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Building
the next

billion-dollar

software
company
Rob Bernshteyn is on a mission to build the next billion-dollar cloud
enterprise software company. Having traversed the alphabet of business
process automation—ERP, CRM, and HCM--he’s now leading the charge to
transform the last major business process still largely untouched by the
cloud: Spend management.

it was perhaps inevitable that Rob
Bernshteyn would end up leading a
software company whose mission is to help
companies get more value from every dollar they spend. Bernshteyn came to the U.S.
from Russia with his parents at the age of
seven. The family had just $1,000 when they
landed at JFK. He understood how high the
stakes were when at age 14, he took in his
first round of venture capital: A $2,000 check
from his parents to fund his first acquisition,
the inventory of a failing competitor to his
fledgling baseball card trading business.

Getting all that new inventory in one fell swoop
allowed he and his partner to put together value-added card sets they could sell at a premium. Bernshteyn used that as a springboard to
becoming the youngest-ever MLB certified
dealer of baseball memorabilia, and the return
he earned on his parents’ investment put him
through college at SUNY Albany.
34 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

During his third year studying Information
Systems there, he won a coveted internship
at Andersen Consulting, where he was introduced to the world of enterprise software—
and to corporate waste. “Throughout my career, I’ve continually been surprised by how
the same people who pinch pennies when it
comes to personal purchases spend liberally
when working with company funds. I first saw
this behavior during that summer internship,”
he says.
“I couldn’t believe what was going on. It really struck a chord. I remember telling my parents all about it. I also remember telling them
that I wanted to spend my career trying to fix
big problems in the business world using information technology. That was the first time I
thought about the spend management space.”
Experiences with wasteful spending and inefficient corporate buying processes cropped
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up again and again as Bernshteyn worked his way
through a series of roles in the enterprise software industry: First as an SAP Systems Integration Consultant at Accenture, then as a Consultant at McKinsey
working on B2B ecommerce projects, followed by
stints as Director of Product Management at Siebel
Systems, an early CRM vendor, and Vice President
of Global Product Marketing and Management at
SuccessFactors, a cloud provider of HCM software.
These experiences never ceased to rankle, so after SuccessFactors went public in 2007 and Bernshteyn was looking for his next opportunity,
Coupa, then a startup working on an open-source
project to make a more consumer-like procurement application, caught his interest.

With Netsuite, Salesforce and Workday taking
ERP, CRM and HRM, respectively, to the cloud,
indirect spending was the only core operational
function still stuck on legacy, on-premise systems.
Previous attempts to automate aspects of it with
ERP extensions and point solutions had limited
success because they were designed for back office
power users—not for a mobile world where employees were increasingly expecting business buying to be as easy as shopping on Amazon.
Bernshteyn quickly grasped the potential of Coupa. “Their technology platform choices were good,
as was the idea to make the process easier, but they
were still thinking about procurement as a separate business process,” he said. “That has always
seemed limited to me. You need to be able to see
all your pre-approved spending (procurement),
expensed spending and invoiced spending together. I knew if we could take their cloud procurement platform and build expenses and invoicing
onto it, and then add some power tools, we would

have the makings of a comprehensive platform
to attack the corporate spend problem.”
A STEADY GROWTH TRAJECTORY

Since Bernshteyn took the helm in 2009, the
company has been on a steady trajectory of expanding both its platform and its sales, fueled
by five rounds of venture funding, followed by
one of the most successful IPOs of 2016.
The company has expanded into Europe, Asia
and Latin America, landing customers across
diverse industry segments. Partnerships with
Accenture, KPMG and Deloitte, as well as
boutique consultancy firms have been instrumental. “We wouldn’t really be anywhere near
where we are today if it wasn’t for these alliances,” says Bernshteyn.
Also instrumental: Eight acquisitions of companies making power applications to enhance
the procurement-expenses-invoicing transactional core. These include expense management applications Xpenser and TripScanner;
procurement collaboration platform ZenPurchase; contract collaboration platform Contractually; InvoiceSmash, to digitize invoices; Riskopy for supplier risk management;
Spend360, a machine learning application
for analyzing spend data; Deep Relevance, an
artificial intelligence fraud detection application, and most recently, Trade Extensions, an
advanced sourcing platform.
Additionally, the CoupaLink program provides integrations to strategic partners that
further extend the platform’s capabilities, such
as Nvoicepay (payment automation); Sabre
(travel booking), and Avalara (tax planning) to
name a few. Coupa itself is Oracle and SAP
certified to integrate onto those ERP systems
as a strategic front end. That makes it particularly useful for companies running multiple
ERPs, as it can sit on top of several such systems.
Coupa ended 2016 with revenues of $133.8
million, a nearly 60% increase in a year, a performance nearly identical to the prior year. It
ended the second quarter of 2017 with total
revenues of US$44.6 million, an increase of
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And Coupa does. Performance benchmarks
and actionable recommendations are built directly into the relevant areas of the platform, so
that customers can see how they are performing against any number of goals. The company
also uses aggregated, anonymized platform data to show customers how their performance
stacks up against other, similar customers using
the platform. For example, you could learn that
while your company approves a purchase order
in 10 days, similar sized companies can do it in
just 24 hours, or that most companies the size of
yours have 90 percent of their spending backed
by purchase orders.

Bernshteyn’s trajectory prior to Coupa included stints
at companies such as SuccessFactors, Siebel Systems,
McKinsey & Company and Accenture.
43% from the same period last year; subscription
services revenues of US$39.8 million, an increase
of 43% from the same period last year, and operating cash flow of US$16.3 million.
NET REVENUE
YEAR ENDED JANUARY 31
Trailing 12 months as of July 31, 2017:
US$159.1 Million
Fiscal 2017: US$133.8 million
Fiscal 2016: US$83.7 million
Fiscal 2015: US$50.8 million

FIERCE DETERMINATION

There’s more to the company’s success than just
savvy fundraising, acquisitions and partner38 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

ships. Bernshteyn is fiercely determined to avoid
the failures of early enterprise software deployments that degenerated into finger pointing between customers and vendors, often resulting in
multi-million-dollar software packages turning
into shelfware. His answer is to deliver what he
calls Value as a Service—an approach in which
value-added outcomes take precedence over software features.

Should you want to improve upon your performance in a given area, Coupa this year began
offering prescriptive recommendations for improvement within the platform. “With Coupa
Community Intelligence, we are leveraging the
supremacy of a true cloud platform and the power of our customer community to help individual customers optimize the way they spend,” says
Bernshteyn. “Our innovations in this area can
help them significantly improve decision making,
accelerate the pace of business, and reduce risk in
ways never before possible in our industry.”

Bernshteyn sees this as one of the key differentiators for Coupa going forward.
USABILITY FOR ALL

What won the hearts and minds of early customers though, was the company’s commitment
to user-centricity. Whereas earlier procurement,
expense and invoicing systems were designed to
meet the needs of administrators in those functional areas, Bernshteyn recognized that facilitating mass adoption was the key to success.
Everyone in a company interacts with these systems, whether that’s to buy what they need to do
their job, to submit their expenses, or to make
sure the vendors that support them get paid. If
the system presents too many obstacles, people
go around it, resulting in “maverick spending”
that defeats negotiated pricing, thwarts corporate compliance efforts and gives an incomplete
picture of the company’s spending.

“If (companies) really want to modernize the way
they spend money and the way they maximize
every dollar that they are spending, we think we
are the only real long-term viable solutions”

In this model, both vendor and customer agree
to a set of measurable results before partnering, and hold each other mutually accountable
for achieving them. That’s possible for both because the cloud gives both parties visibility into
the same transactional data set, and because unlike other enterprise business processes, the value
equation for spend management is crystal clear.
“In the simplest terms, if you buy a pen through
the spend management system for the pre-negotiated, discounted price of $0.80, versus going to
the store and buying it for $1.00, your company saves $0.20. If you go buy it for $1.00, your
company loses $0.20,” says Bernshteyn. “We can
quantify results, and tie them directly to the bottom line.”
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CUMULATIVE SPEND UNDER
MANAGEMENT
YEAR ENDED JANUARY 31
As of July 31, 2017: US$500.0 billion
Fiscal 2017: US$364.6 billion
Fiscal 2016: US$189.5 billion
Fiscal 2015: US$110.1 billion

lets buyers and suppliers transact for free, in any
manner they like, including e-mail. That’s removed a significant hurdle to vendor adoption.
“People in procurement departments realized
the value of our user-centric approach when they
started seeing it, and that is how we won some of
our earliest customers,” he says.

“Our innovations in community intelligence can
help companies significantly improve decision
making, accelerate the pace of business, and reduce
risk in ways never before possible in our industry”
To combat that, “We started by thinking first
about the different people that would use the
system, and we created personas for all of them,”
says Bernshteyn. “The technology still has all the
features and functions, but there are different
experiences oriented toward different people at
different times. It’s about hiding the complexity,
and presenting only that which matters to each
person to be able to complete a particular task.”
One often-overlooked persona they included:
The vendor. Before Coupa, the industry standard was for customers to force their vendors to
set up accounts in their system, where they were
then charged for the privilege of submitting invoices. Coupa’s Open Business Network, which
now includes more than three million vendors,
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Collaboration with key customers, and optimizing the experience for every possible user persona, have now become hallmarks of the Coupa approach to product development, even as they acquire companies and add new functionality. The
focus now is to use data and technologies such as
geolocation and voice to eliminate the need for
user interaction as much as possible. “We want
to make it so that people are only asked to interact with the technology when they can add some
value. Whatever the system can do on their behalf, it should do without asking,” he says. “The
best user interface is no user interface.”
ALL ABOUT THE DATA

The user-centric focus has indeed resulted in
widespread adoption by employees at customer companies, with more than $550 billion in
cumulative spend under management that has
flowed through the Coupa platform. And, where
there’s spend, there’s data, and that’s what Coupa is betting on to cement its place in the enterprise.
“What’s exciting is that $250 billion of that
$550 billion in spending has happened just in
the last year, which means that we are accelerating adoption as companies use our platform,”
says Bernshteyn.

That’s a lot of data about companies’ spending that Coupa is already using to give procurement and finance visibility and insights
they never had previously. “If you manage
your different spending processes in different
systems, or in Excel sheets—and many companies still do--you can never get a complete,
structured data set, which means it’s extremely difficult to generate meaningful reports,
insights, or recommendations on how to operate more efficiently in the future,” says Bernshteyn. “That’s what we deliver.”
By augmenting Coupa’s platform data with
external supplier and risk data, and by adding machine learning and deep learning capabilities to normalize, categorize, harmonize
and analyze different data sets, Bernshteyn
believes Coupa will become an indispensable tool for reducing risk, optimizing spend,
and making data-driven financial decisions,
all in real time. “If (companies) really want
to modernize the way they spend money and
the way they maximize every dollar that they
are spending, we think we are the only real
long-term viable solution”
Bernshteyn believes that in the current, hyper-competitive global markets, increasing
revenues has become really hard for companies. “But, their own spending is something
they can have a better control over and if they
do, they can be much more profitable and
they can run more efficiently. We help companies do exactly that.”
It seems like a mission he was born to accomplish.

5 Reasons
To Make
Procurement
Matter Now

IN DEPTH | UPS
Services

On
the road to
disruption

As the leader of a company he has been a part of since he was 19, David
Abney is the best suited to lead parcel giant UPS -the 10th largest private
employer in the US- to the new technological era.

david abney has led UPS as CEO
since 2014, replacing Scott Davis who
retired from the Sandy Springs, Georgia-based
shipping company. Previously, Abney served
as UPS Chief Operating Officer (COO) and
as president of UPS International, where he
oversaw several global acquisitions. But his
UPS career began in 1974 when he was a
19-years-old college student. At that time, he
worked as a part-time package loader, and the
rest is history. Rung by rung, he climbed the
corporate ladder until he became CEO.

UPS is the world’s largest package delivery
company and a leading global provider of specialized transportation and logistics services.
The company handles about 3 percent of the
world’s GDP daily, moving goods in more than
220 countries and territories around the world.
We talked with Abney, and he told us how the
company has changed in the last few years.
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“All companies, including UPS, have got to
transform. They have to change as quickly as
the new technologies. And it’s no good when a
company progresses more slowly than its customers,” says Abney.
“If someone is going to disrupt our business,
it should be us,” he says. “We have the largest
and most sophisticated logistics network”.
GROWTH OPPORTUNITY

UPS is actively looking for investment opportunities to boost its efficiency – not only in
the United States, but all over the world.
“One opportunity is e-commerce and its rapid
growth,” Abney says. “The other is the global
market that used to be concentrated on China and the United States. But now the market
is much more expansive. We are focused on
these global markets and the technology that
allows us to serve them.”

NAME:

David Abney
COMPANY:
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Atlanta, US.
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7 tech leaders.
All working together.
At Dell Technologies, our combined capabilities make
digital transformation a reality for our customers.

Consolidated
results

3Q
2017

3Q
2016

Revenue

15,978 M

14,928 M

Operating profit

2,035 M

2,034 M

Currency-neutral
operating profit

2,097 M

--

Diluted earnings
per share

1.45

1.44

Consolidated Results

Revenue

3Q
2017

3Q
2016

3,364 M

3,024 M

627 M

576 M

Operating profit
Currency operating
profit
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589 M

--

“Deliver packages each business day for
1.5 million shipping customers to 7.9
million receivers all over the world”
For this reason, it’s crucial that UPS be ready to
develop or adopt technology that strengthens its
network. One good example is UPS’s proprietary
navigation system ORION (On-Road Integrated
Optimization and Navigation), which uses fleet
telematics and advanced algorithms to gather and
calculate countless amounts of data to provide
UPS drivers with optimized routes.
“Minutes and miles mean money in our business,” Abney says. “We have now fully deployed
ORION in the United States, and it has generated more than $400 million in annual cost savings
and avoidance.”
Another example is UPS My Choice, a data-driven innovation that allows consumers to have on-

DellTechnologies.com
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“International growth has been one
of the biggest opportunities for the past 3
years, and we just couldn’t be
more pleased”

Others, Abney says, include high U.S. corporate
taxes and restrictive government regulations. UPS
supports rules that spur trade and accelerate the
movement of goods across international borders.
PLANS FOR THE FUTURE

As we look to the future, we know we need to
continue to focus on the biggest opportunities,”
Abney says. “And one of these is expanding our
network in emerging markets.”
A primary goal is to continue to update the network to integrate UPS with its customers’ businesses using data, the Internet of Things (IoT)
and the latest technology that will allow a continued focus on the e-commerce opportunity.
“International growth has been one of our biggest opportunities of the past three years, and we
just couldn’t be more pleased,” Abney says. “Since
2014, we’ve seen 11 consecutive quarters of double-digit operating profit growth in the international business.”
In the third quarter of 2017, UPS’s export product growth surged 19 percent, led by Europe
and the Americas.

line and mobile access to see their incoming UPS
home deliveries. UPS My Choice also empowers
customers to reroute shipments and adjust delivery locations and dates as needed.

“One of the benefits of me having the number
of years that I’ve been in UPS, is that I’ve seen
what difference our people make”

UPS: THE IMPORTANCE OF THE PEOPLE

One of the strongest engines for UPS growth is its
people, and Abney takes a lot of pride in his team.

COMMERCIAL CHALLENGES

“In my years at UPS, I’ve seen the difference our
people make,” he says. “We do our best to provide
them with the right tools for the job. But it’s the
people who make the difference.”

UPS is always concerned with the global economic outlook. Economists estimate global economic growth near 3 percent in 2017. If that pace
were to slow significantly, “that would be a challenge for us,” says Abney.

Top-notch training is crucial to UPS. The company is even using virtual reality to help train delivery drivers.

“Some of the biggest challenges we face revolve
around unforeseen changes to the economic assumptions used in our forecasts,” he says.
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Online retail is growth engine for future
Online retail is forecasted to grow 3x the rate of GDP
Expected Growth (CAGR) 2016 to 2020

UPS
is tranforming
our business
model to
capture this

Opportunity

~ 6x
~ 7x
~ 3.5x
~ 3x
~ 1.25x
~ 1.25x
4.3%

34%
5.8%

12%

29%

US
GDP

RETAIL

5.7%

7.2%

20%

Global
ONLINE RETAIL

CROSS BORDER ONLINE RETAIL (EXPORT)

WWW.CEO-NA.COM 49

IN DEPTH | BLACKBAUD
Technology

Leading
cloud software
The

company

Since Michael Gianoni joined as president and CEO in 2014, his driven
leadership and the organization’s accelerated performance has resulted in
a 20% organic annual growth.
By: Chief Executive Officer North America

has been President,
Chief Executive Officer and a member of the Board of Directors of Blackbaud
since January of 2014. His driven leadership
has led the social good software company to
an annual revenue of over US$730 million,
grown its customer base 20%, more than
doubled its stock price adding over US$2 billion in shareholder value, tripled its organic
growth and grown its market cap by US$2.4
billion. He had previous experience at Fiserv,
Inc., CheckFree Investment Services, DST
Systems Inc. and Teradata Corporation.
michael gianoni

With over 35,000 customers in 62 countries,
the public cloud company provides software
and services to enable more efficient operations and create more impact for non-profit organizations, foundations, corporations,
educational and healthcare institutions as
well as individual change agents through its
software, services, expertise and data intelli50 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

gence. In 2017 Blackbaud became the 24th
largest cloud software company in the world,
according to IDC’s rank of Worldwide Software as a Service (SaaS) and Cloud Software
Market Shares. It was also included in Fortune’s “Change the World” companies list last
September and Gianoni was listed among the
Top 50 SaaS CEOs in August.
“What I saw for Blackbaud and for this market sector we serve was an opportunity to digitally transform the social good economy and
all of the vertical markets that we participate
in. The marketplace was ready for change and
I saw Blackbaud had the assets at the base to
do it, but we had not yet organized ourselves
efficiently to bring packaged solutions to help
move the industry forward from a digital
transformation standpoint,” he said.
“Our market gap was at US$1.2 billion [in
2014] and we’re almost at US$5 billion now.

NAME:

Michael Gianoni
COMPANY:

Blackbaud
POSITION:

President & CEO
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Charleston, US
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EMPLOYEES:

3,156 (2016)
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excellence. Having done that, it’s also created an
easier environment to collaborate across the group.
So imagine having an operating function that was
distributed in 12 departments, now being one large
department with a common set of goals, metrics to
run the business and compensation plans to drive
performance. It’s a lot easier to have collaboration
within that center of excellence and then your system is about having just a few centers of excellence
that can then collaborate,” he said.
“So our ability to change and collaborate, setting
common metrics across the organization and then
really facilitating through reducing the number of
informations systems we use (…) facilitates our
ability to drive collaboration and to drive future
scale for the company.”
A HIGH GROWTH RATE

We’ve gone to US$5 billion in 4 years. The stock I
think was US$27 back then. (Now) we’re around
US$100, US$3.5 billion in market gap improvement, organic growth for the company was about
1% and we’re in the high single digits. The business was US$503 million when I started and we’ll
be close to US$800 million in revenue by the end
of this year [2017],” Gianoni added.
A FOCUS ON NON-PROFITS

Blackbaud’s portfolio is designed for vertical markets with solutions for fundraising and CRM,
marketing, advocacy, peer-to-peer fundraising,
corporate social responsibility, school management, ticketing, grant-making, financial management, payment processing and analytics. “We are
the only cloud software company solely focused
on these markets. We get really close to the customer to develop solutions that meet their needs.
Our cloud solutions are purposely built specifically for those institutions, to help them review operating systems and drive revenue. Our solutions are
not insular to them. We’re actually core operating
platforms for those institutions, and we have continued to evolve our cloud solutions forward over
the last several years.”
He explained that since the company has completely moved to the cloud, “there are very mod52 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

“We work in different markets, so we want to
have a partner for universities and different
partner for healthcare industries”
ern architectures for many of our platforms. We actually put new features into production every two
weeks. So that’s very high frequency change, particularly in the software industry historically, (where)
new features might come out once or twice a year.
Our ability to operate the business at high velocity
means that when we sign up a new customer, every
two weeks he gets new features in the product and
so he continues to evolve and is not static.”
One of the biggest changes the CEO has implemented has been the centralization of the company’s internal organization. It went from having 60
to 10 systems for internal areas like sales, innovation, financial, marketing, human resources and
others. That way, Blackbaud was able to improve
transparency, a simplified internal systems operations for all of its associates to use, and an operational footprint to expand the business in the
future from their centers of excellence into distributive operating units.
“We’ve already converted the systems and the operating consolidations into centralized centers of

Blackbaud’s key to achieving a 20% annual
growth has been expanding its portfolio through
at least a pair of acquisitions a year, which they
have integrated into their package of cloud platform solutions. This has netted the company a
70% growth in subscriptions. The other two components of improved revenue have been reducing
maintenance and services by design. “The margin
is about 3.5%. While we made these investments
internally in infrastructure and our products sys-

Professionals like you –
Experts in Fundraising, IT & Accounting –
ready to share tips, tricks and best practices

FAST. EASY.
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Cloud based 2 way syncing including:
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Blackbaud 2017 Technology
Partner of the Year
“Dedication to unlimited support has resulted in
unparalleled customer retention and satisfaction”.
- Blackbaud Business Operations

“We have hundreds of partners and they are different from Blackbaud. We work in different markets, so we want to have a partner for universities
and a different partner for healthcare industries.
So at the corporate level it’s really Microsoft that is
a key partner of ours and then there are hundreds
of medium to small players, more strategic companies that we are partners with.”

BLACKBAUD SOLUTION
PROVIDER OF THE YEAR

HEWITT & JOHNSTON
CONSULTANTS
2014 | 2015 | 2017

tems through the cloud, it also increased our operating margin as well and that’s just where we’re at.”
The software company’s biggest achievement,
from Gianoni’s point of view, has been successfully
going from a legacy software company to a modern cloud software one: “In that journey we have
improved and increased our revenue and margin.
Moving from legacy to cloud is this big economic challenge for everyone who is going through
it. We are the only software company that’s done
this and improved revenue and operating income,
and we did it in less than two years. It was a mix
of the operational and internal systems consolidation, which came of investments to buy solutions
for the cloud and a mix of acquisitions that has
brought a lot of of our product portfolio and accelerated organic growth. All those combined allowed us to have this transition behind us now.”
Blackbaud has an extensive program for its hundreds of partners which tend to the different types
of institutions it works with. These include software companies that build solutions to fill in
the gaps of their product portfolio, sometimes a
third-party software company that might build a
specific software for them or an institution that
is a reseller or might sell Blackbaud solutions in
a particular market. But the biggest global corporate partner they have by far is Microsoft.

Blackbaud, Gianoni said, recently announced it
was expanding its partnership with Microsoft, to
which it was already one of its top Azure providers. The companies will focus on three key areas:
deeper integration between their solutions, with
Blackbaud’s cloud platform for social good —
Blackbaud SKY— powered by Microsoft Azure.
It includes engineering collaboration and a software agreement for the social good company to
use Microsoft’s data centers. It is also a huge opportunity for Blackbaud to get bigger exposure
and presence in the market.

A BLACKBAUD
SOLUTION
PROVIDER and
Nonprofit
Supporter for
over 11 years.

“Our ability to operate the business at
high velocity means that when we sign up
a new customer, every two weeks he gets
a new features in the product and so he
continues to evolve and it’s not static”
“We have been collaborating on the engineering
level for several years and our product portfolio
is a result of that collaboration with them. We are
actually moving our cloud solutions from our data centers to their’s. So we chose the advantage of
their operations and their data centers, which also
helps our operations because there is a big level
of sustainability and investment in their data centers,” Gianoni added.
The non-profit sector represents the third largest
workforce behind retail and manufacturing in the
United States with approximately three million organizations globally. “We’ve got this shared value
relationship with our customer base, and our investments, operational excellence and innovation is
all about helping social institutions become better,
not helping institutions because of revenues. That
makes us very unique,” he explained.

We work Exclusively with Nonprofits
Consulting | Fundraising
Strategy | Analytics
Contact +1 845-266-6766 | dnlomnimedia.com
17 Collegeview Ave. Arlington, NY 12603
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A simple vision

to win in a

complex
industry
Defining simple, easy to identify goals has helped Paul Warrenfelt of
T-Systems North America steer the Information Technology Company, a
unit of Deutsche Telekom, toward success and profitability in the middle of
the complexities of the world’s digital transformation.
By Chief Executive Officer North America

three goals. After days-long meetings
with the management of T-Systems in
early 2014, when the company was just emerging from a complex financial situation and he
was taking over from the previous Managing
Director, Paul Warrenfelt agreed on three visions with his North American team to get the
company where it needed to be.

The first one was to become the top choice for
large enterprise customers in the markets where
we choose to compete. We would do this by
bringing our core values in line with our German brand of innovation, process orientation
and a relentless focus on quality to the market.
The second was to win by focusing on specific offerings where we have a chance to differentiate ourselves from the competition in the
hyper-competitive United Status market. We
would do this primarily by bringing appropriate offerings from headquarters and in other
cases we would do this by partnering.
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The third thing that emerged from that meeting was an aspiration to become an excellent
place to work for the best IT professionals.
“We worked on a very simple vision, but it was
something that was attractive and compelling
and proved to be a very important tool to make
the team work together in the same direction,”
the company’s managing director for North
America added.
“I could say that over the years we have kept
to that original vision as our guiding light,” he
said. “We have solidified ourselves as leaders in
specific segments of the market and compete
successfully with the largest and most innovative competitors. We have a very good position
and also a great team of professionals working
for us.”
Now, as the world dives into an increasingly
complex digital transformation, the challenge
for T-Systems is to leverage that position to be-

NAME:

Paul Warrenfelt
COMPANY:

T-Systems
North America
POSITION:

Senior VP Sales
Region Americas,
Managing Director
North America
HQ:

Frankfurt, Germany
REVENUE:

US$9.3 billion
(2016)
EMPLOYEES:

c. 43,700
(Global)
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T-SYSTEMS’
THREE ICT
“MEGATRENDS”
More
networked
devices: In
2012 there were
1.6 connected
devices
per person
worldwide and
in 2017 there
will already
be 2.5 devices
per person.
The number of
smart phones
will double
until 2016, the
number of
tablet PCs even
triple. Other
“smart” devices
such as Smart
Watches are
also finding
their way into
private and
business life.

come a reliable partner for customers entering the
new technology-heavy paradigm, Warrenfelt adds.
For that to happen, one of the main challenges is to
understand their clients’ business and to be able to
foresee what that business is going to become going
into the future. “This sounds very simple and easy
but it’s really not, you have to thoroughly understand the business of the client.”
THE RIGHT TECH FOR THE RIGHT USER

Linked to that, T-Systems needs to understand all
new technologies such as cloud computing and
storage, mobility, the Internet of Things (IoT),
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“And if we can enable clients to
understand their journey to transform
the business to the new era, we will be of
tremendous value for them”
Big Data and so on, to properly see how they can
meet the different needs for different clients.
“The third and most important,” he added “is to
be able to connect both parts, the business needs
and the projection of these issues, to the future of
the new technologies. If we are able to do that and
if we can enable clients to understand their journey to transform the business to the new era, we
will be of tremendous value for them.”
To succeed at that, T-Systems’ team needs to make

sure to listen to the client “to better understand
what they’re really trying to do. Second, it is
important to manage a process-driven culture,
we need every moment to behave according to
the processes defined, we need to be innovative
but at the same time assure that there are no
surprises (…) and clients of our clients are receiving what they are expecting,” he said. The
third thing, he adds, is that “we have to ensure
that we create that team spirit within the organization, that we do not have isolated leaders or
champions.”
“It sounds simple, but it is not.”
TWO DIFFERENT BUSINESSES

The company, the corporate customers unit of
Deutsche Telekom, operates information and
communication technology (ICT) systems for

More
networking:
IoT will cause
more and more
objects to generate, collect,
share and use
their data.
M2M (Machine-to-Machine)
communications increases
tenfold their
share of the
total IP traffic
in 2017 compared to 2012.
Integrated IP
networks are
the basis for
new business
models.
More data:
More available
bandwidth
allows a sharp
increase in mobile data traffic,
which is also
supported by
the increasing
digitization of
various business models.
By 2017, the
global internet
traffic will grow
by a compound
annual growth
rate of 30 %.

“We have to work in these two parallel
world (…) assuring reliability and proven
innovation to transform to the future”
global corporations and public-sector institutions. On its website, it says it is “pursuing the
mission to shape the future of a connected business world and society by creating added value
for customers, employees and investors through
innovative ICT solutions.”
Looking forward, Warrenfelt said that even as
they have been able to remain profitable and
penetrate the premium sector of prestigious
public and private companies, “now we have
to manage that position in order to accelerate
growth and to consolidate the vision and position that we already have.” T-Systems had revenues of around US$9.3 billion in 2016.
The company’s day to day operation consists
mainly of two business units, one “flashier”
than the other.
The operations business handles infrastructure
and applications for clients in a stable and efficient way. This, the executive said, “is not glamorous, but if you are not able to do it, the impact
among customers will be devastating. We tend
to say that our services are behind what people use every day. Our services make sure that
these products are at the right time in the right
place for the clients.” This part of the business
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T-SYSTEMS AND THE SELF-DRIVING CAR
Under the Innovation Charter for the Digital Motorway
Test Bed, a group of organizations in Germany – Deutsche
Telekom, Continental, the Fraunhofer ESK Institute for
Embedded Systems and Communication Technologies,
and Nokia Networks – are testing real-time communication
between motor vehicles via the 4G network. Vehicles
traveling on the motorway can exchange information on
driving hazards extremely quickly, with data transmission
times in the millisecond range. This technology enables
the development of applications that interface with vehicle
electronics to make driving a safer and more comfortable
experience.

systems and devices. But even as things look even
more simple and sophisticated on the surface, the
underlying complexity skyrockets.
is mostly about reliability, cost and teamwork, he
added. “The companies that are trusting in an IT
services company to run their infrastructure have
to be sure that we are not playing, and the only
way is through a proven track record of stability
and reliability.”
The flashy part of its business has to do with enabling transformation via the right technology
mix for customers. “This is more progressive, it
has a lot of impact, but we have a tremendous responsibility to be aware of the trends, and connect
them to the client business needs, this creates a
differentiation.”
The innovative part of the digital business can be
exemplified by companies born out of the internet
such as Uber, the ride-sharing app worth around
US$41 billion despite owning no cars, and AirB&B, which handles short-term rents of some
1.5 million rooms across the whole world despite
owning not a single room.
AN APPARENT SIMPLICITY

Warrenfelt mentions that one of the things that
makes the work of an ICT company very challenging is the apparent simplicity of all of it. New
generations born into the Internet Age constantly
demand more usability and functionality of their
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“This new digital society is very simple on the surface, simple for Millennials who think all is better
and just have to use it (…) but if you go below the
surface, there is still tremendous need of very solid, very reliable set of requirements that have to be
handled by people committed to make sure that everything is up and running.” That’s T-Systems’ job.
Some of the public sector clients T-Systems serves
represent this complexity well, as they are large
entities with many different sets of requirements,
where the need for standardization must strike a
balance with their diverse sets of requirements. “If
you do not make allowances, you will be fall short
in covering the needs of your clients.”
To do that, the company needs the ability to create and sustain solid relationships with suppliers to
handle the complexity, since no company has all
the capabilities by itself. For example, “if you want
to provide a reliable service, you need reliable centers with high levels of security, otherwise you are
dead.” An example of one of these relationships is
with NGA Human Resources. We have partnered
to create the “Gold Standard” of Cloud Payroll operations. Another example is the relationship with
Roambee, a Silicon Valley startup where our partnership delivers industry leading “on-demand”
pay-per-use IoT services to customers.

IN DEPTH | NETGEAR
Telecom

Leading the

technological
change

Through innovative networking products, Netgear aims to become
the perfect ally when it comes to technological adoption and how
it can protect your life.

in a rapidly changing technological landscape, surrounded by the
threat of cybercrime and the fear of missing out on the digital trends of the future,
Netgear is not only an option, but an ally
to learn and start using innovative products
that connect you to the path your business
needs to take.

with the singular vision of providing the appliances to enable everyone in the world to
connect to high speed internet for communication, information, entertainment and education, and the online medium has created
a variety of opportunities that leverage the
company´s capability to renew itself.
THE INTERNET OPPORTUNITY

Focusing on bringing people to a closer understanding of the internet, Patrick Lo,
Chairman and CEO of Netgear, believes
that simplifying and delivering a human process helps get the best out of the company.
“We focus on convenience products and on
doing the heart-side of things, we help people
to understand the reality of the digital landscape while competitors focus on an outside
shell. We send the team on a single mission:
focus on providing networking solutions that
connect people, homes, businesses, and direct us to an easier, smarter life,” Lo said.
Patrick Lo assume the chairman and CEO
position on 2002 after founding the company with Patrick Merrill. Netgear was born
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After achieving a revenue range of US$315
million in the first quarter of 2017, Lo sees
no necessity to change after all these years,
as their process of giving life to new ideas has
them exceeding financial and result expectations every year.
“Internet has created a ton of opportunities,
and the interesting thing about technology is
that customers do not really know what they
need, so, in that sense, we come up with ideas
that will allow customers to say ‘wow, this really makes my life better,’ and that is when we
see success. Attacking an emerging market or
trend has become very useful for us because
by listening and taking customers by the hand
in this inevitable digital transformation, we

NAME:

Patrick Lo
COMPANY:

Netgear
POSITION:

CEO
HQ:

San Jose, Calif.
ANNUAL SALES:

US$1.3 million
EMPLOYEES:

945 (2016)
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“We come up with ideas that will allow
customers to say ‘wow, this really makes my life
better,’ and that is when we see success”

seeing people happier after installing our products. I think that’s what stands out in the final
product and the way we achieve”, Lo explained.
Netgear continues to deliver innovative products that bring the internet and new technological trends closer to the wide range of customers
still in need to adapt to the digital future. The
company has systems to deliver custom, cost-effective, scalable solutions, mobile and wireline
services that are on the rise for business plans of
the companies of today. Netgear pays attention
to the details that matter to the client, and the
results are within reach for whoever wants to see
them.
“Our company value is simple, it is made up
of achievements, simplicity, people, innovation
and results, as well as the understanding of our
clients’ needs and seeing that everyone collaborates, minimizing politics and making everything transparent. We try to communicate that
we thrive in creating new ideas, that help us distinguish us from competitors.”

CONSUMER WIFI
MARKET SHARE
Wireless routers gateways mesh
systems extenders
US 3Q17

Netgear

48%
COMPETITOR 1

COMPETITOR 2

16%

9%

COMPETITOR 3

COMPETITOR 4

7%

5%

COMPETITOR 5

COMPETITOR 6

5%

4%

COMPETITOR 7

ALL OTHERS

3%

5%
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seek to improve the quality of life for the people,
that is our ultimate goal,” Lo said.
Regarding business strategies that have shaped
the way Netgear performs among industries,
the company has determined itself to outsource
the best way it can, supported on collaborative thinking and a specific aim for excellence
through palpable processes that grant the necessary confidence to customers in an ever-changing landscape of digital change.

A HISTORY OF INNOVATION

“We share a common relief in the company.
When we recruit, we always ask our prospects if
they are excited to see the final products they are
involved in. We ask them if they are excited in

2016

2014
2013

LOOKING FOR THE PEOPLE

Details and confidence have become two basic
pillars for the optimal performance of Netgear,
as their keen eye on home, business, personal
and service technologies have them well positioned in an emerging market that will take advantage of all things connected.

2017

The company has systems to deliver custom,
cost-effective, scalable solutions, mobile and
wireline services that are on the rise for business
plans of the companies of today.

2005
Orbi with
FastLane3

2003

App Switches
Nighthawk
Mesh
Extenders

Arlo

Nighthawk

RangeMax
World’s first
smart switch
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CONNECTED

Today’s business world is constantly in motion. AT&T network
security helps protect the global economy by detecting
cyber attacks in near real time and deploying countermeasures.
Helping to keep the world of business connected & protected.
That’s the power of &. Learn more at att.com/agility
© 2017 AT&T Intellectual Property. All rights reserved. All marks used herein are the property of their respective owners.

PROTECTED

IN DEPTH | EXL
DOMAIN EXPERTISE AND PROCESS
EXCELLENCE

$ 100 M+
Annual busines impact

BUSINESS
EXLerator Framework ®
5 innovation awards

~$ 5-10 M

EXL revenue cannibalized

BUSINESS PROCESS AUTOMATION
(INCLUDING ROBOTICS)
70+ automation tools

25-30%
Efficiency gains

35-40%
In cycle time

THE

Rohit Kapoor
COMPANY:

EXL
POSITION:

CEO

HQ (GLOBAL):
NET INCOME:

US$686 million (2016)
EMPLOYEES:

c. 26,000

Quality gains

POWER
OF ONE

NAME::

New York, New York

15-20%
CONSULTING-DRIVEN
TRANSFORMATION
BluePRINT ™

30 on 30

30% reduction on
$30M operational budget

Cognitive corporation

2 to 2

With a firm ambition to look deeper and harder, EXL is
keen on defending its goal to be the dominant player in
management services and analytic technological platforms.

Rohit Kapoor is the best candidate to
shape the future business model of EXL.
The current vice chairman and CEO is one of its
co-founders and has at different stages been its
president, CFO and COO, so when faced with
delivering tangible business impact to customers
in a company he knows intimately, Kapoor is the
man for the job.
“After becoming CEO in 2008, we came to find
that the company was too much into operations
management while back-office operations was a
deeply neglected area. We saw that as an opportunity,” Kapoor said.
EXL provides customers with tools to accelerate
their business performance. It “designs and enables agile, customer-centric operating models to
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help clients improve their revenue growth and
profitability. Our delivery model provides market-leading business outcomes using EXL’s proprietary Business EXLerator Framework™, cutting-edge analytics, digital transformation and domain expertise,” the company says on its website.
Kapoor co-founded the company 19 years ago.
His experience managing marketing teams, venture capital and private equity investments in Europe helped EXL establish itself as a strategic part-

“We came to find that the company was too
much into operations management while
back-office operations was a deeply neglected
area. We saw that as an opportunity”

Reduced year-end closing from
2 weeks to 2 hours
© 2016 ExlService Holdings, Inc.

“We managed to build up on our capacities
and use the small details to create customer
empathy and relationships”
ner, always ready to change, capable of creating
new channels of growth to organizations in the
insurance, healthcare, banking and financial industries since 1999.
EXL, Kapoor said, stands for excellence, integrity
and respect, thriving on delivering a vibrant, proactive and game-changing customer engagement focus for business clients that helps them differentiate
form the rest of competitors in the marketplace.
“We managed to build up on our capacities and
use the small details to create customer empathy
and relationships, we applied management tech-

niques, leveraged data externally and internally,
brought real-time, data-driven analytics and processes into the operations and that’s what really
worked for us,” Kapoor added.
The company is enthusiastic about adapting and
helping customers adapt to the imminent digital
transformation, as it has become a big driver and opportunity to navigate at the front of the pack, helping clients hand in hand to make the shift toward a
valuable alignment in a complex digital scenario.
EXL is not resting on previous achievements,
but their values and ideals remain the same since
day one, as Kapoor guaranteed it is always looking into improving its capability to deliver to
customers and understand the journey they envision for themselves.
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The mind and muscle

Vonage’s

sucess
behind

The CEO and member of the Board of the cloud company shares a few
lessons on how to get record results by providing a personalized service.
By Chief Executive Officer North America

“in 2014, when Vonage was a consumer-focused telecommunications
services provider, before expanding into the
business marketplace, it reported approximately 2.5 million subscriber lines in conjunction with mobile application services.
Since Alan Masarek became its CEO that
same year, the cloud company delivered record results in the third quarter of 2017. For
the first time, Vonage’s Business unit US$500
million revenues exceeded the Consumer
unit revenues. Now, the company’s goal is to
get a 25% organic annual growth rate in this
new segment.

ence in finance, start-ups and management,
including companies such as Mobile Digital
Media, Inc., AHT Corporation, Advanced
Health Corporation, CircleBack, Inc., Calvary
Capital & Advisory, LLC, The NTC Group,
AdOutlet.com, Inc. and Mobile Digital Media (MDM), which he also co-founded.
BUSINESS REVENUES
up 12.5% from 2012 to 2016
NAME:

2016: US$376 million

COMPANY:

2015: US$219 million

Before leading Vonage through a successful
transformation into a market leader in business cloud communications, Masarek had
been Director of Chrome & Apps for Google since 2012, after selling Quickoffice, Inc.,
which he co-founded in 1994. The Harvard
Business School graduate has ample experi70 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

Alan Masarek
Vonage

POSITION:

CEO

2014: US$94 million
2013: US$8 million

HQ:

Holmdel, US
CONSOLITADES REVENUES:

US$956 million
(2016)
EMPLOYEES:

1,883
(2016)
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“I encourage mistake-making (…) We go fast,
you’re never going to have all the information.
“Superior outcomes emerge from the integration
of businesses,” he added. “This is a perfect example. We have a big restaurant chain —of about
500 restaurants— and they have a strategic role
in building a takeaway business. We won that
deal not because our cloud phone system is particularly better or worse than anybody else’s: we
won because we’re now using communications
to help them achieve their strategic imperative of
developing a takeaway system, and that example
replicates over and over again with customers.”

within a range of distance, with enough time to
prepare their food just in time for their arrival.
“That’s about the most analog a business can get
[a restaurant] (…) but you’re using a digital technology to grow revenue.” He commented that
“as a company you have to be easy to buy, to sell,
to provision, to service, because the user experience is not just based on whether the phone
connects.”
“WICKED SMART PEOPLE”

To achieve greatness, Masarek seeks the best talents that can lead Vonage to where it’s going,
which he refers to as “wicked smart people.” Every resume that comes in still goes through his
desk for final approval. As part of the changes,

Vonage aims to deliver high quality solutions
with differentiating outcomes. In this case, it offered a different value, profit growth by improving the restaurant’s chain takeaway service with
a geo-fence system that would let them receive
a text message from a bot when the client was

When he joined Vonage, the consumer business
was in decline and yet the company was able to
triple its profitability by providing residential
telecommunication services based on voice over
Internet Protocol (VoIP). With an average of 15
billion minutes of phone calls per year, it was
able to enter the cloud market for businesses.
“One of the challenges when you’re in the midst
of this transformation is how you get organic
consolidated growth when we were way more
than half consumer-oriented, and consumer was
shrinking. You can’t grow fast enough on the minority segment to get consolidated growth. Now
we have accelerated organic growth on the business side, which has become the largest segment,
and we have correspondingly begun to stabilize
the decline of the consumer segment. We’re on
the cusp of very healthy consolidated revenue
growth, which is a very big deal from where we
72 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

“Now we have accelerated organic growth on
the business side, which has become the largest
segment, and we have correspondingly begun to
stabilize the decline of the consumer segment”
came from. The results have been very strong.
We’re an over one billion dollars enterprise,” he
explained.
DIGITAL HELPING ANALOG

Vonage expanded beyond phone call services by
creating cloud technology with a focus on driving better business outcomes for its customers.
The way to differentiate was by improving communications between employees and customers
through digitalization. For Masarek, the ongoing
challenge is still to deliver an overall satisfying
customer experience.
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It doesn’t matter what lengths you go to,
if your plans don’t truly coordinate...

Act as one.

At The Back
An Executive Life

Vonage has had to make hard choices along the
way, going from 11,000 employees three years
ago to about 2,000 currently.
“You have to have the right metrics and Key
Goal Indicators (KGI) to manage them and give
them the freedom to make mistakes. This is the
organization that we have created, this mind set
of speed. I encourage mistake-making, it’s the
old managing of fail forward. We go fast, you’re
never going to have all the information. You
make the decision with 80% of the information
and revisit it as you go forward. Circumstances
change and you have to go fast.”
Vonage has a series of “employee-first initiatives,”
which break down into three categories: rewards
and compensation, culture, and growth and opportunity. The organization has two programs:
Accelerated Leadership Development (ALD)
and Emerging Leadership Development (ELD),
that have a whole set of initiatives for training,
called “manager center,” because great people,
Masarek remarked, can hire more great people.
The company has also successfully made dozens
of strategic relationships in its supply chain with
some of the largest tech companies to deliver its
76 D E C E M B E R 2 0 1 7 - J A N U A R Y 2 0 1 8

“Communication is everything and we are all
going through a digital transformation”
service around the world, including names such
as Amazon, Reliance, Vodafone, Asda, NTT
Docomo, Zendesk, Bullhorn, G Suite, Oracle,
Panasonic and many others. “Those are massive
relations to us: they are all the major carriers in
the world. We have to have relationships with all
those to manage the last-mile carriers.”
“Communication is everything and we are all going through a digital transformation. I have this
image that always comes up in my mind, where
(managers) are in a rotary-dial phone talking to
their people about the website and the mobile
app, and how they have to digitally transform the
business. I don’t think those folks yet fully understand how important communications are. Everything about communications is important to generate better business outcomes,” Masarek said.
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Accelerate your journey
toward world-class
performance
Are you capturing the digital transformation
savings opportunity in procurement?

Procurement internal cost reduction
attributable to digital transformation

29%

Cost
reduction

20%

ASE Global
www.aseglobal.com

Dell
www.dell.com

McKinsey
www.mckinsey.org

AT&T
www.att.com

DNL Omnimedia
www.dnlomnimedia.com

NGA Human Resources
www.ngahr.com

Blackbaud
www.blackbaud.com

EXL
www.exlservice.com

Netgear
www.netgear.com

Cavium
www.cavium.com

Gigabyte
www.gigabyte.us

The Shelby Group
www.theshelbygroup.com

Citrix
www.citrix.com

Hewitt & Johnston Consultants
www.hjcnewmedia.com

T-Systems
www.t-systems.com

Conmet
www.conmet.com

The Hackett Group
www.thehackettgroup.com

UPS
www.ups.com

Coupa
www.coupa.com

IBM
www.ibm.com

Venture
www.venture.com.sg

CrossCountry Consulting
www.crosscountry-consulting.com

JMG Solutions
www.jmgsolutions.com

Vonage
www.vonage.com

Baseline

Baseline

Cost
reduction

Peer group

Digital transformation is fundamentally changing
the way procurement services are delivered. Yet
many procurement organizations lack the resources,
competencies and confidence to execute this
transformation.
The adoption of digital technologies can lead to internal
cost savings for both world-class and typical procurement
organizations – paving the way for effectiveness gains
in decision support, business alignment and becoming
customer of choice for commercial and supply relationships.
Through digital transformation, typical procurement
organizations can accelerate performance, significantly
narrow the gap with world class, and capture as much as
29% in internal cost reduction.

World class

Source: The Hackett Group benchmark database, 2017

Even world-class procurement organizations – which already
operate at 22% lower cost than peers – can further reduce
internal costs by 20% through digital transformation.
Wherever you are in the journey to world-class procurement
– whether you want to understand your performance versus
today’s leaders, fine-tune specific capabilities or digitally
transform your entire function – we can assist.

Call us today to learn more: Toll free at 1 866 614 6902.
Or visit us at: www.thehackettgroup.com/procurement
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