawa met with Somkid and offered a de-
tailed explanation on a package of cooperation programs
to help Thai industrialization, including personnel training
and educational programs. Such a proposal was offered to
gain greater access to Thailand's steel and auto markets. ¢

Canada soon to launch FTA deal with South Korea

In an effort to play a more active
role in the booming Asian trade
landscape, Canada is said to be
close to starting formal free-trade
negotiations with South Korea.

Prime Minister, Paul
Martin, is expected
to travel to South
Korea in November
this year for an an-
nual summit of Asian-Pacific leaders —
a natural opportunity to continue to
promote freer trade between the two
countries and to help advance an ar-
rangement he initiated last November
after meetings with the country’s
president Roh Moo-hyung.

However, Canadian trade officials have
already struck controversy as some
industry sectors especially the ship-
building and automobile industries, are
opposed to “freer” trade with what
they complain is a competitor with un-
fair advantages.

Canadian Trade Minister, Jim Peterson
is currently working on a free trade
pact agreement with his South Korean
counterpart, noting, “We’ve been talk-
ing to South Korea on an ongoing basis
and the question of if and when we
start official negotiations is one that
will probably be concluded sooner
rather than later.”

He cautioned though that even if for-
mal free trade negotiations begin soon,

their complexity means a deal could
be as far as two years of.
tween the two

‘e
N\l 4
countries would

mark a rare formalized pact for Can-
ada with a country beyond North
America. Currently, Canada has FTAs
with the United States, Mexico, Chile
and Costa Rica, but outside the conti-
nent, lIsrael is its only formal free
trade partner. A larger continental
deal is currently in the works with
more of the Americas and the Euro-
pean Union. e

South Korea is al-
ready a huge mar-
ket for Canada, yet
an official FTA be-
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Bangladesh will soon vet South Asian

Vietnam and China conclude negotiations
9 FTA pacts

Historical enemies, Vietnam and China, have
pushed aside territorial disputes to successfully
conclude negotiations on bilateral market ac-
cess, smoothing the way for Hanoi to enter the
World Trade Organization (WTO).

*

Bangladesh will appoint an international trade con-
sultant to vet trade proposals with South Asian
countries to ensure they are beneficial for Dhaka.

This comes in the wake of the gov-
ernment saying that it will not re-
sume negotiations for bilateral FTAs
with South Asian countries like India,
unless such pacts have a positive
impact on Bangladesh’s exports.

Vietnam is hoping to enter the WTO
by the end of 2005 and a number of
negotiations are ongoing, though
talks with China, Vietham's number
two trading partner after the Euro-
pean Union, are key.

India, Pakistan and Sri Lanka had recently approached

Hanoi needs access to China's huge markets, analysts
say, as well as Beijing's approval of its WTO bid.
reports say trade with China, which
reached a record US$7.2 billion dollars last year, will
probably reach US$10 billion dollars by 2007.+

Vietnamese

the Dhaka government for the resumption of negotia-
tions on bilateral trade agreements. Bangladesh’s com-
merce officials have notes that the next round of FTA-
talks with these countries will only resume once the pro-
posed study is completed. ¢

Asia welcomes new financial landscape after China forex move

Asia has embraced a new finan-
cial landscape after China finally
moved away from its peg to the
dollar.

With regional gov-
ernments and ana-
lysts mostly ap-
plauding Beijing for
the move, Asian
currencies have been tipped to ap-
preciate in the long-term, especially
since China’s announcement that it
had abandoned the yuan peg for a
managed float against an undis-
closed trade-weighed basket of cur-
rencies.

*
*
*

*

According to analysts, the region’s
economic growth rates are set to
get a boost. They have also pre-
dicted that China’s move would in-
evitably be the start of a long proc-
ess of the yuan regime becoming
more flexible. Analysts say an ap-
preciating yuan would accelerate
the current trend of appreciating
Asian currencies while boosting the
region's reflating economies be-
cause strong currencies should at-
tract capital and discourage the ex-
port of savings, adding to demand
for Asian assets.

The yuan was revalued at 8.11 to
the US dollar compared to 8.28, a
2.1 percent revaluation. It will be
allowed to trade 0.3% either side of

a daily fixed rate and trade in a
managed float against a basket of
trade-weighted currencies
Immediate impact was felt in Malay-
sia, which soon after China’s an-
nouncement, also declared that it
had scrapped the ringgit's seven-
year-old peg to the dollar in favor of
a managed float. The Malaysian
business community welcomed the
move saying that the yuan-triggered
revaluation of the ringgit was an
important step in making the South-
east Asian nation a more attractive
destination for investors while help-
ing the local economic liberalization
process.

China’s move came after sustained
pressure from the United States and
other Western nations worried about
China's perceived trading advantage
with an artificially weak currency
unfairly boosting the nation's ex-
ports. Yet, China was always firm
that it would not bow down to out-
side pressure and would make its
move on its on terms and when it

Japan, the largest
economy in Asia

felt it was the right time.
and China's biggest
trading partner,

was one of the first

to urge still greater yuan flexibility,
while welcoming the first step.

"A shift to a basket-trading system
of the Chinese yuan is positive for
the Chinese and global economies,”
said Minister for Economic and Fiscal
Policy Heizo Takenaka.

"While the move-
ment of the Chinese
yuan is expected to
be limited in the
near-term after the
introduction of the
new trading system,
it will affect corpo-
rate as well as the
export activity of
Japan in the mid- to
long-term,” he added. He also ex-
pressed his desire for the yuan to
become even more flexible if possi-
ble, saying, “"We will be watching
closely whether the Chinese mone-
tary authorities manage the cur-
rency trading system more flexibly
and in a more market-driven fashion
in the long-term.”

Around the world, economists were
in no doubt that China will loosen
the peg further saying that the
greater question was when.

Other governments around the re-
gion welcomed China's revaluation,
although they also emphasized that
the 2.1% appreciation in itself would
not have a major initial impact. ¢

Heinzo Takenaka
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Malaysia’s managed float move leads to more powerful ringgit

Within an hour of China's revalua-
tion of the yuan, Malaysia
scrapped its ringgit's seven-year
peg to the US dollar and opted for
a managed float system.

The governor of Bank
Negara Malaysia, the
country's central

—pank, Dr. Zeti Akhtar

Aziz, said the Malay-
sian government had been keeping a
close watch on the ringgit's perform-
ance against a basket of currencies,
adding, “The government felt that the
domestic currency was now very close

to its fair value.”

With the unpegging, the ringgit will

structural changes in the region, in-
cluding China's decision to end the

yuan's fixed rate regime.
She added that the central bank
would monitor the exchange rate

against a currency basket to ensure
that the exchange rate remained
close to its fair value. "Promoting sta-
bility of the exchange rate continues
to be a primary objective of policy,"
she noted. “At the same time, the
stability of the ringgit's exchange rate
against regional currencies would be-
come increasingly important and such
stability can best be achieved by
maintaining the value of the ringgit
against a trade-weighted index of
Malaysia's major trading partners.”

According to government officials, the
decision to revalue the ringgit was
definitely closely linked to China's
move. The country's economic man-
agers are said to have discussed the
matter with Abdullah months ago and
decided to unpeg the ringgit the mo-
ment China revalued the yuan.

Malaysia's move to switch from dollar
to a currency basket comes six
months after former prime minister,
Mahathir Mohamad suggested it was
time to review the peg.

In recent years, many economists
have complained that the ringgit had
begun to look significantly underval-
ued. Therefore, the de-pegging of the

no longer have a pre-determined ex-
change rate. Bank Negara will man-

Prime Minister Ab-

Malaysian currency has sparked en-

age its value against the currency gu‘;Iah IAhmaS tr;iusmsrn gmronglv:nlvestiors, Wr']m shal;e
basket. Zeti said the ringgit was not tha tawr: also Stald pt Cet?’cl’l tu sa Malaysia opening sub-
likely to deviate too much from its at he expected stantially stronger.

the ringgit to be

peg of 3.80 to the greenback.

She also reiterated that the managed

stable and did not
expect much vola-

They noted that a stronger ringgit will
allow the central bank to combat in-
flation. Malaysia's inflation last month

float dopted t I the US$- ili i :
oat was adopted 1o replace the $ tility, f”‘dd'ng that accelerated at the fastest pace in
RM3.80 peg, which Malaysia adopted : ~= Malaysia’s move ; ;
. - ; : : L more than six years. Consumer prices
in the wake of the Asian financial cri- Abdullah Ahmad  would be positive rose 3.2% in June. the most since
sis in 1997, because of significant Badawi "for the economy =70 I AUne, :

and the market".

February 1999 following repeated

hikes in fuel prices. ¢

FTAs will reshape Asia’s automotive market: KPMG report

Free Trade Agreements (FTAs) being implemented
across Asia are set to fuel a major shift in the
make-up of the region’s automotive and compo-
nents markets.

A report from KPMG in China states that integration will
be the buzzword in the next few years as numerous firms
scramble to establish themselves in the new cross-border
business model which is defining this booming market.

The report also suggests that expectations seem higher
than ever before and that smaller component manufac-
turers and indigenous car companies will struggle in the
re-shaped Asian market, with many companies involved
in the region forced to re-strategize.

Mike Steventon, head of automotive, KPMG UK remarks,
“By the time the decade draws to a close, Asia can be a
passenger car market as large as North America or
Europe. However, the advent of further FTAs and the
emergence of major manufacturing centers in places like
India and Thailand mean that addressing this market is
no longer simply a consideration of how much capacity
you pump into China.”

“By 2009, it is expected that car
production in Asia will have hit 17
million units, putting it on par with
Europe. However, while the vehicle
manufacturing sector continues to
grow, the component manufactur-
ers should not be left behind.”

“In fact, not only may the component sector be serving the
17 million unit manufacturing sector, it may also grow to
become one of the most cost-efficient sources of compo-
nents for the rest of the world. As with car companies
though, the long tail of smaller firms without the ability to
invest in new equipment and technology may quickly find
themselves with no place to go. At the same time, overseas
component firms are scrambling to supply the car firms in
Asia and are being forced by circumstance to come up with
a strategy for Asia sooner rather than later,” he adds.

The report outlines three scenarios on how the Asian auto-
motive production landscape may develop in the next dec-
ade:

Scenario 1

The auto markets throughout Asia become closely inte-
grated with production moving to the most efficient mar-
kets;

Scenario 2
China and India become dominant production centers for
their own growing markets and for export to other markets;

Scenario 3
Asian auto markets remain fragmented with little regional
trade as a few countries become large domestic markets. ¢
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Managed Services market holds the key to new partnership opportunities in APEJ

Asia Pacific

IDC's inaugural
(excluding Japan) APEJ -
Managed Services Study, has
revealed that the Managed Ser-
vices market in 2004 topped
US$13.26 billion and US$208
million for the enterprise and
telecom carrier markets respec-
tively.

In Q1 2005, this was US$3.4 billion
and US$63 million respectively. IDC
forecasts that the combined market
will exhibit growth of 8.8% to reach
US$14.6 billion in 2005. However,
Value Added Managed Services
(VAMS) are expected to grow al-
most 15% in 2005 and it is this seg-
ment that has caught the attention
of Managed Services providers,

opening up new opportunities for
them.

"Managed Services
brought together a pano-
ply of players in 2004 as
it was seen as rich pick-
ings,” explains Adrian Ho,

senior market analyst,
i networking research, IDC
A Asia Pacific.  "Telcos

across the region rolled
out Managed Services offerings and
made acquisitions to mitigate stag-
nant data revenue. Network equip-
ment vendors pursued strategic tie
ups with telcos, while IT service pro-
viders refreshed their managed ser-
vices portfolio to mark their territory
against new competitors.™

While leading IT services vendors
will continue to be seen as scions in
this industry, IDC expects a flurry of
activity to take place in the small
and medium-sized business (SMB)

sector, which it says will provide a
unique selling opportunity for the
telcos who are aggressively finding
opportunities to expand their ad-
dressable markets.

Ho elaborates, “There is a strong
tendency for SMBs to opt for a single
party for all their managed commu-
nications services need. Telcos who
are the sole providers for managed
connectivity will be the de-facto
choice of many SMBs.”

This is also the canvas on which net-
working vendors have decided to
actively develop strategic relation-
ships with telcos across the region.
The resale of networking equipment
to telcos for their managed service
bundling amounted to US$94 million
in 2004 and almost US$24 million in
Q1 2005.

“Telcos must and have started to
realize that they cannot be a one
trick pony to thrive,” says Ho.
“Instead, a supermarket of managed
services products is essential.”

Telecom operators are advised to
quickly form partnerships beyond
the networking vendor community,
and to reach out to software vendors
in order to successfully exploit the
growth in VAMS like managed appli-
cations.

“Partnerships and alliances are vital
as they give telcos the breath in ex-
pertise required to catapult them
into the big league of professional
services. If telcos execute well here,
they will become formidable com-
petitors in this marketplace,” notes
Ho.

In Q1 2005, Managed Connectivity,
Managed Networks and Internet

Data Centers/Hosting were the larg-
est three categories of Managed Ser-
vices.

IDC believes that for Managed Ser-
vices providers to take advantage of
the potential in this industry, they
should develop close relationships
with their customers and enterprises
to understand how they want to util-
ize and take advantage of converg-
ing networks and applications to im-
prove and increase efficiency and
productivity. Wireless telecom opera-
tors are also moving into a new era
with the launch of next generation
data and media services on the mo-
bile phone. They are looking towards
managed services as a way to re-
duce costs and improve reliability/
availability yet free up management
time to focus on new business chal-
lenges.

“Enterprises and telecom operators
are looking for easy integration of
applications into their converged net-
works and systems but there are
definitely no standard box solutions,”
adds Ho. “Enabling this smooth tran-
sition will give confidence to all con-
cerned to allow third parties to man-
age their networks and applications.”

In Q1 2005, the leading IT Vendors
providing Managed Services were
CSC, Datacraft, Fujitsu, HP Services
IBM Global Services and NCS. Alcatel
Avaya, Cisco, Ericsson, Nokia and
Siemens were the top players in the
networking vendors segment. For
the Telecom Operators segments,
the leading players were AT&T, China
Telecom, CHT, Equant, Korea Tele-
com, Optus, PCCW, SingTel, Telecom
Malaysia and Telstra. ¢

0

FTA-News: Vietnam going all-out to meet growth target

Vietnamese Prime Minister Phan Van Khai has ordered
an all-out effort to achieve second-half economic
growth of 9.3 % after expansion in the first six months
left the country struggling to hit its 2005 target.

The countries ministries have been urged to create
"favorable administrative procedures™ to help firms in both
the state and private sectors do business better.

The last time Vietnam did not meet its GDP growth plan was
in 2001 when economic expansion of 6.8% was short of a
7.5% target. Officials say sluggish growth in the industrial
sector, a lack of competitiveness in exports and a widening
trade deficit were dragging on economic growth this year.
The industrial sector, which generated a third of gross do-
mestic product in the first half of 2005, was 9.8% greater
than a year earlier, but this was down from 10.6% growth in
the first half of 2004.

In the first six months of this year, the trade
deficit surged 45% from a year earlier to
US$3.56 billion as exports slowed. Exports
rose 17.4% to US$14.44 billion from a year
earlier, down from 19.8%.

Imports in the January-June period jumped
22% to US$18 billion, compared with

14.7 % in the first half of 2004.

Vietnam is the world’'s top producer of ro-
busta coffee and black pepper, and exports
around 356,000 barrels per day of crude oil.
Economists say fluctuating prices of key imports such as
petrol, fertilizer and steel represent major obstacles to
growth and worsen inflation which was 5.2 % higher in June
than at the end of December. ¢

6

Phan Van Khai
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Lenovo regains top spot in the APAC PC Market in 2Q 2005

The Asia Pacific (excluding Ja-
pan) PC market totaled 9.5 mil-
lion units in the second quarter
of 2005, representing a sequen-
tial growth of 72 and a robust
17%b year-on-year growth, says
IDC.

Total 2Q 2005 PC shipments came
in above IDC'’s initial forecasts, with
most country markets performing
better than expected.

"The PC market gave another im-
pressive performance this quarter
throughout most countries in the
Asia Pacific region,"” notes Bryan Ma,
associate director of personal sys-
tems research at IDC Asia Pacific.
"Lenovo also regained its top spot
by not only riding on the seasonal
recovery in China, but through its
newly-acquired IBM Personal Com-
puting Division (PCD), which pro-
vided Lenovo with an even more
significant lead over second-place
HP."

With IBM's PCD numbers now firmly
behind it, Lenovo surged well past
HP to take back the number one
position in the region. Nevertheless,
runner-up HP also performed well in
the second quarter with robust dou-
ble-digit year-on-year growth
across almost all of the markets.
Similarly, Dell's total PC shipments
also recorded double-digit year-on-
year growth rates in 2Q 2005 in
almost all countries.

Country Highlights

In the critical Chinese market, con-
sumer interest was boosted by in-
creasingly lower prices as well as
demand for desktop PCs from the
government, education, and tele-
communication sectors.

Korea also beat expectations as a
result of price competition, despite
its seasonal slowdown in the second
quarter and Trigem's troubles.
Meanwhile, Australia's PC shipments
posted a strong showing thanks to
tenders as well as increased note-
book activity.

“The Singapore PC market fell se-
quentially in 2Q as many SMBs had
already completed their IT pur-
chases before the start of the new
fiscal year in April. Furthermore, the
PC Show in June resulted in mixed
outcomes for the participating ven-
dors, with many finding that sales

were not as robust as the earlier IT
Show in March,"” says Reuben Tan,
senior analyst of personal systems
research at IDC Asia Pacific.
“However, the market still beat ex-
pectations, with tertiary institutions’
student purchase programs being
the saving grace for the notebook
market.”

Hong Kong’s portables received a
boost from the availability of So-
noma-based notebooks in the sec-
ond quarter. While demand for
desktop PCs dropped in the govern-
ment sector, this was offset by
greater demand from the commer-
cial and education sectors.

Taiwan was the only market to reg-
ister a year-on-year decline in PC
shipments, due to a continuing de-
lay in a major government tender.
The closure of several channels dur-
ing the second quarter also affected
the market. ¢

Asia Pacific (ex. Japan) PC Shipments by Vendor, 2Q 2005 (Preliminary)

Rank andar 203 2005 102005 202004 Year-on-Year Unit
Market Share Iarket Market Grovwth
Share Share

1 Lenovo 19.0% 10.9% 11.7% 90.9%
2 HF 12.3% 11.6% 10.7% 34.4%
3 Deell a % 7 B T1% A7 9%
4 Founder 5.5% 5. 3% 5.2% 25.9%
5 Arer 4 8%, 4.7% 4.2% 34.6%
Cithers 49,3% 59,9% B1.1% 5. 4%

Tofal 100.0% 100.0% 100.0% 17.2%

1 Ptr 19.0% 16.5% 18.8% 18,6%%

Note: *Data for Lenovo includes shigments for IBM PCD (including Deskto
ersonal Workstations) starting in 2Q 2005, and only

PCs and excluding x86 Servers and

and Portable

Lenovo data for ﬁrior quarters. This reflects the legal status of the’companies, which

merged during tl

e second quarter of 2005. For historical growth analysis however, IDC

has provided a merged IBM PCD + Lenovo line item at the end of this table.

APEJ Bl market holds a lot of promise

The Asia Pacific excluding Japan (APEJ) Business
Intelligence (Bl) tools software market should
grow strongly at a CAGR of 12.3% to reach

US$417.3 million by 2009 says market research
firm 1DC.

“Despite the mergers and acquisi-
tions in recent years, the Bl tools
market in APEJ is relatively imma-
ture and fragmented with both inter-
national and local vendors in the
scene”, says Sharon Tan, market
analyst, software research, IDC Asia
Pacific. “Moreover, there is downward price pressure as
both database vendors and enterprise application ven-
dors incorporate Bl functionalities in their product offer-

ings in these related markets, at little or no additional
costs.”

Tan adds that many users in this region are expected to
get their first taste of the benefits that Bl can offer from
these products. In fact, IDC expects that this will pave
the way for further investments in more sophisticated Bl
tools software in the later years of the forecast period.
Much of the growth in the region is expected to be from
the developing economies of China and India. The more
robust economic conditions in these countries and in-
creasing application deployments in recent years are set-
ting the stage for Bl tools adoption in the next 5 years.
However, Australia, with its matured IT infrastructure and
developed economy, will remain the largest market for Bl
tools software throughout the forecast period, predicts

IDC. (Continues on page 12)
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The growing demand within organizations
for real-time and team-based collaboration
technologies will drive the worldwide Web
conferencing and team collaboration soft-
ware market to US$681.7 million in 2005,
marking a 16%b increase over 2004, says
Gartner Inc. By 2008, the market is expected
to reach US$1.1 billion.

"The markets for Web confer-
encing and team-based col-
laboration, while still in an
early phase of adoption are
converging and transitioning,"
says Tom Eid, vice president
and research director for Gart-
ner. "Vendors are providing
more integrated collaboration functionality span-
ning a variety of content, communication and col-
laboration technologies. Overall adoption will con-
tinue to increase as these technologies become
more integrated with business processes."

Gartner analysts add that other forms of collabo-
ration (not included in this forecast), such as in-
stant messaging (IM) and video conferencing, will
also see increasing demand. IM is anticipated to
become as popular as e-mail and, through the use
of international standards, interoperate with other
communication types. Video conferencing will
evolve to the desktop to support ad hoc conversa-
tions and become better integrated with Web con-
ferencing and IM.

Web conferencing and team collaboration tech-
nologies will be provided as part of line-of-
business applications, as well as ways to augment
information access technologies, such as portals,

g and team-based collaboration markets converging

Table 1: Worldwide Web Conferencing and Team Col-
laboration Software Market New License Revenue,
2004-2008 (Millions of Dollars)

2004 2005 2006 2007 2008

Total

587.8
Revenue

681.7 810.8 970.2 |1,153.4

Source: Gartner (June 2005)

Collaboration technologies, especially Web conferencing,
have been used most frequently in North America. The
Europe, Asia Pacific and North America regions are all ex-
pected to meet or exceed the worldwide growth rate in 2005]
with forecast increases of 16%, 20% and 16.3 %, respec-
tively. Japan and Latin America are forecast to grow 12.4%I
and 10.2%, respectively. |

“Cultural differences play a strong role in the adoption of]
collaboration technologies," notes Eid. "It is more commonI
in North America and Europe to have meetings and other
forms of interpersonal communication supported by collabo-I
ration tools. In other geographies, such as Latin America, e-
mail is used as the primary mode of communication in lieu of
horizontal collaboration technologies. In the Asia Pacific andl
Japan, face-to-face meetings are preferred and, at times,l
business travel for meetings is seen as a privilege."

Web conferencing collaboration products support interaction
between participants in real-time, in a meeting or presenta-
tion format. They include file, screen and application sharing]
chatting and electronic whiteboarding. Team-based products
provide shared folders and workspaces, threaded discuss;ionsI
and document-based collaboration and primarily throughl]
asynchronous behavior. Team-based technologies provide al
persistent, easy-to-access archive of discussions and stored
content. ¢
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Pacific (Excluding Japan) Business Intelligence Market Outlook, 2004-2009

Once again, the traditional early adopters of tech-

nology — the banking and the telecommunication
sectors - have been the two largest verticals in

.Indla PRC
A

terms of Bl tools software revenue with a combined

oW

market share of more than a quarter of the APEJ
market since 2003. In the case of both industries,

the data intensive nature and increasingly competi-
tive landscape helped drive Bl tools software in-

Korea
Hong Kong

ITaiman

ASEAN

ROAFEJ and
Wietnam

vestment. Besides the banking and telecommunica-
tion sectors, other verticals that have experienced
high growth in the Bl tools market over the past
year include the resources industries, media and
education. While growth in these markets is origi-

10 20 30 40 a0
2004 Market Share (%)

1]

Source: IDC, 2005

nating from a small base, it does hint at the poten-
tial for the BI tools software market beyond the
usual suspects. ¢

il
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Building Profitable and Loyal Channel Relationships

Part 1 of a 2-part series

Selecting the right distribution model for maxi-
mum business gains

In our quest for profitable and loyal channels, it is
worth remembering what B.C. Forbes, the Scottish
writer, once said, “Any business arrangement that is
not profitable to the other person will in the end prove
to be unprofitable for you. The bargain that yields mu-
tual satisfaction is the only one that is apt to be re-
peated”. It is critical to keep this in mind as we evolve
our channel strategies to keep pace with our ever-
changing businesses.

With the exception of Dell Computer, who has perfected
its direct sales model in the last 20 years, most IT ven-
dors today find direct sales to be an expensive option.
Though Dell’s online build-to-order sales model allows
the company to hold only four days of inventory at any
point in time — freeing Dell from the traditional channel
sales woes of price protection, product returns, inven-
tory carrying costs and inventory obsolescence — Dell’s
PC sales model is not a viable choice for most solutions
providers.

So, how to choose the right channel model for your
company?

Let's face it, some channels provide more value than
others, but that value comes at a price. Many con-
sumer IT products sold in retail outlets get there by
traditional time and place distribution, where channel
partners can be mostly focused on logistics — such as
order processing, pick/pack/ship, inventory manage-
ment, credit and invoicing. Especially for these high-
volume products, vendors probably need a multi-tier
distribution channel, with a heavy-weight, well-financed
mega-distributor reselling to second-tier partners or
retailers. When searching for a tier-one consumer
products distribution partner, make sure to choose one
with a strong MIS infrastructure and sound financial
strength. Commodity products lend themselves to be-
ing sold in computer superstores with super distributors
like Ingram Micro serving as potential tier-one partners,
reselling to dealers or retailers.

However, more complex solutions targeted for enter-
prise users, require a more sophisticated value-added
channel model, with partners offering pre-sales services
— including marketing and lead generation, as well as
post-sales support like technical training, troubleshoot-
ing and credit to second-tier channels or customers. If
your product is specialized for a vertical market(s), you
may need to find niche VARs and systems integrators to
address those vertical markets.

To carefully select the right distribution model, you
have to think through your criteria and understand the
5 C’s to channels selection:

1. Coverage

e What is the ability of your potential channel partner to
reach your target customers and achieve your target
market share and growth objectives?

e Does your potential channel partner have the sales
contacts, industry knowledge and market insights to
get you to where you want to go?

e What geography do you expect your channels to
cover?

2. Character

e How compatible is a potential partner to your com-
pany’s desired positioning?

e What is your vision, where do you want to go and
how will your channels help you to get there?

e Are you seeking a channel to move volume or add
value? What kind of value add do you need? If you
need a partner to help you generate leads, do they
have the in-house expertise to develop and execute
marketing programs?

e Investigate the channel partner’'s business practices,
business plans, management expertise and commit-
ment to the market. Are they aligned to your needs?

e Does this channel partner carry competitive products
and do you care?

e Does this channel partner offer complementary prod-
ucts to yours that can be sold as bundled solutions?

3. Continuity

e How long has the partner been in business?

e What kind of track record does your potential channel
partner have with current and past vendors?

e Is this potential channel partner's growth strategy
compatible to yours?

4. Control

e How financially strong is this potential partner?

e What kind of margins will this partner require to
launch and sustain your business?

e Review their P&L and balance sheet statements to see
if they have the financial wherewithal to fund market-
ing campaigns, if required.

e Do they have the operational capabilities to drive your
business?

5. Cost

e What kind of investment will be required to establish
and maintain this potential channel partner?

e Can this partner control its fixed costs?

e Think through the variable and fixed costs associated
with sales, inventory holding, logistics, training, and
support.

Needless to say, before you select a channel strategy
and commit to partners, you have to fully appreciate
the market dynamics and the competitive nature of the
market. There are many third parties who can help you
to assess a potential channel partner including other
vendors, other channels, banks, chambers of commerce,
trade associations and embassies or high commissions,
if you are trading internationally.

(Continues on page 14)
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Companies need to examine and up-
date their policies and technologies
for managing rising volumes of once-
secret information that can be re-
trieved without authorization by in-
siders and outsiders alike, strategy
consultant and author Don Tapscott
told Gartner this month.

“Effective manage-
ment of secrecy-
versus  transpar-
ency issues can
help companies
build more trusting
relationships  with
key stakeholder
groups, ranging
from partners, cus-
tomers, employees
and investors to
public policy adver-
saries,” he said.

1

Don Tapscott

"Every company needs a transpar-
ency strategy" to adjust to advances
in information technology (IT), Tap-
scott added. "If you just noncha-
lantly fumble into this new age, pun-
ishment can be very swift. Most
companies are just winging it. There
can be all kinds of unintended conse-
quences of being too closed or inap-
propriately open."

He has identified IT imperatives for
an effective transparency strategy,
including:

ASIAN CHANNELS

All Companies Need Strategy on Information Access in Internet Age

® (Create an IT architecture, suite of
applications and data structure for
a more "open" enterprise. "If
you're going to be honest, you
need a single version of the truth”

® Understand interests of other par-
ties by utilizing forecasting tools
and models, data mining, and in-
tegrated communications across a
variety of channels. "Amazingly,
information released through one
channel can be a disaster, but
released through a different chan-
nel can be very positive"

® Monitor performance against
goals, applying customer-
relationship management (CRM)
software that gathers information
about stakeholders and also builds
relationships with them. "Effective
score-carding is about translating
strategy and managing measur-
able actions™

® Develop IT systems to create
transparency in the supply chain.
"Effective portals, dashboards"
and other communications devices
"help employees, for example,
better understand what is going
on in their world"

"It turns out, as it often does in busi-
ness, that information technology is
crucial to implement a new vision
and a new strategy,” he explained.
"By harnessing transparency, any
individual company can differentiate,
build trust and high performance,
and compete."

Other key points by
Tapscott include:

oA transparency
strategy can ensure that privacy is
protected. There is a danger that
as more information is revealed
about executive salaries at a com-
pany, for example, salaries of eve-
rybody in the company are made
public. That would be a big mistake

® Many companies will attempt to
appear transparent when they are
not, but they will be found out. We
call this 'apparent transparency’

® Certain minimal requirements for
transparency are governed by law.
Beyond that, there will be require-
ments governed by the tone of the
market and by all different stake-
holders.

“If you are a big company, chances
are that you have a significant stake-
holder web - a network of stake-
holders scrutinizing your firm. Most
big companies are not even aware
that these things exist, let alone
have a strategy to engage them”

Tapscott is CEO of the New Paradigm
Learning Corporation, based in To-
ronto, and author of 10 books, most
recently (co-author David Ticoll) of
The Naked Corporation: How the Age
of Transparency Will Revolutionize
Business. ¢

From Page 13 — Building Profitable and Loyal Channel Relationships

——————————————————————————————————————————\

There are no rules about the right number of channel
partners to engage. The newer you are to a market,
the more restricted you might want to be in channel
appointment to build loyalty with your channel as you
gain market share. It then follows that the greater
your market share, the more channel partners you can
afford to have. And you can wield more influence over
what you require your channel partners to deliver. You
only want to add more channel partners when you have
the margin to support your channel growth. To truly
add to your customer base, you should add channel
partners that are synergistic to those you already have.

el dFl ) ==

It is easier to manage your channel partners if you can
keep them focused on a geography or vertical market.

If you know your existing channel partners’ customer
base and that of any potential channels, you can mini-
mise overlap that will only erode your channel margins
over time. ¢

By Cindy Payne, Founder and Managing Director, Asia
Pacific Connections

Part 11 to follow in our next issue: Understanding
channel margins and sharing the cost of partner-

ing.

Communicating via Commuonities
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SAP’s winning SMB strategy

German software giant SAP has
emerged as a top player in the
small and mid-size business (SMB)
market in the region, recording
stellar growth last year.

In the Asia Pacific region, excluding
Japan, software revenue from SAP so-
lutions for SMBs nearly doubled in
2004 and the company is expecting
even more for 2005. Asian Channels
recently caught up with SAP’s Pranay
Mittal, director for SMB operations,
Asia Pacific to get his thoughts on SAP
and the Asian SMB scene.

SMBs in the Asia Pacific region are
increasingly adopting technology
for their business. What is the rea-
son for this trend?

SMBs in the region are rapidly scaling
up to become Ecosystem partners to
larger vendor companies. The emer-
gence of China, Taiwan and other
parts of Asia as the manufacturing
heartland of the world has made it
imperative for these small and me-
dium businesses to adopt globally ac-
cepted technology standards and plat-
forms that enable them to do business
seamlessly with their ecosystem.

Standards are signifi-
cant not just for busi-
ness. SMBs are also
looking at technology
to provide the solutions
to meet the appropri-
ate corporate govern-
ance and legal compli-

k

ance standards that
Pranay Mittal have been promul-
gated.

Lastly, and most importantly, the next
generation management in the SMB
segment are tech-literate entrepre-
neurs who are keen to compete at the
global level. The need for fast growth
in a dynamic market and again, the
availability of standards-based, scal-
able, affordable and easy to deploy
and maintain solutions are vital for
SMBs. The need to address market
challenges on a real-time basis and
improve compliance is driving this sec-
tor.

How does an SMB go about getting

an entry level solution?

As a rule of the thumb, SMBs should

adopt the following strategies in se-

lecting technology solutions to manage

their business processes:

e Select solutions that will ensure
cost-effective and quick implementa-
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tion, which will have a significant
impact on achieving ROI fast.

e Focus on the big picture in terms of
the long-term benefits of deploying
the business software solution. SMBs
should select a software solution
that is scalable to meet their busi-
ness needs as their business grows.

e Ensure that the software solution is
in line with their companies’ overall
business goals and direction.

e Select vendors that partner with
SMBs to provide the necessary sup-
port for solutions to be implemented
quickly and cost-effectively with
minimal disruption to the business.

o Adopt best practices to assist them
as they aim to compete in the global
market place.

What business software is avail-
able for SMBs from SAP? Is there
some way of classifying these dif-
ferent systems?

SAP and its partners work very closely
with our customers to ensure that they
can get a solution that fits their needs.
SAP has taken on a two-tiered chan-
nel-based approach to provide a solu-
tion for SMBs with basic ERP needs
(SAP Business One) and those which
require more industry specific capabili-
ties (mySAP All-in-One solutions).

SAP Business One is designed to ad-
dress the specific needs of emerging
and dynamically growing businesses
with several employees to several
hundred. Delivered through a global
channel of qualified SAP business part-
ners the solution offers the core op-
erations necessary to run successful
businesses, including customer rela-
tionship management (CRM), account-
ing, reporting, sales and distribution,
purchasing and warehouse and partner
management. The CRM component of
SAP Business One is unique as no
other vendor provides this functional-
ity in their basic ERP packages for this
market segment.

mySAP All-in-One solutions are rapidly
implemented, pre-packaged applica-
tions based on mySAP Business Suite.
They are developed and delivered by
SAP partners to mid-market busi-
nesses requiring a high degree of ver-
tical industry capabilities in addition to
core business functionality.

In FY 2004, SAP did see tremendous
growth in its SMB business in the Asia
Pacific. It is evident that our two-
tiered SMB strategy is meeting the
needs of SMBs in the region. We ex-
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pect to sustain this momentum by
continuing to work closely with our
partners to continue to deliver scal-
able, affordable and flexible solutions
to our customers.

How can these SAP solutions
benefit SMBs?

Facing greater competition than ever
across diverse industries, SMBs have
a critical need to optimize business
processes, cut operational costs, and
improve customer acquisition and
retention. Many of our new small
business customers are turning to
SAP for our SMB-focused solutions
after initially making IT investments

that proved incomplete or short
term.
SAP’s small business solutions are

designed to give small business man-
agers access to the most critical
business information, without drown-
ing them in reams of unnecessary
data, giving them oversight of their
entire business, and allowing them to
use that information in a strategic
way to propel their businesses for-
ward. At the same time, SMB solu-
tions are proven for their scalability,
to be able to grow as our customers’
business grows, thereby alleviating
small businesses of the fear of having
to rip out an old solution and start
from scratch once they reach a cer-
tain stage of growth.

Is SAP building a direct sales
channel to sell to SMBs? Will this
compete with its SMB Business
Partners?
SAP intends to add several hundred
employees to its direct sales force to
service companies in the high-end of
the Midsize Business segment. SAP’s
existing model for indirect sales to
companies in the Small Business
market and the low end of the Mid-
size Business Segment through its
Business Partners will not change.
Can you tell us more about the
plans to introduce a global part-
ner program? When is this going
to take place and which partners
will be involved?
SAP’s SMB strategy is fundamentally
based on the success of our valued
partners. We have always and will
continue to evaluate the best way to
engage and support these trusted
VARs and ISVs in the Asia Pacific in
2005. ¢

By Shanti Anne Morais
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Novell and Resolvo take giant step forward together with NLB win

Novell took a huge step forward
late last month with its business
strategy in Singapore, winning
the National Library Board of Sin-
gapore’s (NLB) tender.

The tender worth S$14,000, was
awarded to Novell’'s partner, Singa-
pore-based Resolvo Systems, an
open source solutions provider, for
the deployment of 21 Novell SUSE
Linux Enterprise servers and 220
Novel Linux Desktop licenses. Begin-
ning this month, the NLB is conduct-
ing a three-month Linux desktop trial.

“This is a strategic win for Novell and
the Open Source movement in Sin-
gapore. The significance lies not so
much in the value of the tender, but
in the endorsement that a govern-
ment-linked organization has
adopted an en-
terprise-side
Linux migration.
Prior to this,
MINDEF was the
only major gov-
ernment body to
deploy Open
Source,” says
Ernest Low,
country manager,
Singapore, Indo-
nesia and the
Philippines,
Novell.

The NLB chose to
go with Novell in
response to its employees’ frustra-
tions with Windows, such as delays
in starting up and shutting down as
well as adware and spyware popping
up very often, and slowing down the
computers.

Low explains, “The NLB’s infocomm
department was seeking a server-to-
desktop Linux solution that was easy
to manage and catered to the spe-
cific needs of its users. Since Novell
is the only Linux solutions provider
that offers end-to-end, server-to-
desktop solutions, it was not difficult
to convince the NLB that Novell had
the ecosystem to deliver and support
the requisite enterprise-ready Linux
solutions.”

Kuan Sung, senior manager of NLB’s
infocomm division notes that while
NLB already runs Linux on its
backend servers, it is intending to
upgrade its servers to Novell Linux
Enterprise Server for added security
and reliability,

Ernest Low

A key advantage he sees in Linux, “It
requires much less security updates
and therefore, our system adminis-
trators can spend their time enhanc-
ing the system rather than merely
fire-fighting.”

Novell’s Linux Desktop will be cus-
tomized for NLB’s employees so that
it will be “easy to use and run
faster.” New versions of Open Source
software will be installed on the NLB
systems, including OpenOffice 1.9
beta.

Asian Channels also caught up with
Resolvo Systems’ Yap Boon Leong,
director, business development, who
together with the Open Source stal-
wart, were instrumental in winning
the NLB project. He gave us more
insights into the ongoing project.

How are you working with Novell
and the NLB on this project?

The arrangement is that Resolvo will
assist NLB in the rollout and will help
increase user acceptance. Novell's
role will be to assist in customer
training by providing reliable training
resources.

Why do you think Novell and Re-
solvo were chosen to work on
this project?

It all boils down to vendor credibility
and product reliability. NLB has been
Resolvo's customer for a few years.
We have been working closely with
them in their Open Source adoption
strategy. Novell is our complimentary
technology partner whose products
we recommended because they
would add value to our customer,
NLB.

What are your expectations and
hopes from this NLB project?

We hope the end users at NLB will
come to appreciate the fact that
Linux as a platform is actually not
difficult to use. From NLB's business
perspective, we have already proven
that a Linux-based solution has
helped them to significantly reduce
their IT infrastructure spend.

Did you face any challenges/
teething problems while working
on the project? If yes, how did
you overcome them?

There will always be teething prob-
lems in an implementation and the
way to overcome this is to work

closely with the customer. We main-
tain very frequent and open commu-
nication with NLB.

What have you learnt from and
what would you say has been
your most valuable experience
from this project?

When adopting something new, it
pays to take one small step at a time
before rolling out on a bigger scale.
Mutual communication between us-
ers and the vendor is also very im-
portant.

How do you feel the NLB employ-
ees have responded taken to the
new system?

| believe they have been pleasantly
surprised. Compared with what they
have heard about Linux, they have
enjoyed a very positive experience
when they actually started using it.

Did any of them have any misgiv-
ings about working with Linux
and if yes, how did you allay
them?

No comments yet.

What are the benefits of Novell
Linux Desktops?

Security, costs, ability to customize
desktop interface to features that
add value to the user experience and
that are not found on Windows desk-
tops.

Can you talk about your experi-
ence working with Novell on this
project and what you have
gained from it?

Novell has demonstrated a deep
commitment to its partner-centric
sales model and through its partner
program called Novell PartnerNet,
they have provided great support to
ensure that this project is successful.

How is it working with a partner
like Novell and what do you ex-
pect from the partnership this
year?

We had a good start and | am confi-
dent that the outlook of this partner-
ship is very promising. Earlier this
year, Novell appointed Resolvo as its
first Platinum Technology Partner in
the Asia-Pacific. This technology
partnership will allow both compa-
nies to leverage our complementary
expertise and products in a joint ef-
fort to increase Linux adoption.

(Continues on page 17)
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HP now APAC’s largest vendor of x86 servers

HP recently revealed that the
company has shipped 1.4 mil-
lion HP ProLiant servers in Asia
Pacific over the last ten years,
since Q1 1995.

According to IDC's Asia Pacific
Quarterly Enterprise Server
Tracker, Q1 2005, this makes HP
the largest ever vendor of indus-
try-standard x86 servers in the
region based on cumulative ship-
ments of HP ProLiant branded x86
servers sold since Q1 1995.

This announcement closely follows
HP’s major milestone announce-
ment recently on the shipment of
its 10 millionth HP ProLiant server
globally. Maintaining a sharp focus
on customer value addition, the
company also announced several
new systems and capabilities that
are expected to accelerate HP Pro-
Liant adoption in the region.
ProLiant servers have led the Asia
Pacific market for 12 consecutive
quarters.
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In fact, according to IDC, HP ex-
tended its No. 1 position on a
year-on-year basis with 26.5%
unit shipment and 28.4% revenue
shares in Q1 2005. The company
also grew its x86-blade server
units by 118.6%year-over-year.
HP, which shipped its first x86
processor-based ProlLiant servers
in 1993, has held the No. 1 rank-
ing for worldwide x86 server ship-
ments for 35 consecutive quarters
which adds up to nearly nine
years.

“HP’s leadership in the x86 market
means our customers look to us to
innovate on standards and offer
the systems most appropriate for
their enterprises,” says Tony Park-
inson, vice president and general
manager, Industry Standard Serv-
ers, Technology Solutions Group,
HP Asia Pacific. “ProLiant server
solutions will continue to succeed
since they offer simplified deploy-
ment and management for cus-
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tomers, allowing them to focus on
their businesses”.

With an aim to extend HP ProLiant
leadership in the Asia Pacific, HP
announced several new systems
and capabilities, including:

e Latest Intel Xeon based four-way
platforms;

e An expansion of the industry’s
largest AMD Opteron portfolio
with Dual-Core AMD Opteron
processor-based two-processor
servers. The new servers can
boost certain enterprise applica-
tion performance by more than
80% over traditional single-core
processor systems;

e Enhanced configuration and in-
stallation service to HP BladeSys-
tem customers; and

e New HP Care Pack service offer-
ing integrated hardware and soft-
ware implementation services for
HP BladeSystem. ¢

From Page 16 —Novell and Resolvo
take giant step forward together with NLB win

What do you expect from your
partners and likewise, what do
you think they expect from Re-

solvo?

Value creation. For any partnership
to be lasting and meaningful, both
parties need to know clearly where
they add value to each other, thus

creating synergy
engagement exercises.

in our customer

What do you think of the recent
Singapore Open Source Alliance

and
such as Resolvo?

its benefits for companies

Resolvo, being a founding member,
definitely sees a lot of positive bene-
fits in this alliance. Being an indus-
try-led alliance, it shows the will and
collective commitment of the indus-
try to support the adoption of Open
Source. This movement, to a local
company like Resolvo, means that
the overall market pie will grow big-

ger in the near future for us. ¢

By Shanti Anne Morais
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Borland Development Center opens in Singapore

Earlier this month, Borland Soft-
ware Corporation opened its new,
expanded research and develop-
ment (R&D) center in Singapore.

The centre cost S$5 million SGD and
will provide employment for up to 50
new Singaporean engineering
staff. Designated the Borland Devel-
opment Center, it is a joint initiative
of Borland and the Singapore Eco-
nomic Development Board
(EDB). Advanced software for
emerging Asia Pacific markets and
building on new technologies in the
area of application middleware are
already being created in the Center.

“Reducing IT complexity is key to
improving corporate agility and low-
ering ongoing IT support costs,” says
Michael Barnes, vice president, Re-
search, Gartner. “In order to success-
fully exploit technology convergence,
standards evolution and a services-
based approach to application design,
delivery and integration, leading or-
ganizations across the Asia Pacific are
rationalizing software infrastructure

and middleware in support of busi-
ness applications.

Key to this strategy is choosing ven-
dors with proven solutions and a
strong presence in the region.”

“Since its inception, the R&D centre
in Singapore has achieved significant
successes for Borland’s global devel-
opment organization and now deliv-
ers application middleware technolo-
gies used by key customers world-
wide. In the Asia Pacific, key cus-
tomers including APIR, NSE.IT, Crim-
track, DIMIA, HP, Infosys, Logica
CMG, HP, Samsung Electronics,
Wipro, Chung Hwa Telecom, LG Tel-
com, New World Telecom, Shanghai
Mobile, SingTel, SK Telecom, and
Telstra turn to Borland as an estab-
lished market leader in application
middleware for high-performance,
low-latency, and transaction-
intensive applications,” notes Boz
Elloy, senior vice president of soft-
ware products at Borland Software
Corporation.

On why Singapore was chosen, Julian
Quinn, vice president for Borland Asia

Concerto Software introduces solution for Sri Lanka’s
small-to-medium sized contact center market
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Pacific, explains, “Singapore’s rela-
tive geographic vicinity to the key
growth markets of China and India,
its vibrant economic climate and reli-
able technical, political and social
infrastructure were among the key
reasons for this strategic decision.
Singapore is an ideal location for
continuing to build upon our market
leadership providing customers with
unmatched value for their existing
and new applications.”

“In addition, the Asia-Pacific region
represents a significant growth area
for Borland and it is important for us
to focus development efforts in this
key market where customers across
finance, government, IT and telecom
industries have selected Borland ap-
plication middleware products to
maximize the business value of soft-
ware architectures,” he notes.

Incorporated in Singapore in 1992,
Borland expanded its presence from
sales and marketing oriented activi-
ties to research and development,
finally becoming the regional hub for
Asia Pacific in 2002.

Concerto Software has unveiled its unified con-
tact center solution, Concerto Unified Edition in
Sri Lanka, catering specifically to its small-to-
medium sized contact center market.

Based on the Concerto EnsemblePro platform, Concerto
Unified Edition, the solution unites automatic call dis-
tributor (ACD) and predictive dialer functionality with
voice self-service, Internet contact, monitoring, queu-
ing, routing, recording, reporting, administration and
agent empowerment capabilities in one package.

Distributed by Concerto’s Sri
Lankan partner, DMS Electronics,
a system integrator dealing in
business solutions and IT infra-
structure, Concerto Unified Edi-
tion is said to be cost-effective
and features functionality for companies requiring a
complete multi-channel contact centre solution.

“At DMS, we are packaging the Concerto Unified Edition
to meet the specific need for a cost-effective solution in
the small and medium contact centre market in Sri
Lanka.

This bundled solution would enable organizations to
setup and operate a contact centre within a very short
time frame. It has always been our priority to support
businesses in their efforts to provide superior customer
service and we are proud to partner with Concerto in
enabling organizations to provide their customers with
the highest possible quality of service,” says
Chandranath, director/general manager, DMS Electron-
ics Ltd.

Suntel, a telecom service provider associated with cus-
tomer care and one of the leading fixed line wireless
loop operators in Sri Lanka, recently worked with DMS
to select Concerto’s unified solution for their contact
centre. Suntel expects the Concerto solution to help
enhance its customer service processes and cater to the
growth that they envisage subsequent to the launch of
its Code Division Multiple Access (CDMA) network. ¢
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The phenomenon of Streaming Media

More and more businesses and
consumers have embraced the
use of streaming media by ac-
cepting and expecting it as part
of their online experience.

As technology advances, content
creation software and desktop media
players require less expertise to cre-
ate and view audio and video
streams.

In fact, streaming media has now
become an integral part of the Inter-
net experience for both enterprise
users as well as consumers. Stream-
ing technologies allow users to view
video, audio, or other multimedia
presentations without the time-
consuming need to download files to
their own computers. Broadband ac-
cess goes hand-
in-hand with
streaming media,
saving time. Fur-
thermore,
streamed files are
not saved locally
lon a recipient’s
computer, provid-
ng built-in copy
protection.

A brief history of time

The technology of streaming voice
and media files live on the Web came
about in the mid-1990s. As with
other Internet technologies, this one
owes its market growth to those that
preceded it. Progressive downloading
technology, starting right along with
the advent of the Web, first allowed
users to download audio and video
files from the websites they were
viewing. Unfortunately, it also re-
quired lengthy downloading times,
made even lengthier by the wide-
spread use of dial-up access, often at
extremely low speeds. Push technol-
ogy soon followed, allowing “pushing”
requested content, such as stock
quotes, to users’ desktops which
eased download times a little.

Many people have forgotten that
streaming media actually first gar-
nered attention even before the wide
use of broadband access. In fact, it
allowed users to begin accessing mul-
timedia files before they were com-
pletely downloaded - a distinct ad-
vantage over its predecessors. Be-
cause downloading is still an integral
part of accessing the data involved,
speed is an important factor. With
the advent and availability of broad-

band however, streaming media has
been taken to another level. Without
doubt, the arrival of broadband has
driven the use of streaming media.
Globally, broadband access continues
to increase steadily.

Of course, the largest driver in the
streaming media industry is the insa-
tiable consumer demand for music
and video. Streaming music and the
Internet sales have developed into
an ever-increasing industry of their
own.

Another tool of streaming media —
Webcasting - is both a result and a
driver of streaming media technol-
ogy. It allows transmitting visual
and/or audio presentations online in
real time, so that they can be ac-
cessed simultaneously by an unlim-
ited number of users, much the same
way as radio and television broad-
casts are heard and viewed.

The use of standards will become
more important in the streaming me-
dia marketplace. Until recently, ma-
jor media players were not able to
play streams created by another ven-
dor’s architecture at all. Because of
this incompatibility, content provid-
ers were forced to support all major
media players, while users had to
choose a default player and ensure
they were continually downloading
the latest updates. This is a gradually
improving area as some ‘“crossing
over” of players has been happening
for a while. The biggest influence in
standardization comes from the In-
ternational Organization for Stan-
dardization (I1SO), whose Motion Pic-
tures Expert Group (MPEG) has de-
fined a compression technique that
has become a video format. MPEG-4,
the latest version, uses Apple’s
QuickTime as its basis. Therefore,
adherence to ISO’s related stan-
dards-3GPP and 3GPP2—by any
streaming video vendor provides
automatic compatibility with Quick-
Time.

In additional, a
non-profit group
called the Inter-
net Streaming
Media  Alliance
| (ISMA) hopes to
soon make big-
ger strides with
J a specification it

believes will
bring interop-
erability and
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compliance to open standards for all
three parts of streaming: encoders

(used to compress the audio or video
signal), servers (which allow control
over the number and quality of the
streams sent), and players (which
decode received data into a signal for
audio or video). Version 2.0 of the
specification became available on
January 11, 2005.

The streaming media market is defi-
nitely growing, fueled by both busi-
ness- and consumer-oriented drivers.
Alexa Research estimates that every
six months, the amount of streaming
media on the Internet increases more
than tenfold. Other reports place the
streaming media software market at
more than US$800 million by 2007.
While popular with the consumer,
streaming media technology within
enterprises is also increasingly gain-
ing ground, often used for knowledge
sharing and e-learning and thereby
adding to an organization’s ability to
better communicate with its employ-
ees, partners and customers alike. It
is also gaining in usage in the adver-
tising field, as companies find that
streaming their ads on Internet sites
or as part of Internet broadcasts is
perhaps even more effective than
radio or television advertising.

Knowledge Sharing

Customer service and support has
become an important segment of the
streaming media market. Upon the
advent of the Web, businesses
quickly learned that self-service cus-
tomer support saved them money.
Posting service-related documents
where customers could easily locate
them precluded the need for inter-
vention by service personnel. These
savings, and customers’ problem-
solving capabilities, have been in-
creased by the use of streaming me-
dia. Instead of interminable call cen-
ter wait times, customers prefer
watching explanatory video clips
online. Using streaming video and
audio to explain product functions
benefits both businesses and custom-
ers, saving money and increasing
satisfaction.

E-Learning

Businesses can utilize streaming me-
dia to deliver seminars, presenta-
tions, and training to employees via

(Continues on page 20
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Redefining Software Development

Looking at some of the emerging trends in infor-
mation technology, it seems that many of the
terms we have traditionally used to define soft-
ware development need to be rethought.

Take the words Development, Developer, Code or Coder
for example. When someone in business or IT manage-
ment says “developers,” they almost always mean
“coders.” Even when we say “talk to the development
team,” there seems to be a “coding” bias. But aren’t the
requirements analysts, business analysts, modelers,
architects, change managers, testers and build manag-
ers all part of development, too?

Applications and systems, for the most part, get created
by teams, not lone programmers. Therefore, the term
“developer” really refers to every member of the team
in the development process, not just those who write
code. Even the term “coder” becomes outmoded when
ASCII text in an editor ceases to be the primary inter-
face to the system being built. What happens when text
stops being the expression of choice for “coders”?

Even the term “development” has evolved — referring
not just to the creation of software, but also its plan-
ning, design, deployment and maintenance. After all,
the successful delivery of software and its ongoing
alignment with business objectives is just as important
as its creation.

In the past decade, software development has made a
number of important transitions, driven by technology
innovation, globalization and the growing importance of
software to our daily lives. We have entered a new era
of development that is now defined by terms like team
collaboration, process optimization and model-driven
development. And the tools and skills that are required
for this new era look a lot different than they did ten
years ago.

From Page 19 — The phenomenon of Streaming Media

their desktop, either live or on- Advertising

demand, reducing both expenses

and wasted time. Similarly, educa- such

ASIAN CHANNELS

Despite the negativity spawned by
Internet phenomena as vi-
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From Individual Coder to
Team Developer

The evolution of team-centric
development is an acknowl- §
edgement that no
“developer” (read require-/
ments analyst, modeler, tester,
etc.) stands alone; and that
teamwork is more than shared
version control check-in and | g "
check-out.

It is all of the capabilities of configuration management
fully accessible from the developer tool. It is all of the
capabilities of workflow-driven change management di-
rectly accessible via the developer tool, including task-
level refinement integrated to organizational project
plans, as well as linkages that tie specific revisions of
code to specific change requests. It is key pieces of re-
quirements data and project data projected into the de-
veloper tool so that developers have direct access to
system users’ expectations. It is topic-based messaging
directly in the developer tool so context can be tracked
along with specific requirements. And it is real-time
search services across all the requirements, models,
code, change and configuration assets so that the tedi-
ous process of “find-in-files” goes by the wayside. In
short, it is the connection of the developer to the nu-
merous other roles and activities in the development
process which they influence or are influenced by.

The Growing Importance of “Process”

As development teams expand and diversify, the conse-
quences of software failure are becoming more dra-
matic. For this reason, in addition to an increasing num-
ber of regulations and compliance requirements, IT is
facing strict scrutiny and oversight. Enterprises are be-
ginning to pay closer attention to the “auditability” of
their software and to see that instilling process into
software development is no longer a luxury — it's a
must.

(Continues on page 21)

tising will help it exceed conven-
tional radio and television advertis-

tional institutions can provide
coursework online, and the use of
on-demand content further ex-
pands the educational reach. Add-
ing voice and/or video demonstra-
tions to static presentations has
been proven to reduce learning
curves of even difficult-to-
understand material.

ruses, spam, and phishing, Web
advertising has come into its own.
Streaming media is making a mark
on advertising, even affecting pop-
up ads, which now sometimes
have voice streams attached
(although their effectiveness and
annoyance factor have yet to be
determined).

However, whether streaming me-
dia’s influence on Internet adver-

ing remains to be seen. It is al-
ready definitely making headway in
that direction: a study by the Stan-
ford Institute for the Quantitative
Study of Society (SIQQS) in June
2004 found that the average Inter-
net user spends nearly twice as
much time online (three hours) as
watching television (1.7 hours),
making the market ripe.

Streaming media is definitely
heading places and quickly. ¢
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PRM—A veritable goldmine for channel partnerships

Partner relationship manage-
ment (PRM) is a business strat-
egy for improving communica-
tion between companies and
their channel partners. PRM
promises to change the way
business is done because busi-
nesses who use it find that it is
an effective way to track their
partnerships, which are in-
creasingly the preferred modes
of indirect channel selling.

“Partner Relation-
ship Management
is the provision of
technical solutions,
processes and data
collection of busi-
ness partners.
These include col-
lection of the
channel partners’
profile, sell
through, and sell in data, inventory
status, product serial numbers,
warranties and training,” says
Eugene Lee, CEO, SurfGold.

Eugene Lee

Lee adds, “While CRM (Customer
Relationship Management) has al-
ready become a global trend, cor-
porations are trying to manage
their partners as they do their cus-
tomers. This is where PRM comes
in.”

PRM is a growing trend not only in
Asia, but also across the world.
Business process improvements
and business efficiency drivers are
fast becoming key success factors
for any industry that distributes
products and services through an
extended sales force.

This is good news for businesses
that are increasing their channel
portfolio. Nowadays, between the
Internet, automated phone sys-
tems, and the proliferation of call
centers, almost every company has
been forced to extend their reach
through strategic partnerships.

According to Lee, Asian companies
are fast adopting PRM solutions,
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with MNCs at the forefront in em-
bracing and implementing PRM ini-
tiatives. He adds that technology
pervasiveness and lower cost barri-
ers are making PRM solutions af-
fordable to many companies across
Asia.

Lee notes that the major challenge
Asian companies’ face with the im-
plementation of PRM is the channel
partners’ adoption of PRM solu-
tions. He elaborates, “It is very
much a mind set and change man-
agement challenge. Business part-
ners must see the business values
of such programs and not feel
threatened by them. They have to
see and understand the benefits of
providing information and having a
communication platform that will
make their business engagement
more efficient and which thereby
reduces the cost of conducting

(Continues on page 22)

From Page 20—Redefining Software Development

Process optimization and process-centric development
can make software development much more manage-
able, predictable and efficient. Process-centric devel-
opment incorporates workflow-driven change manage-
ment and extends it beyond typical applications such
as defect tracking to instantiate the “process work
items” that need to be understood by any team en-
gaged in software development.

These process-enabled frameworks provide guidance
that enables organizations to reach certifiable levels of
measurable benchmarks and a higher-level of audita-
bility. For example, many organizations are currently
looking to achieve a benchmark comparable to CMMI
2 or higher, which can bring dramatic improvements
in cost savings, time-to-market and software quality.

The Move to Modeling

One of the most interesting changes happening in the
creation of software is the move to model-centric de-
velopment, especially when it's in the hands of
“coders.” Modeling is not only gaining traction as the
tool of choice for business analysts and architects, it is
becoming the domain of “code-centric” developers
who use modeling techniques to create large, com-
plex, distributed computing applications.

There is an emerging generation of developers who
live in the model artifacts and only drop down to the
code in an implementation editor when absolutely
necessary. The comparable behavior from the past

was how programmers used to drop out of the IDE, or
code-centric mode, to code up routines in assembly
language, invariably using command-line tools. But as
a rule, the programmers lived in the higher level code.

Watching this new wave of “coders” develop and col-
laborate in a model-centric framework that combines
teamwork and process, it's clear that a critical shift is
happening. It's a shift that maximizes the perform-
ance of each contributor so the overall team has more
time and attention to engage in projects that better
meet the business needs of the overall organization.

Sounds great, but where do you get it? Not surpris-
ingly, the companies that have long been known for
driving innovation in software and making develop-
ment a more efficient and accessible art form are driv-
ing this transition.

Tooling platforms, such as Eclipse and Microsoft’s Vis-
ual Studio, are providing more and more of the basic
functions needed by “coders,” which has freed the
open source and vendor community to drive new inno-
vations that can bring software into this new era. This
new era will not only redefine how we develop soft-
ware, it will be an era where software drives the busi-
ness rather than just supports it. ¢

By Patrick Kerpan,
chief technology officer,
Borland Software Corporation
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From Page 21—PRM—A veritable goldmine for channel partnerships

Partner relationship management
(PRM) is a business strategy for im-
proving communication between
companies and their channel part-
ners. PRM promises to change the
way business is done because busi-
nesses who use it find that it is an
effective a way to track their part-
nerships, which are increasingly the
preferred modes of indirect channel
selling.

“Partner Relationship Management is
the provision of technical solutions,
processes and data collection of
business partners. These include
collection of the channel partners’
profile, sell through, and sell in data,
inventory status, product serial
numbers, warranties and training,”
says Eugene Lee, CEO, SurfGold.

Lee adds, “While CRM (Customer
Relationship Management) has al-
ready become a global trend, corpo-
rations are trying to manage their
partners as they do their customers.
This is where PRM comes in.”

PRM is a growing trend not only in
Asia, but also across the world.
Business process improvements and
business efficiency drivers are fast
becoming key success factors for
any industry that distributes prod-
ucts and services through an ex-
tended sales force.

This is good news for businesses
that are increasing their channel
portfolio. Nowadays, between the
Internet, automated phone systems,
and the proliferation of call centers,
almost every company has been
forced to extend their reach through
strategic partnerships.

According to Lee, Asian companies
are fast adopting PRM solutions,
with MNCs at the fore front in em-
bracing and implementing PRM ini-
tiatives. He adds that technology
pervasiveness and lower cost barri-
ers are making PRM solutions afford-
able to many companies across Asia.

Lee notes that the major challenge
Asian companies’ face with the im-
plementation of PRM is the channel
partners’ adoption of PRM solutions.
He elaborates, “It is very much a
mind set and change management
challenge. Business partners must
see the business values of such pro-
grams and not feel threatened by
them.

They have to see and understand
the benefits of providing information
and having a communication plat-
form that will make their business
engagement more efficient and
which thereby reduces the cost of
conducting businesses.

He adds that in order for PRM to
succeed, clear goals and the objec-
tives of the program have to be
communicated. Milestones and
benchmarks must also be set to
measure the business success and
benefits of the program.

According to Lee, PRM best practices
that should be in place are:

1. Clear program guidelines

2. Open and two-way communica-
tion of the goals and objectives of
the program

3. Clear goals,

objectives, matrix

and measurement of the program
4. Overall program strategy and de-
velopment plan

Why PRM?

The primary economic driver of PRM
is the need to achieve maximum
market coverage and penetration in
minimum time. In fact, according to
PRM company, ChannelWave, PRM
came about because there is a need
for businesses that deal with com-
plex business-to-business relation-
ships outside of the enterprise.

“Partners can increase coverage
while reducing the cost of coverage.
However, to most effectively work
with partners, companies need tools
to manage those relationships. The
same forces that are driving the
growth of e-business across other
business processes are driving the
automation of partner relationship
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management — e.g., greater effi-
ciency, greater effectiveness,” says
Kevin McKelvey, ChannelWave’s
senior alliance manager.

According to McKelvey, “Since the
beginning of buying and selling,
vendors have recruited vast net-
works of partners. But, as the sheer
volume of partners and complexity
of the business world have acceler-
ated, a business is now left aching
for something like PRM.”

“There are layers of complexity with
their partner channels. In addition,
there are layers of complexity within
those relationships,” he notes. “The
tremendous volume of business be-
ing driven through channels is itself
a driver.” He adds that technology
and the desires of the business
world have fueled the rise of PRM,
saying “Indirect business is the real-
ity of how business is now being
driven.

In essence, PRM has been driven by

two things

e The rise of the Internet - having
a universal network that allowed
multiple companies to work to-
gether without having to coordi-
nate all their technical infrastruc-
ture

e The re-rise of the value-added in
the channel

Is PRM a fad?

Often in booming economies, blos-
soming companies spread their ten-
drils, likewise in the complex web of
partnerships and resellers. However,
alliances tend to dry up and shrivel
away when business goes.

Sham Sao from PartnerWare says,
“Partnerships and indirect channels
are a permanent part of numerous
markets. The roll that partners play
varies depending on the type of
market — in some markets, the part-
ner may play a sales role; in others,
a lead generation and referral role;
and yet in others, a post-sales sup-
port role. Partners can assist in ex-
tending geographic coverage, offer-
ing complementary services, grow-
ing sales, and driving marketing.
Bearing this in mind, partnerships
are going to be with us perma-
nently, and in fact they are going to
accelerate.”

(Continues on page 23)
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From Page 21—PRM—A veritable goldmine for channel partnerships

He emphasizes, “"Companies can
focus on their core competencies but
have smooth connections to their
selling partners. Partnerships are the
way people are going to sell.”

“PRM is no way a fad. We don’t be-
lieve it’'s a fad. We don’t believe it’s
going away. We just believe that the
time has come and that people are
realizing there are things that can
make doing business easier.”

PRM versus CRM

While there is some common data
that is shared by PRM and CRM,
there are some fundamental differ-
ences.

Sao notes, “A good analogy is to look
at the CRM and ERP markets. CRM
evolved from SFA, and in the early
stages of SFA, companies that are
leaders in the ERP market such as
SAP and Baan talked of consuming
the SFA market. The argument was
that they possessed the key account
data and revenue information, so it
made sense for them to extend to
this area. What we have seen is that
5-10 years later, the ERP companies
still do not have robust CRM solu-
tions and are looking to make acqui-
sitions in the area.”

PRM companies seem to agree that
PRM is about aligning the goals of
disparate companies and making this
so financially attractive to partners in
the form of leads and other incen-
tives that they never want to leave
your company’s sphere of influence.

Who should use PRM?

Basically, two kinds of companies
use PRM — those who have a large
amount of partners; and those who
it’s in their economic best interest to
spend money on PRM to potentially
make more money by harnessing
their affiliate web.

In the early days, it was mainly the
high-tech companies who were al-
ready using the Internet who first
signed up for PRM. This has now
changed.

“Any industry that uses some kind of
partnership to help them sell their
products is a good candidate for a
PRM solution," says Lee.

“For example. SurfGold’s PRM solu-
tions include assisting clients define
their channel strategies, develop
blueprints of action plans and move
right through all the phases of chan-
nel acquisition, certification and on to
motivation and development.”

Lee says that the company’s overall

objective, in this area of specializa-

tion, is not just to help clients in
boosting sales in the short-term, but
also to lay the foundation for long-
term gains. The focus of SurfGold’s

PRM programs includes:

e The creation of a two-way channel
for the exchange of value-added
information between the clients
and their vendors which is
achieved through a combination of
offline and online modes.

e Gaining an understanding of the
business objectives of the vendors
and partners and placing them in
the context of the objectives of the
clients — and thereafter developing
blueprints for action.

According to Lee, some key deliver-
ables for PRM programs include:

e Channel strategy design and blue
print

e Multi layered channel loyalty pro-
gram (partners, extended sales
force)

e Channel MIS generation programs
and technology

e MDF & co-op funds management

e Sales and Marketing promotions

e Channel Certification program de-
sign and implementation

e Channel acquisition

e Sales agent programs

What to think about before you
purchase PRM

PartnerWare’s Sham Sao says that
just as a PRM solution needs to de-
liver a certain type of product to help
with a company’s success, he ad-
vises clients to do certain things to
help themselves.

“They need to commit to rolling out
the PRM system with a solid program
for partners that includes clear mes-
sages and incentives, both carrots
and sticks. In order for the system to
be successful, partners must be prop-
erly trained and motivated to use the
system,” he said.

Furthermore, besides incentives to
partners, companies need to be hon-
est about their own business proc-
esses to be successful.

"One of the biggest things is a com-
mitment to really understanding and
defining business processes. A com-
mitment is needed to actually model
the business so that it can automate
the right processes instead of the
wrong processes,” he notes.

He also advises companies to rollout
their PRM system in small pieces.

| “They should de-
cide what parts of
the package give
the highest value-
add to the com-
pany, and which
give explicit value
to the partner that
encourages them
to use the sys-
tem,” he says.

Another thing to think about is how
long it’'s going to take to implement
the PRM solution.

Besides all of the above, a company
should also ask their potential PRM
provider the depth of their products;
the amount of customers who suc-
cessfully use their products; and the
type of customers who use their prod-
ucts.

If possible, find a company similar to
yours that has used a provider’'s PRM
solution and find out, directly from
the company, how it's working out.
With all this in place, it is definitely
possible for PRM to be an integral and
successful part of one’s channel eco-
system. ¢

By Shanti Anne Morais



The Law . ‘ |

Relating to
Internet use

The Internet is an important tool for businesses
- being used for communication: buying, selling
and even delivering, of goods and services;
marketing and promotion; research and other
uses.

What is the law governing such uses? How can
the Internet be wused to create binding
contracts? What are the legal obligations of
liabilities of businesses which use the Internet?
What are the legal minefields which plagque
users of the Internet? How can businesses
protect themselves amidst the uncertainties
and insecurities of the medium?

This one-day seminar will answer these and
other questions by introducing the participant
to the concepts of contractual and tortious (eg:
defamation and negligence) liability in Internet
use; protection of intellectual property and
information on the Internet; dispute resolution
in a borderless and faceless world and
emerging legal trends.

Dr Toh See Kiat, FCIM, FSID, Chairman of
Goodwins Law Corporation and Honorary Legal
Advisor to both the Singapore Computer
Society and the Information Technology
Management Association (Singapore) will be
the facilitator of the seminar. Dr Toh is an
Advocate and Solicitor of the Supreme Court of
Singapore, a Solicitor of England and Wales,
Fellow of the Singapore Institute of Directors
and Fellow of the Chartered Institute of
Marketing. He practices and conducts seminars
on information technology, intellectual
property, competition, commercial and
corporate law.

To register, please visit www.scs.org.s(.

Singapore Computer Society
Tel: 6226 2567 Fax: 6226 2569
Email: scs.secretariat@scs.org.sg

A 1-day intensive & high-value

workshop addressing the Legal
Minefields of the Internet & the
Protections for Businesses

|Date |16 August 2005 (Tuesday)
Time 9.00am - 5.00pm

Venue Amara Hotel

Fees 5%$300 for SCS member

S54%$380 for Non me mber
(Inclusive af 5% GST, workshop
muterials, Iunch and tea’coffée
breaks)

Closing Date |8 August 2005

Topic Outline

a) Basic principles of e-contracting

b) Authentication and signatures in the
electronic world

¢) Torts on the Internet - Especially breach
of privacy, defamation, negligence

d) Proving an electronic transaction

e) Protecting intellectual content and
property on the Internet (copyright,
criminal law, trademarks, passing off, etc)

fy Which law or court governs in a multi-
national electronic contract?

g) Alternatives to litigation in the electronic
world

h) Emerging legal trends - The law and
digital rights management; spam; data
protection; information security; abuse of
networks and defences

Organised by

PI&L /ooodwins


http://www.scs.org.sg/cgi-bin/cgiwrap/scsorg/scs/scs.cgi?events&openevents&16august2005.htm
mailto:scs.secretariat@scs.org.sg

S =edr=d Tl S = ==

CommMmumicating wvia Commuounities

MediaBUZZ Pte Ltd MediaBUZZ’s e-InfoSource - ASIAN CHANNELS - is the very first of its

kind in the region and the only guide for technology channels (e.g. dis-
60 Havelock Road, Tower A3 tributors, resellers, 1SVs, Sls, OEMs and of course technology compa-
#10-08 River Place nies/vendors) in the Asia Pacific. It focuses on news, alliances, statistics

and trends, best practices and market tips, profiles of top channel com-
panies and leaders in the region, products and carefully planned tech-
nology features related and relevant to the channels industry.

Singapore 169658

Phone: +65-6836 1807 ASIAN CHANNELS was conceived by MediaBUZZ'’s founders to serve the
industry and provide comprehensive information that technology chan-

Fax: +65-6235 1706 nels both want and require.

E-mail: info@mediabuzz.com.sg It is sent out regionally once a month to around 23,500 targeted readers

comprising of top management, channel management and professionals,
mid-management, IT professionals and consultants.

Editorial

Editor
Dear Reader, Shanti Anne Morais
In this issue, we take a closer look at the 5Cs in channels’ selection. Do you and your
channels truly synergize? Read Asia Pacific Connections’ Cindy Payne’s article on Page 13 Daniela La Marca
to find out what it takes to ensure more profitable and effective channel selection and co- Publisher
operation. This is the first of a 2-part series.
Circulation Manager

Also in this edition, we take an in-depth look at Partner Relationship Management (PRM), Sean Wong

an increasingly hot trend in Asia. PRM holds the promise to change the business landscape
simply because businesses who use it find that it is an effective way to track their partner-
ships. Just how can Asian companies’ deal with this complex channel science? See page
21 for the answer.

Graphic Designer
Evelyn Valente

Channel consulting experts, Channel Enablers is currently holding its 2005 Partner Man- Sales & Marketing
ager Census. Take part in the Survey and you get the results free. Participants of the Cen- Executive

sus also get to attend the Channel Enablers Breakfast Briefing where the results will be Sabrina Tan
presented.

Complete the Census here:
For more information, visit: http://www.imakenews.com/tech-channels/

Have you made sure that you continue to receive Asian Channels regularly?
Guarantee your spot on our mailing list by signing up for your free subscription here:
http://www.mediabuzz.com.sg/subscribe.html

Happy reading!

Best Regards, ’
9 4’ Shanti Anne Morais

Editor, Asian Channels
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