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Editorial

On December 15, the same day when several American companies,
including Google faced cyber attacks from China, there were at-
tempts to infiltrate the computers in the Indian Prime Minister’s

Office and the National Security Council secretariat in the Home Ministry.
Even in 2008; there were similar low to medium intensity cyber intrusions
into web servers maintained by the Indian government.

The attacks didn’t involve bombs, bullets, bloodbath, or death. But this
is what ‘War’in the 21st century is going to be like. As rightly said by David
DeWalt,  CEO of McAfee, ”Today, the weapons are not nuclear, but virtual,
and everyone must adapt to these threats”. Indeed nation-states are actively
developing cyber warfare capabilities and involved in the cyber arms race,
targeting government networks and critical infrastructures.

The US, Russia, France, Israel and China are armed with cyberweapons,
with the UK, Germany and North Korea preparing for a future in which
conflict is partly conducted through the internet, according to the Virtual
Criminology Report.

However, India is falling behind in technological defense capabilities
and is largely unprepared for what is characterized as the start of a cyber-
warfare arms race. 

Let’s be honest with ourselves. The attacks mentioned above were an
act of war and it deserves much more of a response from the Indian gov-
ernment than it is getting now. Our lack of preparedness is despite our
strength that we boast of in the IT field. Sometimes one has to wonder what
national pride do our so-called  “Indian techies” have. Or is it that several
years of invasion and colonialism that has made us not to respond?

According to a report by McAfee, India is among the list of countries
that are “least confident” of their preparedness against cyber attack or
stealthy infiltrations by high-level adversaries.

The attacks give us  hindsight into a new way of thinking about conflict
and warfare. Cyber attacks are even more dangerous than physical ones be-
cause of our increasing dependence on computers, networks and technol-
ogy.  These computers control critical systems that run power plants,
telecommunications infrastructure, air traffic amongst others. Cyber attacks
on banks, stock markets and other financial institutions could have a dev-
astating economic effect on any country.  

We are in the early stages of a cyber arms race and need to respond ac-
cordingly by developing new cyber-warfare weapons and defense systems.
We need to take action in order to boost our cyber-warfare preparedness.

The government should back the development of technologies that help
those circumvent such cyber-attacks and all these should be backed by a
stringent laws. It is not only the government but Indian businesses and
media outfits should also respond in kind.

Such cyber-war fares speak of the emergence of a new balance of world
power. A world where China would like to declare its superpower status—
that’s simply too frightening for the Indian people to consider.

Please do share your thoughts with us.
Pradeep Shankar
Editor-in-Chief
editor@siliconindia.com

Cyber-warfare: Are we prepared?

          CAN IMPACT THE NEXT 
GENERATION OF INTERNET. 
YOU
INVITING SENIOR TECHNOLOGISTS TO YAHOO!

Yahoo! is hiring Senior Technical Positions – Architects & Senior Architects to build media, communications, 
and advertising products that serve more than half a billion people across the world. Every day, we connect 
millions of consumers to the people and things that matter to them most.  

Essential Job Functions 
   Design highly reliable, scalable, extensible, maintainable, and operable systems. 
   Define and build products that require significant cross-organizational coordination 
   Collaborate with product management and development teams to define the next generation
   of media, communications, advertising, cloud, and data systems 
   Recommend technology, engineering organization, and standards for implementing products 
   Partner with development teams to design patterns and improve product quality, performance,
   and reliability 
   Work closely with executives to align products and systems with the organizations that specify,
   develop, test, and deploy them 
   Evangelize technology vision and strategy with senior management and groups within and
   outside Yahoo! 
   Inculcate hands-on implementation work to keep current with technology trends inside and
   outside the company

Experience Needed 
  12+ years of experience working with distributed systems 
   8+ years of technical leadership responsibilities

Position Requirements 
   Demonstrated ability to provide technical leadership for large, high caliber organizations 
   Expertise in Internet systems design and implementation (both textbook and war stories) 
   Expertise in evaluating, selecting, and integrating best-of-breed/innovative technologies
   Demonstrated leadership in technologies that are core to Yahoo!’s products (distributed   
   systems, cloud computing, content management, indexing, database, editorial systems, web 
   services, multi-tier serving architectures, machine learning, business intelligence, data mining, 
   enterprise applications, mobile devices, and communications protocols) 
   Analytical skills - complexity, capacity, performance, quality, logistics, statistics
   Ability to design testability, operability and scalability into globally-deployed systems 
   Engineering or product management experience desirable 

Technical skills 
   Experience with object-oriented technologies, including a range of design patterns 
   Experience with some combination of C, C++, Java, Perl, Python, Ruby, PHP 
   Experience with Web Technologies (Apache, AJAX, HTML, JavaScript, HTTP, SOAP, XML) 
   Understanding of large-scale data processing technologies (SQL, Map/Reduce) 

Education 
   BS/MS in CS or equivalent required.  Ph.D. desirable.
  
We are also looking for Tech Leads and Principal Engineers with 6+ years exp in C,C++, Java, 
Perl, Python, Ruby, PHP 

Candidates meeting the above criteria can e-mail their resumes to career@yahoo-inc.com
Alternately please visit http://bangalore.yahoo.com 
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The recent economic re-
cession has reiterated
the need for IT compa-
nies, especially mid-
sized IT companies, to

revisit their drawing board, re-strate-
gize and come up with path break-
ing, yet cost effective ideas for
maximizing business productivity
and performance. Companies have
steadily started outsourcing and
spending again, but before doing so,
they are making sure that they first
get a proper sense of what kind of re-
turns to expect from their IT invest-
ment.

However, the global recession
seems to have turned out to be a
blessing in disguise for mid-sized IT
companies who offer global out-
sourcing services / solutions - as not
just big U.S. companies, even mid-
sized U.S. IT companies have started
to acknowledge the benefits of out-
sourcing non-core technology work
to “specialists”. Gone are the days
when having a captive centre was

considered to be the most viable
business model. Companies have
started to realize that business
process optimization is the new
mantra for steady organizational
growth and transformation. Having
realized that they need to possess a
certain level of maturity when it
comes to processes, governance and
vendor management, organizations
have started to reassess their ap-
proach towards selective sourcing
and multi-sourcing. 

Mid-sized IT companies rapidly
moving up the IT value chain
Industry analysts strongly believe
that the market for outsourcing will
considerably rebound in 2010. Re-
search reports indicate that the focus
for the IT outsourcing market will
slowly but surely be replaced by an
outcome based model - this essen-
tially means that traditional deals
will continue to decrease during the
next several years even as new util-
ity and cloud computing services
start becoming the preferred model
of outsourcing. This will instigate a
paradigm change as companies try to
figure out ways and means to suc-
cessfully cope with this model.
Those that develop a sustainable,
commercial offering will continue to
be in vogue and are sure to witness
an upward trajectory with respect to
business growth.

Research indicates that an im-
portant breed of ‘emerging market
suppliers,’ delivering outsourced
services from promising global
sourcing locations are gaining trac-
tion with organizations seeking to
mitigate risks through expanded
global sourcing networks. Some of
these companies have achieved
meaningful operating scale; further,
aided by significant investments in
delivery capabilities and by adopting
certain best practices in the industry,
these companies are successfully
serving world’s leading corpora-

tions. A key USP of these companies
is that they offer the best of both
worlds to clients - onshore/near shore
value and cultural nativity with off-
shore labor arbitrage - thus providing
commercially viable, blended solu-
tions on a platter.

Furthermore, these suppliers are no
longer confined to their ‘home’ coun-
tries and have augmented their deliv-
ery footprints by adding additional
onshore, near-shore or offshore loca-
tions. Mid-sized IT firms have con-
sciously started working towards
developing a “strategic differentia-
tion” platform to retain and increase
their competitive edge over rivals. Not
surprisingly, global reach has become
a much needed prerogative for mid-
sized IT companies today.

According to research reports, al-
most half of the Fortune 500 compa-
nies now use software services from
mid-sized IT firms who have a global
presence. Even as customers increas-
ingly look towards companies with
more specialized skills in helping them
address their specific needs, outsourc-
ing a company’s IT services to these
mid-sized IT firms come with an in-
herent cost advantage.

Many mid-sized IT services firms
with significant global presence are of-
fering need-based solutions and serv-
ices to technology companies who are
looking to outsource their IT require-
ments. One trend that is becoming in-
creasingly rampant is that these
companies are providing multiple op-
tions to their clients.  

A heartening fact is that mid-sized
IT companies are moving up the value
chain and are now offering more than
mere cost advantages to those compa-
nies who are looking to outsource. In-
novation is slowly becoming the
hallmark of these software services
providers. The economic importance
of innovation is now underlined and is
here to stay. These mid-sized IT com-
panies will now be increasingly viewed
as business transformation agents. 

Having said this, there is still a
huge potential for mid-sized global IT
services firms to reach their pinnacle
and aim to reach the top of the inno-
vation pyramid. Against the backdrop
of the global crisis, there is an oppor-
tunity for these suppliers to take on a
leadership role, particularly in serv-
ices, where these companies can add
optimum value.  

It is critical that these IT services
companies credibly communicate the
strength of their capabilities to the
marketplace and gain mindshare
amongst potential customers. There is
an immediate need to develop and
then drive the adoption of technologies
that allow companies to cost-effec-
tively engage and manage their cus-
tomers across multiple engagement
points, in both consumer and enter-
prise environments, without resorting
to another third party vendor.

In today’s fast paced world, rapid
advancements  in technology have
started to elicit a new and different be-
havioral pattern in consumers. In order
to learn more about their increasing
technology needs, consumers are mak-
ing conscious efforts to keep them-
selves abreast of the latest
technologies and their applications.
This is fuelling close-knit integration

at the enterprise-consumer touch
points; amidst enterprises and con-
sumers, this is instigating a strong cor-
relation for technology support.
Mid-sized IT companies need to iden-
tify this opportunity and don the hat of
technology support advisors to both
enterprises and consumers.

With such game-changing shifts
in technology delivery as “Cloud
Computing” hovering on the horizon,
focus will naturally shift from simply
providing technology services to po-
sitioning those services as a key part
of overall business strategy. Not all
CIOs will be able to make the switch
with ease.

Customized solutions that allow
companies to cost-effectively plan and
implement a cloud computing strategy
that is unique to their needs, will
surely help companies drive down op-
erating expenses and reduce the over-
all capital expenditure. Such solutions
are not only cost-effective; they also
provide high levels of efficiency and
performance through an extremely
convenient “Pay-as-you-use” model.

Mid-sized IT firms are leaving no
holds barred to showcase their excel-
lence. In order to ensure quick mi-
gration towards new technology
adoption and radically enhance cus-
tomers’ business productivity, they
are deploying latest technologies, in-
cluding Web 2.0 and SOA for better
technology integration.  

Such mid-sized software compa-
nies have been able to build substan-
tial domain knowledge by providing
application development and main-
tenance. These companies have con-
stantly moved up the value chain -
from custom software development
to standardized products, to business
process outsourcing and IT and busi-
ness consulting. It is just a matter of
time before mid sized companies,
powered by a global reach, capital-
ize on this opportunity and start giv-
ing bigger players a good run for
their money!  si

‘

TECHNOLOGY OPTIMIZATION,
BUSINESS PROCESS 
EXCELLENCE TO IMPEL IT

OUTSOURCING

Gone are the days
when having a captive
centre was considered
to be the most viable
business model. 
Companies have

started to realize that
business process 

optimization is the new
mantra for steady 

organizational growth
and transformation.

iinn  mmyy
opinion

By Nick Sharma
The author is CEO, CSS Corp

Nick Sharma



s i l i con ind ia |8|J a n u a r y  2 0 1 0

in

The corporate budgets have begun
rolling, however the CIOs are
yet to turn aggressive in terms of

technology usage. The cash allocation
towards IT is expected to be flat in
2010, increasing by a weighted global
average of 1.3 percent in nominal terms
compared with 2009 levels, where IT
budgets declined by 8.1 percent. 

CIOs see 2010 as an opportunity to
accelerate IT’s transition from a support
function to strategic contributor focused
on innovation and competitive advan-
tage. Though they have aspired for this
shift for years, economic, strategic and
technological changes have made it fea-
sible only now. Gartner EXP’s CIO sur-
vey findings show that in the near term
business expectations and CIO strate-
gies appear stable, with a continued
focus on business process improvement,
cost reduction, and analytics.

Mark McDonald,
Group Vice President
and Head of Research
for Gartner EXP says,
“2009 was the most
challenging year for
CIOs in the corporate
and public sectors, as they faced multi-
ple budget cuts, delayed spending, and
increased demand for services with re-
duced resources. This is set to change in
2010, as the economy transitions from
recession to recovery and enterprises
transition their strategies from cost-cut-
ting efficiency to value-creating pro-
ductivity.” While technologies are
transitioning from ‘heavy‘, owner-oper-
ated solutions to ‘light weight’ services,
CIOs are, in turn, transitioning IT be-
yond merely managing resources to tak-
ing responsibility for managing results.
Transition gives the enterprise and IT

the opportunity to reposition themselves
and exploit the tough corrective actions
taken during the recession. 

The worldwide CIO survey con-
ducted by Gartner EXP from Septem-
ber to December 2009 represents CIO
budget plans reported at that time. The
Gartner EXP CIO report ‘Leading in
Times of Transition: The 2010 CIO
Agenda’ includes responses from 1,586
CIOs representing more than $126 bil-
lion in corporate and public sector IT
spending across 41 countries and 27 in-
dustries.

Bangalore has once again re-in-
stated the popular notion of
being the technology hub of the

country. The city has the maximum of
the top supercomputers in India, includ-
ing the third fastest.

The latest ranking by Supercom-
puter Education and Research Centre
(SERC) shows that Bangalore has five
of India’s top 15 supercomputers, the
rest of them are scattered all across
India. Pune and Chennai follow Banga-
lore with three supercomputers each,
while Delhi boasts of two supercom-
puters and Mumbai and
Hyderabad claim one each. However, in
terms of speed, Pune has the two fastest
supercomputers in India, HP supercom-
puter at Computational Research Labo-
ratory and Param supercomputer at
C-DAC. At the third spot is IISc’s IBM

Blue Gene supercomputer in Bangalore.
Blue Gene is followed by HP Proliant
at Jawaharlal Nehru Centre for Ad-
vanced Scientific Research and SGI
Altix at CSIR Centre for Mathematical
Modelling and Computer Simulation.

The procedures for submission of
supercomputers and verification in
India are similar to the ones needed for
the ‘Top 500’ list of supercomputers
globally. The evaluation procedure is
the same as in Top 500 projects, in
which the best performance on the LIN-
PAC (software) benchmark is used as
the measure for ranking every super-
computer. The performance criterion for

ranking is a minimum of 1.71 TFlops.
The new average performance is 16.49
TFlops, while the combined perform-
ance is 247.28 TFlops. The three fastest
supercomputers in India are on the Top
500 list in the world, thanks to talented
scientists.

Scientists say the ‘Top supercom-
puters-India’ list can help Indian instal-
lation sites or institutes compare the
capabilities of supercomputers. “The
project is meant to create and promote
healthy competition among supercom-
puting initiatives, and can lead to sig-
nificant advancement in this area,” a
scientist said.  si

The concept of zero or low
maintenance, followed by
ease of use associated with

the software-as-a-service model is a
huge turn-on for India’s corporate
world. The country is the fastest
growing SaaS market in Asia Pa-
cific, and is estimated to register a
growth of 60 percent CAGR from
2008 to 2012 to touch $352 million,
a surge from the current $105 mil-
lion market.

“Given the pent-up demand for
SaaS applications among enterprises,
the momentum generated by vendor
activity, participation by telecom
companies as partners, and the hype
around cloud computing, SaaS will
proliferate rapidly in the next 18-24

months, not only in top-tier towns
and cities but even to secondary
places,” says Balaka Baruah Aggar-
wal, Senior Research Manager for
Emerging Software at Springboard
Research. The latest bulletin ‘Soft-
ware-as-a-Service (SaaS) in India
2009/2010’ from Springboard Re-
search says that the growing appeal
of SaaS in India is also evident from
the high SaaS familiarity levels in
India (74 percent), much higher than
in the Asia Pacific region as a whole
(60 percent). Among SaaS vendors,
Salesforce.com, Citrix Online, and
CiscoWebEx have a strong hold over
the market, as they have been in the
market relatively longer than most
other players. The growing satisfac-

tion from SaaS is witnessed from the
fact that it scored an average of eight
on a ten, with sub-segments like ap-
plications and email scoring higher
than ERP. 

The bulletin observed that SaaS
has been adopted by enterprises in
high growth sectors like power, in-
frastructure, contact centers, bank-
ing, and technology. Michael Barnes,
Vice President of Software Research
at Springboard Research says, “The
recessionary economic conditions
represent a significant opportunity
for vendors to market the low TCO
associated with SaaS, as they attempt
to migrate users from on-premise
software applications as well as sell
to first time IT users.”  si

IT Budgets in 2010
to be Flat: Gartner

MMoosstt  ooff  tthhee  SSuuppeerrccoommppuutteerrss
iinn  IInnddiiaa  aarree  iinn  BBaannggaalloorree

CSC Make a difference
...make a 90,000 strong team stronger

ARCHITECTS in following areas:

Mobile Architect
J2EE SOA Architect
Payment Architect
Front-End Web Architects
Web Application Security
Oracle-Data Architect
C++ - Application Core Services 
(Components) Architect

the buzz... we are hiring!
Interested in working in India ?

Moving back to India?

We have excellent career growth 
opportunities at  CSC India.

Our current growth path has provided us 
the opportunity to hire strong technologists 
who can think outside the box, lead and 
deliver quality products and services. We 
are building the team that can make the 
difference.  Join us.

For details contact  L. Narayanan at lanantharama@csc.com
www.csc.com    CONSULTING       SYSTEMS INTEGRATION       OUTSOURCING 
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IInnddiiaann  SSaaaaSS  MMaarrkkeett  ttoo  bbee
WWoorrtthh  $$335522  MMiilllliioonn  bbyy  22001122
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Indian scientists are developing an
electronic device that will sniff out
explosives like RDX, which can-

not be detected by the existing secu-
rity equipments. “A prototype of the
e-device is under development to
smell explosives from a distance by a
sensor coated with nano materials,”
says V. Ramgopal Rao, Professor of
Indian Institute of Technology - Mum-
bai, speaking on the sidelines of the
Indian Science Congress.
The government has entrusted the
electrical engineering department of
the IIT with developing the high-tech
device in collaboration with the High

Energy Materials Research Lab of the
state-run Defence Research and De-
velopment Organization at Chandi-
garh and the Madras Atomic Power
Station at Kalpakkam near Chennai.
To enhance security and check the use
of improvised explosive devices (IED)
by terrorists and other criminal ele-
ments, Rao says that the device with
nano sensors could be installed at air-
ports, railway stations, bus stands, and
other vital installations to detect them
in solid, liquid, or vapor form, and
seize them before they are detonated.
“The device with an electronic nose
will be able to sniff the presence of

IED or RDX in any of the three forms
in the same way as trained canines do.
As training dogs in multitudes and de-
ploying them at many places is a
daunting task, an ‘electronic dog’ is a
good alternative,” Rao says.

The Indian Institute of Science in
Bangalore has also been roped in to de-
velop the portable e-device or e-dog,
with a seed funding of $25 million from
the government. The e-device was
demonstrated at a review meeting of the
pilot project in Mumbai recently, where
explosives were detected in vapor form
when pure nitrogen from its nano mate-
rials was released.  si

in

IInnddiiaa  DDeevveellooppiinngg

ee--ddooggttoo  SSnniiffff

oouutt  EExxpplloossiivveess

Robots will soon find a place at
homes, according to robotics
engineer Prahlad Vadakeppat.

Vadakeppat who, along with his stu-
dents, is building these robots says that
a host of robots would soon be avail-
able at home, to care for the elderly,
and to assist doctors in hospitals and
clinics. 

Vadakeppat says that many inter-
active robots are being planned and
they would become a reality within the
next five to 10 years. "Interactive ro-
botic systems would be able to com-
municate and assist in homes and
those with mobility problems like the
elderly people would have robots on
an assisted technical platform, which
will be used to get them water, medi-
cines, and newspapers," he explains.
He says that the human-like robots
would be mass-produced and would

soon be available in China, India, and
Singapore. The prices of the robots
will vary depending on their specifi-
cations.

Recently, this robotic engineer
showcased some of his robots at a
technical seminar on 'Advances in Ro-
botics' in Qatar. Two-foot humanoid
robots fitted with cameras and sensors,
which can play football and dance,
along with a robot that has a re-con-
figurable modular robotic system that
makes it possible to link two small ro-
bots to perform a function were fea-
tured during the event. "We are
designing these robots for difficult

tasks such as working inside a pipe by
sending the robot inside to perform the
tasks, while it can be manipulated by
men from outside," he says.

Vadakeppat says that a new aspect
of robotics called edutainment is also
in the pipeline to attract more young-
sters to robotics education. He adds,
"To further draw young people to ro-
botics engineering, we will be organ-
izing a robotic world cup in Bangalore
later this year and in Dubai in 2011."
The event will be organized by the
Federation of International Robot-
Soccer Association founded by none
other than Vadakeppat himself. 

IInnddiiaann  PPrrooffeessssoorr  ttoo  MMaakkee
RRoobboottss  aa  PPaarrtt  ooff  OOnnee’’ss  HHoommee
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Even though India has emerged
as the largest growth market
for Google, Shailesh Rao,

Managing Director of Google India
believes that the country does not
have proper policy, suitable condi-
tion, latest network, or perfect mind-
set for high-end phones like Google
Nexus. 

Speaking at the 2nd International
Conference on Communication Sys-
tems and Networks Workshops, Rao
said, “India needs to have a proper

policy to have high end phones. It’s
not the issue that we discuss regu-
larly, and it would be very early to
mention the time frame to launch
Nexus in India.”

Stressing on the Indian policies,
demand of Android enabled phones,
and condition Rao, who took over as
Google’s India head in April 2007
says, “In India, Internet has been
seen as the purview of integral seg-
ment of people, even though it has
not been a verbal service. Education,
software, and national security firms
have built a platform, which has been
the real enabler. So, if that mindset
can be changed and people in public
sector are educated, India can go
much ahead.”

In India, the online sector is still
under-invested and not enough appli-
cations, content, and products are
coming online. Rao says, “If we see
the user statistics in India, proportion-
ately, Internet penetration in India is
still slow, though PC penetration is in-
creasing in small and medium enter-
prises.” Still, the people in the country
are in the search for different kinds of
high-end phones only on weekends.
However, even though the situation is
not perfect for introduction of smart-
phones in India, Rao believes that the
mobile search space, especially with
the introduction of 3G and fall in the
prices of smartphones and data plans,
will be the revenue generator of the
company in 2010. 

IInnddiiaa  iiss  NNoott  SSmmaarrttpphhoonnee
FFrriieennddllyy::  GGooooggllee  IInnddiiaa  MMDD

The domestic IT services mar-
ket in India is estimated to
grow from $5.7 billion in

2008 to $12.8 billion in 2013, which
represents a Compound Annual
Growth Rate (CAGR) of 18.6 per-
cent, says a study.

According to a study conducted by
the IT research firm Springboard Re-
search, the vertical would be heavily
dominated by infrastructure services
that are expected to reach $7.2 billion
in 2013, while applications services,
with a CAGR of 19.6 percent, would
be the fastest growing segment. In
terms of industry verticals, banking, fi-
nancial services, and insurance (BFSI)

leads the Indian IT services market
with 21.5 percent marketshare, fol-
lowed by the public sector (including
education) and telecom industry. How-
ever, energy and utilities, followed by
healthcare, remains the fastest grow-
ing vertical. 

"The Indian domestic IT Services
market is at par with international
levels in terms of average gross mar-
gin and provides immense opportu-
nity to the vendors," says Sudip Saha,
Springboard Research Senior Re-
search Analyst (Services). However,
to meet the high consumer expecta-
tions, vendors need to use strategies
around services delivery by imple-

menting efficient processes, reusable
tools and templates, and replaceable
models, he adds. 

"With industries such as public
sector, healthcare, energy and utili-
ties, and transportation and logistics
stepping up their IT spending, the ap-
peal for the Indian domestic market
has increased tremendously and is
drawing the attention of domestic and
MNC IT service providers," Spring-
board Research Vice President (Ser-
vices Research) Phil Hassey says. He
adds that the key challenge remains
the disability to convert the potential
demand into successful client en-
gagement.  si

in

Indian IT Services Market
to Double by 2013
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DataSphere, a Software as a
Service (SaaS) Web technol-
ogy and hyperlocal ad sales

company focused on generating online
profits for media companies, has
raised $10.8 million in Series B round
of venture funding. This latest round
of financing was led by the existing in-
vestor Ignition Partners and undis-
closed strategic partners. Previously,
the company had raised $6.5 million.
This new capital brings the company’s
total funding to $17.3 million.

With this latest round of funding,
Satbir Khanuja, President and CEO,
DataSphere explains that the fund will
be used to roll out its content manage-
ment platform to media entities in
2010. Founded in 2006, the Bellevue,
Washington headquartered company
offers a simple, fast, and predictable

solution for companies interested in
streamlining their IT operations. Ac-
cording to the company, the technol-
ogy platform is built up of three key
components, a search and discovery
engine called CORE, a site manage-
ment and rendering engine
named FORGE, and a behavioral
tracking and response engine
called CLARUS. Each of these com-
ponents interacts with one another to
power the products in the company’s
Web Suite. 

Khanuja says that the company’s
offering is popular because the media
companies do not need to build (hy-
perlocal) content from scratch. In-
stead, the DataSphere platform
repackages existing content on the
media site based on the specific
neighborhood where the news takes

place. The com-
pany’s customers
include Fisher
Communications,
Eugene, Seattle, and TV station
owner Cowles California Media,
which embarked on a similar strat-
egy, setting up 40 hyperlocal sites in
Monterey and Santa Barbara.

Going forward to create a com-
pelling hyperlocal experience for users
and advertisers, Khanuja comments,
“By segmenting the audience into ge-
ographic zones we can help advertis-
ers better target their messages to
people who actually live and work in
particular areas.” Leveraging the op-
portunities ahead, DataSphere with its
team of 70 employees plans to an-
nounce additional partnerships within
the next few months.  si

DataSphere Raises $10.8 Million in
Series B Funding

The online
l a n g u a g e
l e a r n i n g

community Live-
mocha has raised
$8 million in Series
B financing, led by
August Capital,

with participation from existing in-
vestor Maveron. This new infusion of
capital takes the company’s total fund-
ing to $14 million.

As learning languages online has
been picking up a lot of steam with
customers, the startup founded by
Shirish Nadkarni and Krishnan Se-
shadrinathan has a hefty list of serv-
ices to compete with others in the
same niche, like Babbel, EnglishCen-
tral, Idapted, italki, Myngle, and
Yappr. However, Livemocha seems to

be doing quite strongly, having regis-
tered more than 4.8 million members
in over 200 countries. Nadkarni says,
“The demand for our services is global
in nature, given the wide-spread inter-
est in learning English and other lan-
guages. We have users coming from
200 different countries with countries
like the US, Brazil, China, and India
being the most prominent.”

Today, the company offers support
for six popular languages - English,
Spanish, French, Hindi, German, and
Mandarin Chinese. According to Nad-
karni, there has been a lot of interest
in the VC community in investing in
education, and particularly in language
learning opportunities. “The invest-
ment community has seen the success
that RosettaStone has had with their
recent IPO. Investors see the language

learning market to be a huge one that
is ripe for disruption from a major on-
line player like Livemocha,” adds
Nadkarni.

The Bellevue, Washington based
Livemocha is shaking up an $80-100
billion market worldwide with the total
market size of around 300-400 million
users. The company is particularly in-
novative because it pairs individuals
who can swap lessons in their native
languages. For example, if you want to
learn Spanish through English, it will
locate a person who speaks Spanish and
wants to learn English.

Founded at the DEMO conference
in September 2007, Livemocha with its
20 employees plans to use the funding
to accelerate platform innovation and
new partnership launches planned for
the next 6-12 months. 

Livemocha Secures $8 Million in Series B Financing

Shirish Nadkarni

Satbir Khanuja
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There is a bittersweet
smile among
most telecom
o p e r a t o r s
around the

world. At more than $1.5
trillion annual revenue,
telecom is one of the
largest and fastest
growing industries in
the world today.
Emerging markets, in
particular are witness-
ing an exponential
growth in subscribers and
are enjoying substantive top-line
growth. Yet, the concerns over rev-
enue leakage and fraud too, are in-
creasing. Statistics show that
operators lose approximately
an average of five percent of
their annual revenue, amount-
ing to a whopping $75 billon
in yearly revenue losses. The
Yankee Group, a leading ana-
lyst firm that tracks telecom and re-
lated markets, estimates the market
for revenue assurance solutions – that
can help reduce this leakage – to be
more than $900 million in annual
spending per year.

Avi Basu, President and Chief Ex-
ecutive Officer of Connectiva Systems
has a reason to be pleased as the loom-
ing concerns of revenue leakage in the
telecom industry have opened up
many opportunities for his New York

based company. Founded in 2001,
the company develops revenue
management software that en-
ables telecom operators reduce
revenue leakage, minimize
fraud, improve operational effec-

tiveness, and increase over-all
profitability. With its award win-
ning multi-application analytics
platform, Connectiva has
helped save more than half a
billion dollars in revenue for
some of the leading telecom op-

erators in the world. These include
large telcos like Zain, Bharti, T-Mo-
bile, Videotron, and Idea.

The Bee in the Bonnet
The typical revenue cycle of a

telecommunications operator in-
volves a complex and intricate set
of systems that work with each
other. A minimum of 15 different
systems collaborate and process all
the data related to the user from the

moment a customer walks into a retail
outlet for new activation to post-acti-
vation usage activities such as making
calls, downloading content, using
wireless applications to reviewing and
paying the monthly bill.

CONNECTIVA SYSTEMS

By Vimali Swamy

Yankee Group estimates that 5-10%
of telecom revenues are lost every year. This
amounts to $50 billion to $ 100 billion. 
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Key Turning Points
Initially, Connectiva developed its so-
lution as a joint development project
with its early customers including
Wataniya and Zain. But, Basu always
knew in the back of his mind that he
did not want to create a consulting
company. His vision was to create a
generic world-class product, which
could meet the revenue management
needs of global providers. He be-
lieved that the packaged software
business was a high margin one,
while consulting was not, so he set up
a product development center in
Kolkata and brought in the best tal-
ents from the IITs and the ISI (Indian
Statistical Institute).

Connectiva’s deals with Zain and
Wataniya proved to be very success-
ful, and in 2005, the company won a
major deal with Bharti. In a highly
competitive market with major play-
ers such as Subex in India and Wedo
in Portugal, IBM and Bharti chose
Connectiva after a detailed and ex-
haustive study of the offerings from
various vendors. It was the turning
point for Basu; and for Connectiva
this was a landmark deal.

After Bharti, a deal with T-Mobile
in Germany catapulted Connectiva to
the next level. In a very competitive
sales cycle that lasted more than 18
months, T-Mobile put Connectiva and
other vendors to the test and pre-
sented them incredibly tough real

world problems to solve. “We did a
very successful POC (proof of con-
cept) for T-Mobile and over the
course of this pilot, the client had the
opportunity to look under the hood,
kick the tires, and validate the prod-
uct capabilities in the context of their
most complex leakage scenarios. The
POC helped them appreciate the flex-
ibility of our application and visual-
ize how it can be deployed in their
landscape,” says Anandan Jayaraman
(AJ), Chief Product and Marketing
Officer, Connectiva.

The grind Basu and his team ex-
perienced, however, ultimately
proved fruitful. T-Mobile selected
Connectiva to manage its revenue as-
surance processes in a pan European
deal. 

Increasing Customer Traction
Connectiva also won its first U.S.
customer last year and believes that it
is very well positioned to expand its
presence in North America. 

“While North America was the
earliest adopter of revenue assurance
and fraud management solutions
compared to the rest of the world,
most telcos invested in solutions that
were either custom built or based on
legacy technology. The replacement
cycle for these deployments has
started, however, and we are cur-
rently being evaluated by some of the
largest carriers in the U.S. and
Canada to replace their current sys-
tems with our next generation analyt-
ics-based solution stack,” says AJ.

In addition, North America still
remains a post-paid market, paying
bills at the end of the month com-
pared to emerging markets that are
dominated by prepaid systems where
charging and rating happen in real-
time. “We see huge potential in fast
growing emerging markets such as
Latin America, Africa, Eastern Eu-
rope, China, and South East Asia. The
mobile revolution is transforming
these economies, but at the same time
they have high levels of revenue
losses and continue to be hampered
by internal and external fraud,” ex-
plains AJ.

Basu also has an eagle’s eye over
India. After success with Bharti, sev-
eral operators have noticed Connec-
tiva. Today, Connectiva dominates the
Indian market and names top-level
customers such as Bharti and Idea as
well as a number of Greenfield

Due to various types of disconnects between systems and in-
adequate process and data integration, ‘leakage’ may occur. Un-
charged traffic, inconsistent rating, fraudulent activities, and
erroneous billing are some of the several possible causes of leak-
age. Furthermore, errors in order management and provisioning
systems allow subscribers use the services without being charged
or generate inconsistent customer records that can create long-
term customer satisfaction issues. An efficient revenue assurance
program is therefore required to keep track of the entire revenue
stream and ensure the integrity of the process. 

Also, observes Ari Banerjee, Vice President, Next Genera-
tion Software Systems, Yankee Group, “Operators lose billions
in revenue leakage every year. The last five years in particular
have seen a proliferation of new billing relationships, including
royalty management and partner settlement, developing between
the carriers and virtual operators, commercial distributors, con-
tent providers, and advertisers. This is a daunting scenario as tra-
ditional carriers have not typically been strong in areas that
require managing a diverse third party ecosystem, bleeding edge
IT innovations, and business process transformation to support
business models.”

For instance, when a telco or cable operator offers a plan that
includes five movies for free but actually gives away seven
movies, the company is leaking revenue without even knowing
it. The extent of revenue leakage ranges between three and five
percent in North America and Europe and to more than 25 per-
cent in Africa. In a research study conducted by Connectiva in
2008, it was estimated that Indian telcos alone lose more than
$900 million every year and this continues to be a major
headache at the board level.  

To address this challenge, Connectiva has developed a unique
technology with a holistic and elegant solution approach. Built in
a modular way, the solution provides a way for providers to col-
lect and manage data across a wide variety of telecom data
sources and also leverages advanced analytics to instantly iden-
tify discrepancies and outliers. In addition to reactively auditing
usage data, Connectiva can also simulate how a call record is
generated, captured, rated, and billed before the telecom carrier
officially launches a service plan. This would help proactively
identify revenue value chain disconnects and save millions of
dollars in future revenue. 

This is the value proposition with which Basu started the
company in the early part of this decade and found immediate
takers in Wataniya, a telecom carrier based in Kuwait and Zain,
one of the largest operators in the Middle East.
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Statistics show that operators lose approx-
imately an average of five percent of their
annual revenue amounting to a whopping

$75 billon in yearly revenue losses. 

Connectiva has helped
save more than half a
billion dollars in 

revenue for some of the
leading telecom 

operators including
Zain, Bharti, T-Mobile,
Videotron, and Idea

Anandan Jayaraman Delivering Business Outcomes
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providers, mobile value chain en-
ablers, and financial settlement oper-
ators among its customers. In
addition, Connectiva is also the lead-
ing vendor in the Middle East and
African markets. The firm has won
several new deals in South East Asia
and is in the process of finalizing one
in China.

In the past four years, Connectiva
has taken giant strides. Starting as a
small company with single digit rev-
enue, Connectiva has become a dy-
namic global company with over 40
customers worldwide. A counter in the
Kolkata office keeps a meticulous
record of how much value the com-
pany has generated for its customers
to date. Connectiva is aiming to re-
cover at least a billion dollars by the
end of 2011.

Changing Business Focus
Earlier in the decade, revenue assur-
ance was all about stopping money
from ‘leaking’ or ensuring that cus-
tomers were not under or overbilled.
In today’s complex web of commu-
nications systems, telecom operators
require more. They need to increase
average revenue per user (ARPU)
through targeted upselling and cross
selling and decrease churn by pro-
viding a better customer experience.
In this context, telcos have been
clamoring for revenue assurance to
evolve from their current state to
help achieve a broader set of revenue
optimization goals. 

“Our customers now ask questions
such as ‘how do I optimize the cus-
tomer life time value, how can we re-
duce time between recharges and how
to effectively increase adoption of new
value added services. They want us to
do more than just identifying leakage.
They are asking us to analyze their
data to solve several adjunct prob-
lems,” says AJ.

As a result, Connectiva now fo-
cuses on three dimensions of their
customers’ revenue management

challenges including realization
(identifying leakage and fraud), re-
tention (providing a better customer
experience), and maximization (in-
creasing ARPU).

The company continues to invest
heavily in R&D and is planning to
launch several new products shortly.
“We are no longer just a revenue as-
surance or fraud management player;
we are a key player in the broader tele-
com analytics market. Our goal is to
help our customers derive insight from
data and rapidly turn this insight into
action,” says AJ.

The Challenge
While Connectiva plans to double the
cost savings it achieves for its cus-
tomers, the company must also adapt its
offerings to the changing business
model of its customers and to specific
geographic market demands. 

Operators are seeking to grow new
revenue streams in data, content, and
other value added services to compen-
sate for the commoditization of voice.
As a result, revenue assurance and
fraud management platforms must

evolve to meet the challenges of new
types of revenue value chains, interface
with next generation systems for con-
tent delivery, and deal with diverse in-
dustries such as financial services,
retail, consumer products, and travel
that are participating in the mobile dig-
ital economy.

While in the developed markets
operators are primarily concerned
about ensuring a positive user experi-
ence, emerging markets in a high
growth acquisition mode are looking
to increase level of usage, reduce dor-
mant behavior, and boost adoption of
newer services. 

Basu is excited and views these
challenges as opportunities. “We want
to learn and stay ahead of the curve by
quickly adapting to customer needs and
providing the innovation and support
they need,” he says.

Key Differentiators
Though Connectiva is in the process of
emerging as the top vendor in its cate-
gory, it has several fierce competitors
that are betting hard to slowdown its
quick climb up the ladder. What are the

key differentiators that will help the
company continue to win deals and
stand out from the crowd?

Connectiva’s strength lies in the
core technology –it offers an end-to-
end analytics stack that serves as a
foundation for all its products such as
revenue assurance, fraud detection, and
more; whereas its competitors have
built separate solutions for every kind
of problem and they do not talk to each
other. “We have taken the approach of
building a generic framework that can
address an entire class of problems and
can be easily extended vs. hard-coding
applications that are limited to a spe-
cific domain,” says AJ.

Another key aspect that differenti-
ates Connectiva is the unyielding focus
on delivering business outcomes for its
customers. The DNA of Connectiva
lies in helping customers realize value
that is measurable. According to Basu,
a customer should always be able to
calculate his ROI, and for him deliver-
ing value is not just a sales pitch, but
also an obsession. 

Basu comes from the old school of
business ethics, which emphasize on
companies cultivating deep partner-
ships with their customers. He be-
lieves in walking with the customer
but also in exploring new ways to
work together. Several customers of
Connectiva have outsourced their rev-
enue management and analysis func-
tions to them to improve costs and
productivity. “We have transformed
ourselves from being a technology
vendor to a business partner who
seamlessly blends business consulting,
technology, implementation services,
and operational outsourcing to deliver
the business outcomes our clients are
looking for,” says AJ.

Connectiva also understands that it
needs to constantly change and em-

brace future opportunities. Until last
year, Basu and his original team were
the sole force behind Connectiva’s
global growth. Today, the team has ex-
panded and it includes the best in the
business including several executives
from SAP, Convergys, and IBM. Con-
nectiva’s service delivery team is also
growing rapidly and includes top talent
from consulting firms such as Accen-
ture, IBM, and Deloitte. 

What is Next?
With 40 plus customers, global pres-
ence, and significant market traction,
Connectiva is on the cusp of a growth
wave. With its flexible analytics frame-
work, it is also seeking to pursue op-
portunities in new verticals outside
telecom. “What we are best at doing is
finding a needle in a haystack, and
there are specific problems in several
industries where such technology and
expertise can create a huge amount of
value. We are actively engaged with a
number of new markets,” says AJ.
Though the company has set up a team
that focuses on new verticals, its main
area of focus will continue to be tele-
com where it has established significant
credibility.

Last year had been great for the
company, for it won a successful fund-
ing of $17 million, expanded senior
management, and doubled its strength
to 400 plus employees worldwide. “I
am confident that Connectiva is well
placed to take the revenue management
market by storm. Their clear focus on
revenue assurance, fraud detection, and
customer experience are exactly what
the communications service providers
are looking for from their vendors,”
says Banerjee.

As for Basu what is more important
is to see a billion dollar smile in the
face of every customer.  si

With Connectiva’s solution, Videotron will
be able to reduce fraud and will enhance

the integrity of its billing chain. Connectiva of-
fers us an integrated solution that will grow with
our next generation services.
- Yanic Brisson, 
Director of Revenue Assurance at Videotron

Intellity Consulting is proud that it can counton the tools of Connectiva Systems. We at In-
tellity Consulting are sure that because of this
alliance we will be able to offer our clients the
best and most complete solutions in revenue as-
surance.
- Marco Villacorta, 
Regional Manager, Intellity Consulting, 
A Protivity Member Firm

Connectiva’s demonstrable success and the
compelling business case for Connectiva’s

revenue management tool, make it a preferred
product for deployment.
- Venkatesh Jandhyala, 
Group Revenue Assurance Manager, 
Zain Group

The solution gives business users the ability
to control our revenue cycle, with minimal

intervention from the IT department.
- Sam Deeb, 
Chief Financial Officer, Zain

We chose Connectiva’s solution after a
lengthy selection process because it

demonstrated clear technical superiority over
competing solutions.
- Joachim Heybrock, 
Senior Vice President, 
IT Shared Enablers, TMobile

We decided to partner with Connectiva Sys-
tems after an extensive selection process

and we are very pleased to be working with a
world-class company.
- V. Sriramachandran, Chief Financial Officer,
Wataniya Telecom

What Customers Say
Connectiva now focuses on three dimensions of
their customers’ revenue management challenges
including realization, retention and maximization 

In a highly competitive market with major players
such as Subex in India and Wedo in Portugal, IBM
and Bharti chose Connectiva after a detailed and 
exhaustive study of the offerings from various vendors.

Connectiva’s Revenue Optimization  Suite
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Surrounded by a world of multi-
level convergent media, there is a
demand for separate technologies

in terms of voice, data and video to syn-
ergistically interact with each other. The
future would be dominated by mult-
functioned devices, as the consumer’s
demand would be tilted towards an ac-
cess to all-round information in any de-
vice without much emphasis on the
device or the access technology.

The key technical characteristic of
what works in convergence is the ability
to facilitate consumers’ desire to read,
watch, or listen to any content they want,
anywhere, anytime. The upturn of con-
vergence will diminish the interest in the
different technology facets like memory,

processor and operating system, while
increasing interest in technologies such
as user experience, search, security and
storage. As new players take their turn to
reap the benefits of convergence, the hes-
itancy of established players to lose mar-
ket share, will make it important for them
to deploy more innovative ways to con-
verge different forms of devices. Next
decade will see much more media being
consumed on a myriad of converged
consumer electronics devices than per-
sonal computers or mobile phones. New
opportunities will emerge to cope with
the growing complexity of content and
the need to consume rich content on var-
ious devices.

We saw unprecedented technological

innovation in the last decade, the trend is
going to continue into this new decade.
There will be large scale adoption of
technology and we will witness billions
of new users on the internet with new
consumption behavior. While there will
be plenty of entrepreneurial opportuni-
ties to address, the challenges in terms of
capital and customer acquisition will stay
the same. The entrepreneur, much like a
baseball player has to be prepared for the
curveballs and cannot take bad economy
as an excuse to not fulfilling the entre-
preneurial dreams. A key quality of an
entrepreneur is to recognize the opportu-
nities during uncertain times and to po-
larize the demands, while the established
firms hold on to their long term-clients. 

MMuullttii--lleevveell  ccoonnvveerrggeennccee::  TThhee  DDeemmaanndd
ooff  tthhee  NNeeww  DDeeccaaddee
Santosh Sharan is the Founder and CEO of Keisense. Keisense is a provider of software prod-
ucts designed for consumer electronics devices that require rapid text input and search.

FFiirrmmss  ddoonn  ccoommppeettiittiivvee  ssttrreeaakk  vviiaa
lleevveerraaggiinngg  oonn  ddaattaa
Dhiraj C Rajaram, Founder & CEO of Mu Sigma. Mu Sigma is a Chicago based analytics out-
sourcing firm. The company’s impressive client list includes the world’s largest retailer, the
world’s largest software company, world’s largest advertising agency, large pharma companies.

The last 12-18 months have made
businesses realize the need for bet-
ter collaboration, greater agility in

operations , and better insight into their
cost and revenue models. With the econ-
omy reviving, businesses are making a
comeback with the mindset of leveraging
technology to run leaner  businesses. The
technology industry as well has analyzed
business needs better and addressed short-
comings from the past to provide impro-
vised and economically viable solutions
such as cloud computing, predictive
analysis and collaboration platforms. To
further push the newer business models
game changers such as iPhone and An-
droid have taken the information worker
beyond the boundaries of the business,

making the concept of “Information at
your fingertips” a reality.

Today, enterprises are focusing on
business process optimization through au-
tomation and streamlining workflows as
well as inter-connecting different depart-
ments, business with vendors/customers.
Enterprises are also looking at incorporat-
ing ‘learning from social networks’ into
their collaboration platforms. The firms
are in the process of measuring all aspects
of business and doing predictive model-
ing to identify new avenues for improving
revenue and profitability.

ISVs are observing the change in
mindset of enterprises and consumers and
have realized that success of their products
lies in ability to collaborate with other

products. Also the traditional model of
selling boxed products has hit a plateau
and ISVs realize SaaS model is the future
for increased adoption of their products. 

Entrepreneurs are not left behind in
the race to leverage new technologies.
They are moving away from the stealth
mode and have increased pressure on time
to market and early ROI. One of the
biggest investments has been in infra-
structure and with the emergence of cloud;
startups are able to operate at a fractional
cost with better time-to-market. 

We are witnessing the evolution of
the software industry and especially in
the way enterprises enhance their pro-
ductivity through greater collaboration
and analytics.  si

As the world today becomes in-
creasingly data-centric, organi-
zations are realizing the need for

intelligent, data-driven decision making
instead of their older gut-based methods.
With this need, however comes a whole
new set of challenges. Institutionalizing
analytics needs a cross-functional skill-
set of applied mathematics, technology
and knowledge of the business domain.
Unfortunately, such talent is hard to find
in the US and companies are leveraging
talent available in geographies such as
India and China by setting up captive
centers or by outsourcing to analytics
vendors in these regions.

In today’s hyper-competitive envi-
ronment, it is important for companies to
retain their high lifetime value customers,
optimize their marketing spend, price
their products accurately and continu-
ously measure and monitor their per-
formance. All these call for the apt use of
analytics. Understanding and analyzing
business processes and data, and proper
communication of the analysis and in-
sights generated is core to analytics. 

Analytics cannot be performed as an
afterthought, and requires companies to
invest in collection of data. You cannot
analyze what you do not collect; there-
fore it is critical to obtain rich and rele-

vant data. For example, e-commerce sys-
tems can collect attributes about user be-
havior, profiles, browsing and purchase
patterns.

The importance of analytics in-
creases as the world becomes more
data-centric. We have different types
of data available today, ranging from
ERP systems, legacy systems, online
data, social media and mobile data.
Analytics helps companies understand
markets better, easily experiment with
new ideas, stay competitive, and get
better returns on their investments. In
simple words, analytics helps compa-
nies make better decisions.  si

The current hesitations towards
using public cloud services as stor-
age will subside, cloud computing

will become a norm both in the internet
and the intranet, and it will likely be a key
factor to drive industry growth. There is
hesitancy over security concerns with
cloud computing services. The cost effec-
tiveness of shifting data to the cloud in-
stead of maintaining the existing different
machine architectures, will help the con-
cept of cloud computing to gain ground as
security issues are resolved. 

The parallel emphasis on cyber secu-
rity will also thrive, with the U.S. intro-
ducing security experts like the Cyber
Czar to scout for new measures to miti-

gate savvy hackers. This will foster the
faith of businesses, making them more
willing to shift their data to the cloud. 

Data management is a hot IT trend.
Today there are an estimated 35 billion de-
vices connected to the internet worldwide
. The combined forces of security and data
management are particularly significant in
the healthcare sector given the huge
amounts of electronic, personalized
data.floating on the web. This bring the
opportunity to channelize the data man-
agement process. This implies an easy ac-
cess to every individual’s health data
without the data being  misused. 

Cost efficiency also redirects compa-
nies to be more energy efficient and rapid

adoption of green IT solutions will con-
tinue. For example, the shift toward re-
placing several racks of servers with one
HPC platform is gaining ground. 

The new entrepreneurs in the industry
confront a lot of challenges, including the
pressures  to find the right people at the
right bill rate. In the current environment
of low budgets the industry will be look-
ing for ways to drive down administrative
costs and automate key processes. Indus-
try consolidation is one way for firms to
see an increase in the amount of M&A ac-
tivity.  2010 should be a good year for IT
companies and I believe the most signifi-
cant growth will be in the 3rd quarter. 

CCoosstt--eeffffeeccttiivvee  IITT  ssttrraatteeggiieess  ttoo  ddrriivvee
ggrroowwtthh  mmoommeennttuumm  
Promod Sharma, is the President and CEO of Criterion Systems. Criterion specializes in information dis-
covery and analysis, cyber security, advanced technology services and high performance solutions. 

CClloouudd,,  CCoollllaabboorraattiivvee  AAppppss  ttoo  RRuullee  tthhee  RRoooosstt
Pradeep Rathinam, CEO of Aditi Technologies. Aditi is a leading provider of software prod-
uct and application development services

CEO SPOTLIGHT
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It was an interesting week for Sanjiv Goyal, the CEO, Droisys,
his team were hunting for a right candidate for their projects.
Droisys does Business Intelligence consulting to meet the grow-
ing and diverse needs of today’s enterprises. Running out of
time, their team has contacted several hundreds of their network

partners, but could not come across a right candidate. Then standing
at the helm of the stringent deadline attached with the offered project,
the team took a test drive at www.Corp-Corp.com portal and was over-
whelmed by several matching candidate profiles. “Droisys got many
perfect fit candidates within seconds”. Communication process with
candidates were seamless, team has saved 100’s of hours, for the first
time right candidates are contacted Droisys within minutes. Thrilled
at the successful placements on time, Goyal exclaimed, “This works!
Thanks Corp-Corp, The ROI (return on investment) is amazing, the
subscription fee that we paid for the whole year has been recovered in
the first placement itself”.
The Virginia, US, headquartered technology firm Corp-Corp has

helped in a similar way several IT recruiters and companies to redress
the job search anomalism in the industry. What differentiates
www.Corp-Corp.com from other job portals is its unique FETCH tech-
nology. Through the sophisticated algorithm of its proprietary FETCH
technology, Corp-Corp.com empowers companies to find and match
available resources to specific roles and job requirements. FETCH re-
sults are different from typical search processes; companies can find
the best resources or find opportunities for their consultants without a
single resume search or a job search. It’s like an automated tool to link
IT contracts and IT consultants.

Corp-Corp
FETCHingJobs

in spite of
Swinging
Pendulum of
Economy

Connecting the contract and con-
sultant in less than 30 seconds with
their FETCH technology, Corp-Corp’s
online platform was launched in
April 2007, and is the brainchild of a
technology entrepreneur Prabakaran
Murugaiah. He is also the CEO of the
company with over 15 years of data
mining experience. Boasting of its
technology, Murugaiah
assures, “Completely eliminating the
search process, our system can save
over 30 percent of recruiting time
every day and that is the key in the
present day market.”

The FETCH technology sets a
platform where the time for searching
a job is virtually zero, and there is a
transition from search to FETCH jobs.
Typically, if someone is looking for a
job, they have to search and apply.
But, in the Corp-Corp.com system, the
job seekers can post their profile and
the technology will do the automated
search 24x7 like a virtual assistant.
Whenever there is a match, it will no-
tify the job seeker in less than 30 sec-
onds and enable the candidate to fetch
the job. Similarly, if an employer is
looking for a candidate, they can post
their requirement, and the system will
find the best candidate, notify them
and bring the response directly like a
virtual recruiter, thus completely elim-
inating the search process on the em-
ployer’s as well as the job seeker’s
side. 

“Giving companies and recruiters
the opportunity to get the right candi-
dates for the right position in near re-
altime with an exclusive tool,”
Murugaiah claims, “If the right people
are reached and utilized, minimizing
candidates’ time on the bench, the pro-
ductivity of the IT workforce can be
increased by as much as 20 percent.
Besides, when client needs are ful-
filled, unproductive time between
projects is cut short, improving the
bottomline of the company.” He adds
that, as an illustration, if a company
with an employee base of 10 can in-

crease its productivity by 10 percent,
it results in an increase of at least
$100,000 in its revenue in a year.

The technologically advanced
FETCH software of the company cov-
ets prominence in the $200 billion IT
consulting and contracting business,
according to the Q3-2009 report of
Corp-Corp, since there is no such cen-
tralized resource sharing system avail-
able to quickly find the contract or
consultant among the IT Consulting
companies. Earlier, due to lack of
technology, many positions in several
small and mid-tier firms used to re-
main unfilled for a longer duration,
where more than 80 percent compa-
nies are small business owners. Here
the missing link, Murugaiah explains,
is an integration tool among consult-

ing companies to share their resources
online. So he thought of an idea to
build a unique platform and technol-
ogy for this specific market segment
that would empower the small busi-
ness owners who are the vital part of
this economy. Thus, laying a platform
for both small business owners and
large companies, Murugaiah says,
“Most of the time small businesses do
subcontract for big companies; so, we
attract large companies to use our
services and enable them work with
the right partners.”

Corp-Corp.com has also success-
fully hosted over 20 conferences for IT
consulting companies across US to
empower small business owners. Over
2000 executives have attended and
“We created a powerful network
among the vendors and the suppliers”,
added Murugaiah.

Stepping ahead in the multi-billion
dollar subcontracting industry with a
better utilization of the existing work-
force, the company creates new busi-
ness relationships among various
corporations as a marketing strategy.
It gives them an added alternative to
grow and expand the IT consulting
business through other partners. Fo-
cusing more on his customers’ needs
than markets Murugaiah says, “Rather
than blindly following trends, we have
always looked at how market changes
may impact the customer and tailor
specific solutions to what will work
for their business.” By effectively
using the available resources compa-
nies can increase their revenue by 10-
20 percent. The company’s clientele
includes few employees firms to big
giants. Having been successful in in-
tegrating companies for sharing the
available resources on contingency
basis, today Corp-Corp.com boasts of
a clientele that comprises of over
6,000 companies registered with them,
while the website logs 30,000 visitors
a day. Even in the midst of the eco-
nomic downturn the company man-
aged to sail through without much
business loss, registering 50 percent
traffic growth every quarter. 

Riding on the current tide of
growth, Murugaiah attributes the suc-
cess to his happy customers, experi-
enced team of employees and the
customer-oriented outlook of the or-
ganization that is dedicated to excel-
lence. He asserts, “Propelled by the
talent of the people and laying faith in
the resilience of our business model,
we look forward to overcoming chal-
lenges that lie ahead of us.”

However, leveraging the oppor-
tunities ahead to augment its
growth, Corp-Corp.com has well-
mapped its plans for increasing its
global presence. And with its im-
peccable record of technology ex-
pertise and effective client service,
the tough course of action does not
look too difficult to achieve.   si

CCoommppaannyy  SSppoottlliigghhtt:: By Sikta Samantaray

Prabakaran Murugaiah

The technology helps
connect the right job
seekers with the right
companies without
the cumbersome
process of ‘search’
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The massive changes occurring in
video production, distribution,
and consumption has unveiled
better investment options. Con-
sumers are watching online

video on sites such as Hulu.com and
YouTube and, particularly in this recession,
via video-on-demand (VOD) on TV. They
are also using social networks to find and
share their favorite shows and movies. These
consumer-driven habits have affected every-
one in the media delivery chain from movie
studios to cable TV operators to consumer
electronics makers and other service
providers. The digital media sector too has
no dearth of credible ideas, as it witnesses a

steady flow of capital.
A second trend is the massive adoption of

consumer applications, and in particular casual
games on social-networking and mobile plat-
forms. Games in this new genre combine the
quick and easy access of Web based games
with a graphical quality that is comparable to
many console games. Innovative monetization
models like ‘virtual goods’, which are emerg-
ing as a powerful revenue source for game
publishers, fuel the growth in this space.Apart
from the media and consumer applications,
cloud and software-as-a-service (SaaS) are
emerging as the next best options. These two
areas, which are closely related and quickly
merging, comprise infrastructure and applica-
tions, which are hosted outside a company’s
private network and accessed via standard
Web services. Independent software develop-
ers and even large enterprises adopt cloud infrastructure and applications as
the benefits of reduced upfront capital expenditure, lower total cost of own-
ership, and ease of implementation exceed concerns around security, la-
tency, throughput, and restricted ability to customize.

I am personally very interested in the digital home entertainment arena
at the intersection of consumer electronics and the Internet. In the near
future, we will see interactive connected HDTVs, which behave like the
iPhone and on which consumers will be able to watch video (streamed by

VVCC  TTaallkk:: By Kiran Hebbar
The author is Partner, Valhalla Partners

their service providers or via the Inter-
net), browse the Internet, and interact
with new categories of applications. We
may also see disruptive innovation with
remote controls and mobile applications
that enhance the digital home entertain-
ment experience. It is not clear how this
ecosystem will evolve, as there are pow-
erful incumbents like TV manufacturers,
service providers, hardware game con-
soles, and content providers and innova-
tive technology-enabled companies (like
Netflix and Amazon). Nevertheless, it is
an exciting place to be for entrepreneurs
and investors.

With the increase of market share and
endlessly challenging fundrais-
ing environments, entrepreneurs
should prioritize cash conserva-
tion and getting to profitabil-
ity. They need to focus on the
most important customer prob-
lems to solve them by building
products and services in the
most capital-efficient way. Take
a hard look at sales and market-
ing productivity metrics
and build a strong financing
syndicate that can help you out-
last the economic environ-
ment. If you are thinking about
starting a new business, reflect
on the hard questions. Are you
solving a big pain point? Are
you well differentiated and can

you sustain this advantage? Is the mar-
ket large enough to make it a worthwhile
investment of your time and energy? If
you are convinced, then this is a great
time to start a truly innovative idea, as
big companies have shrunk their R&D
budgets and great talent is readily avail-
able in this market.  si

Investment Trends: Rich
Capital Flow in IT and Media

Take a hard look at
sales and 
marketing 
productivity 
metrics and build
a strong financing
syndicate that can
help you outlast
the economic 
environment

Kiran Hebbar
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The Indian IT and software
industry has had a phenom-
enal growth for the last two
decades with year-on-year
growth exceeding 30 per-

cent. In spite of the worldwide reces-
sionary trends of the last two years, the
total revenue of Indian IT-BPO industry
for FY2009 is estimated at $71.7 billion,
accounting for 5.8 percent of India’s
GDP. The software and BPO export rev-
enue is estimated at $47 billion, with an
annual growth of about 16 percent for
FY2009. The industry currently pro-
vides direct employment to about 2.2
million professionals and indirect em-
ployment to about eight million people. 
The growth of this industry till date has
been mainly due to availability of highly
competent, cost competitive, and Eng-
lish speaking software professionals in
the country. Superior growth opportuni-
ties in software industry and shortage of
human capital led to many universities
and academic institutions increasing
their in take in software courses. A large
number of corporate and private soft-
ware training centers has come into ex-
istence to meet the increasing demand
for software professionals. India pro-
duces more than 200,000 engineering
graduates every year and the output of
the engineers has tripled in the last ten
years. However, informal interactions

with software organizations suggest that
the quality of software professionals
from many universities as well as from
many of the corporate and private soft-
ware training centers was not up to the
mark and did not fully meet the industry
requirements. It is in this context that
this paper examines deficiencies expe-
rienced in human capital and the initia-
tives being taken by various
organizations and agencies to bridge the
gap between requirement and supply of
human capital for Indian software in-
dustry. The paper makes recommenda-
tions for the software industry, academic
institutions, and software training cen-
ters for improving the supply, composi-
tion, and quality of human capital for
sustaining the growth of Indian software
industry.

Unique Human Challenges in Indian
Software Industry
Some of the unique human challenges
being experienced by the Indian soft-
ware industry are as listed below:
� Due to shortage of qualified software
professionals, the software organiza-
tions in India have been recruiting en-
gineering graduates irrespective of
their disciplines based on their ana-
lytical and learning
capabilities. These fresh engineering
graduates need to be given substan-

tial inputs in software engineering
and current practices in the software
industry. While the industry leaders
such as TCS, Infosys, and Wipro are
able to provide finishing school train-
ing of 3-6 months duration, small and
medium size software organizations
find it difficult to provide finishing
school training to their recruits. They
have to either recruit people with nec-
essary expertise or rely on the exter-
nal training agencies. 

� In the university colleges and even
in recently started Indian Institutes
of Information Technology (IIITs),
there is substantial shortage of
teaching faculty. Teachers in many
university colleges do not have
enough exposure to the problems
and requirements of the industry.
Due to substantial differences in
pay and perks being offered by ac-
ademic institutions vis-à-vis soft-
ware companies, academic
institutions find it difficult to attract
and retain bright teachers. Few
leading software organizations have
taken initiatives to build up linkages
with the academic institutions to
share current business practices and
cases, and train teachers. However,
much more needs to be done to en-
hance the competencies of teachers
in university engineering colleges.

� Indian software organizations work
simultaneously on multiple projects
with multiple clients. And hence,
they require a number of software
professionals who can perform lead-
ership responsibilities early in their
career. While software professionals
like to get the leadership titles, many
of them lack the competencies and
aptitude for leadership roles. As a re-
sult, facilitating young software pro-
fessionals to grow as leaders has
become a huge challenge for the In-
dian software industry. 

� Since Indian software industry es-
sentially works as a service provider
in multiple domains, it needs pro-
fessionals at middle management
level, who have software technology
expertise, domain knowledge, man-
agerial competencies, and project
management capabilities. The task
of growing middle managers with
multiple competencies becomes
more complex due to the high
growth rate of IT-BPO industry in
India and also due to the high rate of
attrition.

� The industry has reached a level
where it needs to move up on the
value chain for maintaining its
growth. This in turn requires that
software professionals should have
not only superior software engineer-
ing and design skills but should have
competencies for providing total so-
lutions in service domain as well
and develop competencies for prod-
uct and technology development.

� While the industry has been essen-
tially export oriented, it needs to
build a global mindset in terms of
building capabilities to attract and
retain international talents. Further,
the leadership needs to nurture a
culture where the Indian software
organizations can move towards
being truly transnational and will-
ing to share knowledge and learn
from human resources from multi-
ple cultures working in globally dis-
tributed teams. 

Recommendations for Enhancing the
Knowledge and Nurturing the Talent 
Sustaining the growth of Indian soft-
ware industry will require a much
higher level of collaborative effort be-
tween national institutes such as IITs
and IIMs, university colleges, large
and medium size software companies,
government agencies, and private
training institutes. Implementation of
the following recommendations will
ensure the availability of the right tal-
ent for managing the growth of Indian
software industry:

Large and medium size software
organizations should adopt colleges
teaching IT and software engineering
related courses and encourage their ex-
ecutives to share current tools and in-
dustry practices. If large and medium
sized software companies could invest
the equivalent of half-a-percent of
their manpower for interacting with
academic institutions on a part time or
fulltime basis for the next five years,
it would substantially improve the
quality of education in university col-
leges. It will possibly eliminate the
need for finishing school training cur-
rently being provided by the large soft-
ware organizations. The enhanced
supply of a pool of talented engineers
who are industry ready will further in-
crease the attractiveness of India as an
outsourcing center for software serv-
ices in the world market. 

National institutes of technology
and management, namely, the IITs and
IIMs, should jointly work on research
projects that will help the Indian soft-
ware industry to grow up on the value

chain, in terms of being able to pro-
vide total solutions and developing
new products and technology. 

The software industry should
offer a large number of attractive
scholarships for postgraduate and
doctoral level courses in IT and soft-
ware at national institutes of technol-
ogy and management. This will
enhance research in software related
fields and subsequently increase the
supply of quality teachers. 

These institutes should provide
leadership to university affiliated

colleges by working along
with them to develop
course material and by pro-
viding training to their
teachers. National insti-
tutes should use distance
education technology to
deliver postgraduate and
specialized courses for uni-
versity teachers and soft-
ware professionals. 

The government and the govern-
ing bodies of the national institutes
and the university colleges should
nurture entrepreneurship amongst
the faculty and evolve policies that
would help attract and retain com-
petent faculty.

National management institutes
such as the IIMs should work along
with the Indian IT organizations to
help them develop a global mindset
and competencies to grow as transna-
tional organizations.

The corporate and private software
and IT training centers should proac-
tively develop professional norms,
which will ensure that unscrupulous
operators do not enter the field. The
corporate and private software and IT
training centers should avoid the
temptation to become everything to
everybody. They should identify their
own segments for specialized training.
Further, before admitting students for
a course, they must ensure their eligi-
bility for the same through stringent
measures.  si

SSuussttaaiinniinngg  tthhee  GGrroowwtthhooff  
IInnddiiaann  IITT  aanndd  SSooffttwwaarree  IInndduussttrryy

CChhaalllleennggeess  aanndd
OOppppoorrttuunniittiieess

IInnssiigghhttss:: By Prof. Narendra M Agrawal
The author is Indian Institute of Management, Bangalore.
He can be reached at agrawal@iimb.ernet.in

High-level collaboration 
between national institutes
such as IITs and IIMs, 
university colleges, and 
software companies will help
sustain the growth of Indian
software industry



All signs point to the start of a much-awaited economic recovery
worldwide, led by an increase in demand for temporary labor and
service providers. In the US, a recent report by the labor law firm
Littler Mendelson predicts that contingent labor could rise to as
much as 30 to 50 percent of the entire workforce this year. An as-

tonishing 73 percent of the survey respondents plan to add contingent labor in
2010, with nearly one third of them planning increases of 50 percent or more. Sim-
ilarly, the US Bureau of Labor Statistics reports a continuous growth pattern in
temporary work since August 2008.

Known to be one of the leading indicators of economic change, contingent labor
and service providers like offshore workers can be deployed rapidly in the wake of
a recession. This labor strategy allows companies to meet varying levels of de-
mand without the cost and commitment of hiring full-time workers. Now, more
than ever, how well companies manage their temporary workforce will play an

important role in their financial and overall business success moving forward from
this recession.

Benefits of a Vendor Management System 
Recent years have shown a dramatic increase in the use of VMS technology.

According to Staffing Industry Analysts’ 2009 Staffing Buyers Survey, 63 per-
cent of the companies surveyed have a VMS in place. The firm expects that num-
ber to grow to 81 percent by 2011, an astonishing prediction, given the fact that
the industry as a whole is just a decade old. 

Overall, there are four proven benefits to using VMS technology as part of
a management strategy for labor programs: visibility, compliance, cost

control, and improved efficiency. With complete visibility across
an entire workforce, companies can more accurately deter-
mine where changes and improvements are needed. Time,

cost, compliance, quality, and quantity metrics are that
much more meaningful when applied company-wide.
One healthcare provider reported that through their use
of the Fieldglass solution, they were able to reduce cycle
times by 75 percent and time-to-fill metrics by ap-
proximately 20 percent.

s i l i con ind ia |29|J a n u a r y  2 0 1 0s i l i con ind ia |28|J a n u a r y  2 0 1 0

Another important benefit is com-
pliance. With a VMS, companies can
incorporate financial oversight and
enforce corporate and governmental
policies as it relates to the acquisition
and management of contingent work-
ers and outside services. 

The last two benefits, cost control
and improved efficiency, perhaps pro-
vide the biggest ROI in this particu-
lar economic environment. Using a
VMS, companies can enforce budg-
ets, calculate rates and volume dis-
counts, regulate markups and
overtime, and eliminate off-contract
spending to cut costs imme-
diately. Some cost savings
are immediate - a new Field-
glass customer expects to re-
alize $2 million in savings
during the first year. 

Lastly, with a VMS solu-
tion, companies can auto-
mate and streamline the requisition
process, enhance supplier connectiv-
ity and collaboration, and improve
overall process standardization. The
sum of these allows customers to
achieve greater efficiency in their
labor programs.

Vendor Management System
(VMS) Trends for 2010
There are several expected customer
trends for the industry in 2010, in-
cluding:
� Taking a holistic approach to

workforce planning 
� Evolution of business intelligence

tools that lead to better decision
making and improved results

� Program expansion to include
projects, offshore and deliver-
ables-based work. 
More and more companies are

seeing the benefits of a holistic ap-
proach to managing labor. Especially,
as the market is still quite turbulent
the barriers between direct hires, con-
tingent workers, and outsourced serv-
ices are becoming less distinct as
each grouping becomes increasingly

important to a company’s success.
The macroeconomic realities of a
major corporation, including a global
marketplace, emphasizes ROI from
every department and demands for
accountability and the increasing im-
portance of talent as a differentiator
in many industries. It has made a
more complete understanding of the
workforce a necessity. Companies
that efficiently manage all the com-
ponents of their workforces, often re-
ferred to as their talent portfolios, will
have a competitive edge as the econ-
omy recovers. 

The decision to reallocate talent
from permanent to contingent is not a
simple cost decision, and it is not even
possible to evaluate without a holistic
understanding of the workforce and
visibility into realtime costs. With a
centralized model, HR can better
guide hiring managers to make more
informed decisions. In addition, a uni-
fied technology platform that allows
hiring managers to tap into all types
of talent resources from a single start-
ing point - providing guidance based
on criteria identified in the work plan
- can influence tactical hiring deci-
sions so that the company can better
reach its strategic objectives. 

Another trend of 2010 is the use of
more sophisticated business intelli-
gence tools to optimize labor programs,
providing companies with the informa-
tion necessary to create more strategic
and cost-effective workforce programs.
In the most recent contract talent re-
search study by the Human Capital In-
stitute (HCI), nearly every respondent
stressed the importance of business in-
telligence. In fact, one respondent went
so far as to say that centralized report-

ing was the single greatest ROI his or-
ganization realized in moving from de-
centralized to centralized contingent
workforce management. Quite simply,
the HCI report concludes, “Better data
leads to better reports, on which to
make better decisions.”

While first-generation solutions
are already available, business intelli-
gence will continue to evolve in 2010.
Decision support capabilities and ad-
vanced predictive functionality, such
as active guidance, will transform the
way companies make sourcing deci-
sions in the future.

The third leading trend for 2010 is
the expanded use of VMS technology
to manage the procurement of projects,
offshore, and deliverables-based work.
This trend has in part been driven by
the economy. When talking about serv-
ices spend, ‘The Global Enterprise Ap-
plication Market Sizing Report,
2008–2013’ by AMR Research sug-
gests that a global recession is the per-
fect opportunity to put this spend under
management, quickly gain efficiencies
in workflows, and save more money.” 

More and more companies are re-
alizing that better managing services
spend is now a necessary step to pre-
pare them for today’s economic
changes. In fact, according to a recent
Staffing Industry Analysts survey of
VMS users, 49 percent of respon-
dents were seriously considering in-
corporating this spend category into
their contingent labor programs in the
next two years.

In closing, using a VMS solution
will help companies make the most
strategic labor decisions in 2010 and
put them in the best position for success
in our uncertain economy.   si

Changing Labor Demands
and the Role of Vendor
Management Systems

BBuussiinneessssBBuussiinneessss:::: By Arun SrinivasanBy Arun Srinivasan
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Efficient management of the components of
workforce, often referred to as talent portfolios,
will give companies a competitive edge as the
economy recovers
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The Indian IT services Indus-
try has had a profound im-
pact on the Indian economy,
percolating down to the
lower echelons of the Indian

society and influencing the life of the
common man. From the disproportionate
increase in real estate prices to the con-
tinuously increasing workforce affected
by the bad ergonomics to the huge de-
mand for software engineers in the matri-
monial market, the Indian IT industry has
profoundly altered the country’s social
and economic pattern.

The avalanche effect of the recent re-
cession had spared none, but we are on
the road to recovery, say the experts.
Higher sales forecast by an industry leader
seem to be signaling the resurgence of the
$60 billion Indian outsourcing sector.
Companies have resumed hiring and are
giving hikes and perks to retain skilled re-
sources. The recession also forced many
from the younger generation to consider
entrepreneurship, leading to mushrooming
of startups. In spite of president Obama’s
policies, U.S. companies continue to off-
shore IT, ITES services.

The Rise of the SMBs Worldwide
For companies that want to reduce costs,
outsourcing seems to be the best alterna-
tive. In fact, it is expected that the small
and medium sized businesses will be
forced to find a way to collaborate and
work with domestic IT services companies
with offshore ties. So far it was only the IT
biggies who were hogging the limelight by
signing multi -million dollar, multi-year
deals. But the future will see the smaller,

These NRIs are realizing the potential that
the growing Indian economy offers and
are returning to their home country with
their international exposure, experience,
and capital to set up businesses or fund
ventures. This reverse brain drain will play
a crucial role in upping the standards in
these SMB providers and also in the en-
trepreneurial world of software industry.

Spreading the Joy 
This shift in buying pattern and the leaning
towards the SMBs will lead to a substan-
tial increase in revenues of the mid-sized
IT companies, which will have a trickle-
down effect. Currently seven Indian cities
account for 95 percent of IT export rev-
enues; but the focus is now on developing
43 new locations to emerge as IT-BPO
hubs. Most of the mid-sized companies
are situated in the tier-II cities and employ
local workforce. The growth of SMEs can
help replicate the economic and techno-
logical development of the metropolitan
cities in tier-II towns and cities.  

The Indian domestic IT Services mar-
ket is at par with international levels in
terms of average gross margin and pro-
vides immense opportunity to the vendors.
However, vendors need to strategize
around services delivery by implementing
efficient processes, developing reusable
tools and templates, and customizing ac-
cording to local needs.

In terms of industry focus, banking, fi-

nancial services, and insurance lead the
Indian IT services market with 21.5 per-
cent market share, followed by the pub-
lic sector (including education) and the
telecom industry. However, energy and
utilities, followed by healthcare, re-
mains the fastest growing segment for
the IT services companies.

When the Going Gets Tough, the
Tough Get Going
In order to survive the increased level
of competition in the world market, es-
pecially from other low cost Asian na-
tions like the Philippines and China,
Indian companies will have to develop
new products that are at the high end
of the value chain. Indian software ex-
porters have so far focused their atten-
tion mainly on custom computer
programming, manpower training,
consulting, and developing customized
software products. To retain their lead,
Indian companies are now trying to
adopt a culture that encourages inno-
vation, embraces new trends such as
Green IT, and delivers solutions that
are focused on re-engineering and
transformation. India is emerging as a
leading innovation hub with increasing
number of patents being filed and
granted from India.

India is also poised to offer an en-
hanced value proposition to MNCs in
integrating the entire gamut of concep-
tion to customer service cycle involving
R&D, engineering, manufacturing,
marketing, sales, and support. When ex-
ecuted effectively, this will encourage
more companies to transfer their busi-
ness to India. Apart from the cost sav-
ings that result from an effective
offshore strategy, being closer to end
customer is a big second wave that will
pull MNCs to India.  Every time there is
an economic crisis in the west it is a
long-term boost for India and this re-
cession of 2008-2009 is no different. 

Keeping this in view, The Indian IT
SMB sector has to regain the momen-
tum lost during the initial stages of the
recession and enter the fray with re-

newed vigor and energy. According to
the NASSCOM, the global technology
related spending is expected to grow
from 2010 onwards with growth in out-
sourcing adoption. The services and
software segments are estimated to
cross $1.2 trillion by 2012. This is more
than the 5.2 percent growth expected in
the total IT spending. Service providers
are expected to enhance focus to do-
mestic market to de-risk business and
tap into the local growth opportunities. 

Recovery from recession is not a
mere rhetoric. The SMBs that have sur-
vived the turbulence of recession have
emerged nimbler and more productive.
The end of 2009 saw new deals being
signed and relationships extended. En-
terprise mobile phone, applications do-
main, and enterprise social media
monitoring space show immense po-
tential to grow. With India having 500
million handsets and the user base still
growing at a robust rate, viral mobile
marketing and advertising domain is
very hard to ignore.

Other technology trends that are
hard to ignore are intermediate sized de-
vices like tablet PCs, growing comput-
ing capacity of small devices, and the
functionality they are able to offer to a
mobile workforce, shift towards server
based computing in centralized data
centers through cloud computing, and a
growing consciousness of energy use
and efficient management of its con-
sumption.

Futuristic companies need to be
armed with the knowledge of current
trends not only in technology but its
evolving applications as in the social
media, cloud computing, and small
form factor channels on mobile and
PDAs, the capability to relate to the Gen
Y culture, and ability to innovate solu-
tions for its customers in complex ap-
plications of IT.  si
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Indian SMBs have manoeuvred through the recession
with remarkable success are now attracting foreign
firms that need their collaboration
eager, and agile companies bagging sig-
nificant overseas contracts. SMBs in the
US and Europe are looking to out-
source, and want to work with SMBs in
the Indian IT sector who can give them
the time and attention that cannot be ex-
pected from the IT behemoths. 

This isn’t a mere prediction as more
and more mid-sized Indian IT compa-
nies are inking deals with clients from
U.S. and Europe. So the next phase of
growth in the Indian IT market will not
just see the growth of the Goliaths, but
will witness the emergence of a new
generation of Davids. This breed of
SMBs will have the technical compe-
tence and agility to meet the needs of
another SMB and provide the required
attention, solution, and cost effective-
ness.

Bucking the Trend - Domestic SMBs
Another new trend that is emerging is
that much of the growth will be fueled

by demand from the Indian small and
medium business (SMB) segment. In-
dian SMBs are expected to emerge as a
significant opportunity. This is an indi-
cation that building enterprise IT infra-
structures and applications, networking,
and communication have become key
priorities for India Inc. The NASS-
COM-Zinnov study anticipates that, in
line with Indian companies’ increased
technology spending, revenue from the
domestic market will grow to $4 billion
to $5 billion by 2015. SMBs’ require-
ments and buying patterns have flung
open a door for domestic providers.
Working closely with Indian SMB cus-
tomers will also help Indian companies
make their products both ‘enterprise-
ready’ and suitable for other markets,
especially emerging markets. 
Reverse Brain Drain
A third interesting factor is the return-
ing Indian expatriates, who have been
very successful in the USA and Europe.

Victor Kannan, CEO, 
Symbioun Technologies

About Author
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Speeding through Europe either as a
tourist or business person you may
be pleasantly surprised to find how
the Euro facilitates your travel
everywhere, save in a few coun-

tries. The Euro has simplified your money
transactions. But transaction efficiency has not
translated into an economic upswing. In fact,
one may argue that compared to traditional
lifestyles the Euro has slowly but surely
brought down economic indicators across the
region. The much talked about ‘classless soci-
ety’ of Europe is slowly giving way to the pat-
tern of ‘rich’ and ‘poor’ with ample evidence
of the cost of living skyrocketing everyday.
Narrating his woes, a big city taxi driver says
he can only afford living in the suburbs; his
daily commuting cost is killing him. Opulence
versus scarcity may not be as visible as in an
emerging country as the basic level in the West
is more advanced; there may be no abject
poverty, but stress levels are indeed very high.
The social fabric of the egalitarian society is
coming apart.

Globalization has thrown up a set of cir-
cumstances that Europeans find challenging
to deal with. Europe’s original population is
decreasing; immigrants, mainly from Africa
and Asia are taking over those labor-intensive
jobs that Europeans are not interested in. As
a consequence, immigrant related issues cre-
ate discomfort without anybody willing to

tackle them.
The fear of sudden terrorist attacks
from anywhere in the world has

made security a top-of-mind
subject. Education systems

lag behind more compet-
itive economies. The
fear of AIDS is inter-
fering in lifestyle,
making people in-
troverted, nar-
rowing their

social subsistence. With outsourcing work to
cheaper shores, there is scarcity of jobs in Eu-
rope. Global warming is spelling doom and de-
struction and environmental pollution is quite
visible. And at a holistic level, there is a lack
of leadership and political will, coupled with a
huge distrust in the political system among the
proletariat. The rise of India and China has fur-
ther dented the public’s confidence who per-
ceive this development with more fear and
awe, rather than with realism. This lack of
mental confidence has drastically reduced the
desire level of people in Europe. The markets
have become saturated; somewhere that ex-
citement and dynamism are missing.

Contrast with India
Compare this to the situation in India. Since the
introduction of economic reforms in 1991 and
fully opening up to global markets after signing
the WTO agreement in 2003, people in the
metro areas, urban, semi-urban, and even rural
areas are all prospering. The free market and
global business opportunities, especially in
services, have given rise to financial fluidity in
India. Salaries have risen, there is disposable
income and retail banking is at a high pitch.
From being a protected economy since inde-
pendence in 1947, Indian markets offer the
consumers an enormous choice today. So the
middle class has enthusiastically migrated from
the need level to an immoderate desire level.  

Europe: Pluricultured Continent
Their varied socio-cultural roots and very dif-
ferent food habits have made European coun-
tries pluricultured with an under-current of
intolerance. This introverted approach auto-
matically reflects in the behavior of people
which varies from one country to another.
Business has somehow picked up these char-
acteristics too, with every region requiring cus-
tomized marketing techniques. The
uni-disciplined American way tells you the

easy route to business. Europeans and
Americans, apart from their common
Caucasian heritage, have very few traits
in common. Europe has big business re-
sources too, but being a pluricultured con-
tinent, it has great complexities too.

Traversing the trans-European con-
suming society across all economic
strata today, you will find that their la-
tent desire is to go for products that are
not marketing vampires. They talk about
simple looking products that have their
natural efficiency to function sincerely
with quality that is genuine. After the in-
vention of email in 1972, Europeans
claim there has been no major funda-
mental invention. They don’t see any
visible differences in their essential to
desirable products. Technology has def-
initely enhanced, but it brought in stan-
dardization rather than creating unique
differentiation. So marketing has be-
come suspect, and they say everything
is sold through marketing gimmicks.

The takeout of all European con-
sumers is that all products have become
marketing gimmicks. Their content lacks
the real stuff to be differentiators. Mar-
keting gimmicks alone make the differ-
ence and increase the product price.

Me & I Europe
There is tremendous spread of the

egocentric, iPod-like ‘Me & I’ culture
throughout Europe. The seven-obstacle
steps (see the figure ‘The seven step
cloud’ above) disturbing the mental
peace of Europeans have created a very
different personal benefit lifestyle for

them, especially as personal life security
has become extremely important in
every aspect. Consequently, the social
system is undergoing a change, and
most European products are concentrat-
ing on providing individual satisfaction.
The impact is that the family concept is
no longer the flair of the times; both
hetero-sexual and homosexual couples
live more in partnership and largely
without long-term commitment. There
are people who share living space for
economic reasons because of the spi-
raling cost of living as well as just for
companionship. Those who live alone
can perhaps afford to do so and enjoy
it, but a trend also shows that they can-
not take the stress of sharing, are social
misfits, or have lost a companion. The
impact is creating an altered social sys-
tem, and this has become a platform
that business has to connect to.

Business Opportunity for India
The tremendous opportunity in Europe
can be exploited by Indian business if
they can respect the ‘Me & I’ and pluri-
cultural factors prevalent there. For ex-
ample, traditional, once- sought- after-
and- now- unavailable products can be
identified, produced, branded, and sold
in retail outlets to expand business in
Europe. Such products could at once be
time differentiators, sincere, as well as
inexpensive. They can even be pro-
moted on a platform of “We don’t have
advertising and marketing spends, so
our product price is low. Our product is
sincere and genuine.”

A high level of simplicity can make
the difference for India, instead of trying
to further European aesthetics and func-
tionality in a product. Comfort, of course,
is paramount as it was historically with
European monarchy who achieved it then
by using poor people as slaves. Today,
when the entire population has been ele-
vated into comfort, immigrants are invited
from Africa for manual jobs. Since
lifestyles have further improved in this
digital age, the bulk of the IT, IT-enabled
services, and bulk manufacturing jobs are
being outsourced to countries like India
and China with finicky demand on supe-
rior functionality and quality.

Indian business people can change
from being a supplier to marketer to es-
tablishing a brand with a quality product.
Without compromising on simple looks,
sincere functions, and genuine quality and
by being end-customer centric, India can
manufacture and directly market primary
need products of everyday life for Eu-
rope’s 450 million population. The busi-
ness process can avoid all marketing and
advertising cost of the brand by putting
the entire effort on distribution and retail-
ing in partnering with European business
people to reduce the investment outflow.
Such a route can make Indian branded
products essential for Europeans, meeting
their needs and desire as well.

Conclusion
Japan and Korea brought sophistication
and miniaturization of products to the
West. China excels in low cost manufac-
turing. India has the opportunity of bring-
ing simple looking, sincere functioning and
genuine quality products to the European
market. Becoming a provider of daily use
products for regular or periodic purchase,
the Indian manufacturing system can ac-
quire global recognition which encom-
passes performance of the brand, R&D,
manufacturing, quality, and marketing. In-
dian business will simultaneously be able
to generate jobs and growth for their un-
derprivileged countrymen.  si
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Software
applica-
tions and
the un-
derlying

computing infra-
structure are essen-

tial enablers of business processes in
today’s technology-dependent enter-
prise environment. Almost every sin-
gle business activity - from taking an
order from a customer to delivering
purchased products - depends directly
on the effective performance of the
Information Technology (IT). 

Organizations have used a variety
of tools and approaches to monitor
their networks and ensure optimum
performance of their enterprise IT in-
frastructure. It is clear though that tra-
ditional network management tools
have been stretched to the limit, given
the widespread adoption of multi-tier
applications, distributed computing,
and Internet technologies in recent
years. The arrival of cloud computing,
the latest evolution in IT, creates a
new set of challenges that require in-
novative monitoring tools to help
businesses leverage its cost and effi-

ciency benefits, while mitigating the
risks of underperforming infrastruc-
ture. This article will discuss the lim-
itations of traditional tools, and
review the capabilities of the next
generation tools that are able to ad-
dress the increased management de-
mands of modern IT infrastructure. 

In simple terms, cloud computing
uses virtualization, grid architectures,
and software as a service application
delivery, both inside and outside the
boundaries of the enterprise network.
This computing approach or ‘technol-
ogy’ promises significant cost savings
and business agility compared with tra-
ditional methods of computing. In a
cloud environment, a business applica-
tion, for example, may leverage a com-
bination of in-house vanilla virtual
machines, pre-built storefront virtual
machines from an external cloud ven-
dor (e.g. Yahoo), and an external appli-

cation service (e.g. NetSuite). Further-
more, a variety of network elements
and links make up the required infra-
structure mix to ensure the effective
functioning of the overall application.
This type of complicated environment
requires a new approach to network
management and monitoring.

Traditional network management
and monitoring systems have focused
on measuring and monitoring techni-
cal metrics and trends of individual
elements and components in the in-
frastructure. Although these systems
enable the IT operations team to iden-
tify problem areas from a technical
point of view for a given piece of in-
frastructure, significant gaps exist in
determining the business impact of a
specific problem. If a router and an
external application service fail at the
same time, legacy monitoring sys-
tems offer no way for the Network

Operations Center (NOC) operator to
determine which of these is more crit-
ical or which business services have
been impacted by these failures.
When an isolated issue occurs in the
complex Web of new technologies -
one that may impact one or more
user-facing tasks in a business
process - the current monitoring ap-
proaches are incapable of determin-
ing its impact on the business. 

In order to ensure smooth running
of business operations in a cloud en-
vironment, network management
must move away from point monitor-
ing of IT infrastructure to monitoring
business service availability and per-
formance. It must go beyond just
looking at the performance of indi-
vidual nodes or components to in-
clude a holistic service-oriented view.

To ensure greater reliability of es-
sential processes and systems in a vir-
tual environment, Business Service
Management (BSM) systems can help
enterprises connect business
processes with IT operations to
achieve a more holistic perspective.
By connecting the worlds of IT and
business, BSM solutions are able to
identify the affected business
processes or services when problems
occur in the complex, distributed, and
virtual IT infrastructure. BSM solu-
tions enable preemptive and rapid
identification of business issues, ac-
curate identification of root causes
and quick resolution of problems.

Although the case for BSM is
clear, the path forward has not been an
easy one, given the solution options
that have been available in the mar-
ketplace. Older generation network
monitoring products are not able to
unify fault or event, performance
management, and BSM within one
system, and thus force businesses to
deploy and integrate multiple systems
to get an end-to-end view. This cum-
bersome approach involves linking
multiple disparate applications across
different layers and domains of infra-

structure and business services. These
solutions contain a confusing array of
complicated features, require special-
ized application-specific expertise to
install, integrate and manage, and in-
volve execution of complex projects
to complete an implementation. All of
these add up to a significant invest-
ment in the initial deployment and on-
going administrative support,
resulting in extremely high total cost
of ownership.  

Fortunately, innovative solutions
have emerged to deliver advanced
BSM capabilities required by the en-
terprise, pre-integrated with the nec-
essary underlying fault or event and
performance management capabili-
ties. These next generation BSM sys-
tems leverage two key technical
advantages that enable them to effec-
tively support cloud computing envi-
ronments. 

The first, open and extensible
APIs or data-capture plug-ins for in-
tegrating with external systems allow
for the easy addition of custom moni-
tors to capture availability and per-
formance data from any element
within the cloud computing infra-
structure, whether it’s a new external
Web service or a virtual machine. 

The second, sometimes referred to
as creating ‘service containers’, in-
volve grouping an organization’s IT
infrastructure to create logical, busi-
ness-oriented views of the overall

physical and virtualized computing
network. The ability to link applica-
tions and the cloud computing infra-
structure with business services
creates service containers that allow
enterprise network administrators
monitor for multiple elements of the
infrastructure, generate reports on
service containers, get uptime infor-
mation and realtime status for serv-
ices, and receive alerts if services fail
or exceed defined thresholds.

Next generation BSM systems
provide the ability to define container
severities to support varying business
needs and objectives. Users can spec-
ify rules to indicate when a container
is identified as being in an undesirable
state. For example, if there are two re-
dundant network paths between two
end points, this can be specified in a
business container. If there is a virtual
server farm behind a load balancer
and an outage of some of the virtual
servers does not affect the supported
business service, this can also be spec-
ified in a business container. Simi-
larly, if there is a single SaaS
application that supports the same
business service, the business con-
tainer can be defined to indicate the
status of the business service as being
‘critical’ if the synthetic test transac-
tion with SaaS application fails.

As mentioned earlier, business
processes are increasingly dependent
on a complex mix of IT infrastruc-
ture and applications that extend be-
yond the boundaries of the enterprise
network. A new set of IT manage-
ment challenges have emerged in the
light of the rapid adoption of cloud
computing technologies, such as vir-
tualization, grid architectures and
SaaS. To ensure smooth business op-
erations, organizations need to de-
ploy advanced BSM solutions that
overcome the limitations of legacy
network management tools by pro-
viding realtime visibility into the
availability and performance of busi-
ness services.  si
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Today’s business environment is becoming increasingly complex and
virtual, making the days of holding office meetings with everyone in
attendance, sitting around the conference room table a thing of the
past. Remote employees are working out of their home offices
around the country, or even around the globe. Attendees are calling

into meetings over Skype or using their smartphones while juggling multiple
tasks. Coffee houses and their promise of free Wi-Fi are filled with people log-
ging into work networks. The employee turnover is much higher than it used to
be and contractors are plentiful. With that said, it is no surprise that current eco-
nomic news have become the topic of discussion among us all. As recently as in
December 2009, the United States Department of Labor, Bureau of Labor Sta-
tistics noted the unemployment rate edging down to 10 percent, with the previ-
ous three months averaging 135,000 payroll job losses per month. With layoffs,
salary freezes, and diminished budgets, it’s necessary to look for increased cost
efficiency across-the-board – without sacrificing quality. 

Vendors are plentiful, offering ‘the next best thing’. Businesses are looking
at the best places to cut dollars with the least impact on productivity. And, users
are more conscious of performing with their due diligence and ensuring they are
getting the best value for their dollars. Emerging technology solutions – in the
realm of communication and collaboration – are stepping in to help. 

Communication, collaboration, and cooperation have become everyday terms
in technology and have led to the development and use of a broad range of tools
– including social networking sites like Facebook, instant messaging applica-
tions like Twitter, online spaces, Web sharing capabilities, audio and video con-
ferencing, telephony, and smartphones with access to email and news on-the-go
(the list goes on) – all with the mission of enabling groups of people more eas-
ily communicate and work together in ‘realtime’. Most recently, some of the big-
ger players have jumped onboard with the introduction of Google Wave (an
online tool for realtime communication and collaboration) and Salesforce Chat-
ter (a collaboration application for the enterprise to connect and share informa-
tion securely with people at work in realtime). Frankly, the expression ‘realtime’
has been overused during the past few years and it means different things to dif-
ferent people. Vendors have wanted to present themselves as having realtime so-
lutions so as not to fall behind their competitors. However, this coinage seems to

be taking on an elevated level of im-
portance of late. Web 2.0 platforms
have now made ‘realtime’ to essentially
mean instant. We expect live interaction
and feedback. We can now find out
what friends and colleagues are up to in
a single moment in time, as our work
and personal lives intertwine. Because
today’s users are clearly living in a non-
stop, instant-access world, they need
the opportunity to organize both

The Collaboration 

Tipping Point

planned and last minute interactions on
the fly. Otherwise, they will not be able
to keep up. 

However, in order to collaborate
with your peers and stay ahead of your
competitors, it’s necessary to know ex-
actly what tools are available and what
advantages they can offer for your par-
ticular needs. 

Easy to use, scalable, and afford-
able collaboration solutions are be-
coming a necessity in this fast paced
world of virtual offices and remote
users. As such, many large organiza-
tions are taking it upon themselves
to cultivate enterprise collaboration
strategies and standardize on collab-
oration platforms to allow their em-
ployees, customers, and partners
intelligently connect and interact in
secure, efficient manners with one
another. 

Besides, when evaluating solutions,
the time has come to figure out how to
bring back the personal touch that used
to be the norm before a more virtual
workforce bred the decreased human
interaction we experience so much
today. We are so consumed with find-
ing and using the latest technology that
we often find ourselves interacting with
technology far more than with people.
And, it’s easy to become humanly dis-
connected while remaining technolog-
ically connected. Think about people
you’ve met face-to-face. The natural
human tendency is to associate the per-
son’s name with the face and become
somewhat committed on a new level.
People feel more of a sense of know-
ing, once they have seen you and heard
your voice. Now, think of all the face-
less interactions during your online
sales presentations and product demon-
strations. And then, think of turning
these into interpersonal meetings where
participants interact face-to-face, albeit
in a technological manner. It is time to
bridge the relationship gap. 

If we look at history, face-to-face
meetings were largely replaced by tele-
phonic conferences about two decades

ago. And now, the trend seems to be
moving away from phone conferences
to online video meetings, which in-
crease productivity and allow attendees
to have that more personal touch – in-
cluding live demonstrations and inter-
active visuals, rather than just
visualizing on their own or reading off
of a static slide share. Online video
events offer more flexibility as you can
now consider providing live, interac-
tive training for employees, partners,
and customers. You can host large on-
line events and get your message out
faster through webinars. These emerg-
ing platforms allow you to interact in
innovative ways with large groups at a
fraction of the cost of physical confer-
ences or face-to-face meetings.

Applications that offer a ‘better
than being there’ solution for event or-
ganizers to create, publish, and man-
age video-driven interactions as
effortlessly as they would do with
audio conference calls today – all with
the manageability and high-quality ex-
pected in an enterprise – would domi-
nate in 2010 and beyond. Why does
this matter, you ask? Because these
types of interactive video collabora-

tion services, available around the
globe, save money and time for remote
participants without compromising the
comfort of presence for a truly partic-
ipatory experience. Think of how else
you would need to structure your
meetings – for example, a quarterly
sales meeting without needing to fly
your entire sales force into one office.
The trend now will be to see and hear
each other on a virtual platform with-
out the additional overhead.

When looking for a solution such
as this, I urge you to hone in on one
that offers a purely Web browser-
based software solution for conduct-
ing meetings and webinars. There
should be no need to buy expensive
equipment and or download and install
complicated Internet meeting soft-
ware. The platform should provide a
single solution that is ideal for both
large event broadcasts and conferenc-
ing. It should fit both one-to-many and
one-to-one requirements – and, it
should provide the opportunity for all
participants to interact with both the
presenter and the other attendees.
Lastly, it should be cross-platform to
provide easy access to all.

Imagine scheduling and inviting
customers and associates to your cor-
porate webinars being as easy as mak-
ing an appointment. Imagine having a
record and playback feature for those
unable to attend the first time around
but that provides an experience just as
if they were there from the start. Cou-
ple that with analytics that help you as-
sess the success of your event and
better understand the session attendees
and we’re at a major tipping point in
terms of being able to offer and expe-
rience a truly participative online
event. We look forward to helping
bring this reality to life.   si

TTeecchhnnoollooggyy:: By Sudha Valluru
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Virtualization is being used today by many IT
organizations seeking to reduce their costs and
improve overall agility. There are different
types of virtualization available, the most fa-
miliar being the practice of simulating the be-

havior of a physical IT asset in a software emulator and
hosting that emulator in a virtual environment. This type of
hardware virtualization can help companies better manage
their physical resources, improve their utilization, and in-
crease business agility by removing physical constraints re-
garding resource access, capacity, and data volatility.

Realizing Virtualization’s Full Potential
Most large organizations are in the process of adopting
hardware virtualization approaches during the development
of their enterprise applications. Most often, the key driver
is to improve utilization of physical server capacity. How-
ever, hardware virtualization is not appropriate or feasible
in all circumstances. 

What if we could also apply the benefits of virtualization
to other areas where enterprisesmay spend 60 percent or more
of an enterprise IT budget, such as the extensive development
and delivery costs of these applications? Many remaining crit-
ical challenges can be resolved with the complementary use
of Service Virtualization, which leads to substantial additional
benefits and improved ROI.

Service virtualization (SV) involves the simulation of
software service behavior and the modeling of a virtual serv-
ice to stand in for the actual service during development and
testing. Service virtualization is complementary to hardware
virtualization, and provides a solution to address each of the

aforementioned hardware virtualization limitations such as:
� Providing 24/7 access to the service to support more con-

current development efforts
� Removing system dependency constraints so that you

can test components and complex systems earlier and
more often

� Simplifying test data management across distributed
systems 

� Reducing or eliminating the cost of invoking third party
systems for non-production use

Service virtualization entails capturing the behavior, per-
formance, and data associated with the target system to fa-
cilitate the efficient development and testing of complex,
distributed applications. The opportunities presented by SV
offer significant breakthroughs in productivity and agility
for the entire enterprise application development and de-
ployment lifecycle.

Limitations of Hardware Virtualization 
� Systems that can’t be imaged on a hypervisor:Main-

frames, externally hosted partner services, SaaS, and
cloud based applications are all examples of systems that
could definitely benefit from virtualization, but often
cannot leverage hardware virtualization. In many cases,
these assets are the most mission critical and the most
costly to provide access and capacity.

� Total cost of ownership is far more than hardware:
Where hardware virtualization is possible, it clearly re-
duces the hardware acquisition cost, but that is usually
just a fraction of the total cost of ownership. The major-
ity of the costs comprise of the IT labor overhead of
maintaining the server images, software configurations
(especially when publishing changes to them), installs,
patches, and licensing costs.

� Hardware virtualization is not always appropriate:
A clear example of this is when we are considering the
performance management lab. You might deploy hard-

ware virtualization in the performance lab, but the
basic assumption of underutilized capacity is inher-
ently false when you are driving thousands of transac-
tions into a VM.

Service virtualization can offer a solution to these shortcom-
ings. With SV, we take real multi-tier, distributed software ar-
chitectures, capture their behavior, and bring them into a
virtual environment so that we can interact with them freely
without real world constraints. You can control their behavior,
their capacity, their access, and also control them in the ways
completely unrelated to what the real world would impose.  

Example before Service Virtualization
Let’s assume that we have multiple teams that need to
develop, integrate, and test against an existing applica-
tion with 3 downstream dependencies (starting from the
bottom up):  

Access to a mainframe: There are dozens of project teams,
and each needs access to the mainframe. Yet these teams re-
ceive very limited access, and often during timeslots that do
not align to their project plan. Team leaders will exclaim, ‘I
can’t build or test my application without access to a main-
frame, and yet, I barely ever get access’. This is a persistent
problem that introduces risk, unacceptable delays, lost pro-
ductivity, and added cost.

Access to a database:One team owns a database that is ac-
cessed by others. This database is currently accessible in a
development lab, but multiple test teams need to access the
data, and they conflict with each other and invalidate the
test results.

Access to the Web service:A required web service doesn’t
exist yet, it is under development. The team has a scope and
a due date, but is missing a key dependency.

All of the above are examples of very real world con-
straints - and there are many more. Let’s now apply SV to cap-
ture these IT assets as virtual services and bring them into a
virtual modeling environment where each team can eliminate
these physical constraints and redefine them on their terms.

After Applying Service Virtualization
Let’s look at the same environment with three downstream
dependencies after applying SV techniques (starting from the
bottom up):  

Resolved mainframe access issues: While the mainframe is
accessible, SV involves capturing the traffic between the ap-
plication and the mainframe, analyzing the way that system
responds in, and building a sophisticated, dynamic model of
that behavior which is then hosted as a virtual service that is
accessible 24/7 in a virtual service environment.

Captured test data:We need more than just database access
to have stable, relevant data for testing. We need the ability to
make changes to the database rapidly without impacting other
teams.  SV allows you to recapture up to 50-60 percent of pro-
ductive time on the database by modifying its behavior in an
unconstrained virtual world, as opposed to the physical world.  

Modeled Service under development: Using software, we
can construct a model for that Web service from a WSDL,
XML samples, or other artifacts, so that the teams can go pro-
ductive much more rapidly as opposed to waiting for that con-
tract to be signed, and then waiting for someone to build and
deliver the Web service.

A significant last benefit of this approach is that it requires
no third party access fees or costs for accessing pay-per-use
or pay-for-volume types of services used in the software de-
velopment lifecycle.

Recommendations
Organizations involved in the development and delivery of
complex, modern applications should consider the benefits
afforded by service virtualization. Service virtualization al-
lows development and testing teams access an ever-increas-
ing number of dependent services and systems of record that
are not readily available. It is a strategy for letting teams take
the principles of virtualization beyond the data center and sim-
ulate more distributed, complex environments where sig-
nificant value can be realized.  si

Service Virtualization
Removing Constraints to Modern
Application Development

Service virtualization brings multi-tier,
distributed software architectures into
a virtual environment so that we can 
interact with them freely without real
world constraints

TTeecchhnnoollooggyy:: By Shridhar Mittal
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nology roadmapping, services concep-
tualization, and implementation
…facilitating creation of state-of-the-
art living environments

…keeping pace with the latest tech-
nology trends, future-ready, and fu-
ture-proof
…and a differentiated brand riding on
luxury, convenience, and energy-effi-
ciency
…creating enduring value for all stake
holders through flexible business
models
…a philosophy of upfront investments
and managed services
…convergent and scalable platform
architecture for rapid service deploy-
ment
…easy creation of multi-service bun-
dles and payment options

The user has been placed at the
heart of the system - any service, any
device, from anywhere - single point
of contact to manage all the services
through an intuitive interface, and
VAS plays a prime role here.
VAS offers mobility solutions and this
plays a vital role in achieving business
objectives.
� Mobility provides anytime, any-

where work environment that
helps accomplish the need for
global presence and introduces
flexibility.

� It attracts and helps in retaining the
next generation workforce to ad-
vance innovative practices in the
enterprise.

� It builds on business continuity
practices during a crisis.

� It serves as a flexible solution that
meets customer needs by combin-
ing the entire host of communica-
tion devices into one strong
business device. 

It is understood that entertainment
services, which have been the founda-
tion of Indian VAS industry, will con-
tinue to grow. However, the focus is
also on utility applications that deliver

day–to-day consumer needs and also
enterprise mobility apps that go be-
yond email and provide enterprises the
ability to do their business and im-
prove productivity of their workforce. 
The technology enablers for value
added services are keenly focused in
servicing the Indian industry opportu-
nity including portal management
services for operators and media com-
panies, digital promotion on channels
like TV and mobile for brands, media
agency, and utility VAS services for
consumers like mobile banking. The
network VAS products like data opti-
mization for enhancing QOS and mo-
bile entertainment services like
multiplayer gaming, blogging, and
music experience provided by content
providers with unique opportunity for
content monetization through off deck
portals continue to grow as market es-
sentials.  

With the significant growth of mo-
bile telecom industry worldwide, the
introduction of advanced technology
in the VAS domain is being seen as an
innate evolution of existing telecom-
munications technology. The market
holds a wide scope with the niche
value added services managed by var-
ious telecom and service providers for
specific and yet unexplored markets of
any geography on a global scale. 
For building the success mantra in
India, more service providers will be
required to offer a value proposition to
the segmented market and accordingly
align their business objectives with the

market volume. The enhanced scope
for more and rich value added services
would make a significant difference.
Services like m-commerce, banking,
and location based services will cer-
tainly add to the features and applica-
tions and enhance user experience.
The business objective of offering pre-
mium value added services to the sub-
scribers and to differentiate from the
incumbent mobile operator prevents
the MVNO competing on the basis of
the pricing factor alone. The VAS op-
erators can drive growth with the new
and innovative strategies and can de-
liver the unique solutions to meet their
customer requirements.

Clearly, market penetration and
competition between existing opera-
tors are such that reduced prices can’t
be the sole driver for any new operator
or a service provider wanting to start
a service; differentiation has to come
from the offerings and VAS.

But this impact would still create
an opportunity as existing operators
would look forward to invest in new
avenues for revenue enhancement, and
new business models would be evolv-
ing for consumers, as price would be a
concern. And the mobile VAS compa-
nies would keep on focusing on syn-
ergistic inorganic growth; hence
mergers and acquisitions would be
generally unchanged as compared to a
year ago. 

The innovative practices that have
taken rapid strides, livening up the ex-
pectations of becoming a global tech-
nology hub, will be on a sprint soon
with our futuristic technology provid-
ing a far superior reach to our dreams
- whenever you want it and wherever
you need it. It is based on the premise
of making you find the right choice.
The VAS services are not just confined
to this solution, but belong to a new
lifestyle experience where customers
can find the widest range of innovative
solutions and much more, forging a
winning partnership to build con
verged services for the future.  si

Growth and Innovation
in VAS

With the world going
‘mobile’ these
days, the scope of
enhanced mobility
and VAS services

play a crucial rule in peoples’ lives as
these services offer great scope in im-
proved and effective usability for an
end user. The uptake of MVAS serv-
ices is likely to grow in the years
ahead as the offerings are getting in-
creasingly popular with people. The
rage for going wireless emanates from
the ability to receive or deliver infor-
mation, whenever and wherever
needed. 

The widespread adoption of 3G,
Wi-Fi, PDAs, music players, display
devices, gadgets, and notebooks
among others are inevitable in today’s
world. They assume the responsibility
of adding wings to one’s persona with
the advantage of an effective commu-
nication model. In the converged
world today, VAS offers a great set of
valuable utilities for the end user with
rich and limitless possibilities symbol-
izing mobility.

The ever-growing demands of
today’s consumer are influenced by
the need of ‘digital power’, which of-
fers great functionality than ever be-
fore. With the evolving phase of

technology, the consumer needs have
given a rise to the greater demand for
‘converged media’ and a need of the
services that are centered on our
lifestyle, offering converged multi-
play over a single IP infrastructure,
one service provider, one service por-
tal, one bill, and so on. Thus there is a
need for
… one touch and single screen control
…on demand, interactive, personal-
ized entertainment unified across
screens
…entertainment and information to
follow me, across devices
…intelligent home applications to in-
teract with each other and external en-
tities - the supermarket, the bank, et al.

I Want Tomorrow Today, and Much
More
The importance of offering innovative
services that cater to the demands of
consumers and provide enhanced
wireless solutions has been intensified
by consumers wishing for an enhanced
lifestyle. A vast world which is unex-
plored and untapped yet and offers a
wider scope of communications would
soon become a way of life for many.

With the new emerging technolo-
gies in the mobile market it is possibly
the time to get into advance commu-

nications with mobile enterprises apps.
Mobile initiatives gain high priority
ranking for enterprises as this results
in high productivity of their employ-
ees; also they serve as key drivers for
ROI with process improvement. The
scope of enterprise mobility holds a
strong potential with more user
friendly, easy-to-use versions of email,
calendaring, and corporate portal ac-
cess applications amongst others.

What Consumers Demand
The wide range of demands that pour
in from the customers include:
…on demand, interactive and person-
alized entertainment and communica-
tion, unified across screens
… a single logical control interface for
all services - one portal, multi-modal
access
…retaining control, even when on-the-
move or outside home
…complexity reduction through intel-
ligent home automation systems – net-
worked for minimal intervention
…peace of mind - family safety and
security
…convenience of a single, optimized
bill from a single service provider
…services customized to lifestyles
and optimized for usage patterns
…one stop shop for end–to-end tech-

BBuussiinneessss:: By Jagdish Mitra
The author is CEO, Canvas M

The rage for going
wireless emanates
from the power to
receive or deliver

information,
whenever and

wherever needed
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The rapid expansion of the
IT industry has been a key
feature of economic devel-
opment worldwide. The IT
industry has become a

main source for export earnings and
also a key driver in the transformation
of the domestic economy and its inter-
national interface in several Asian
economies. In the past decades, East
Asian countries have been successful
in capturing a large share of the global
sourcing of IT hardware, and India has
emerged as a major center for off-
shoring of IT services.

These sectors, however, continue
to face multiple challenges such as
the need to respond quickly to
changes in technology and demand.
This is illustrated by the fact that the
IT industry in India went through a
radical transformation in the 1990s
and the 2000s and is poised to be re-
shaped again in the 2010s. The decel-
eration in global demand for IT
following the global financial crisis in
September 2008 and the subsequent
economic recovery phase under-
scored the opportunities and chal-
lenges which the global IT industry
will have to deal with in the 2010s.

This global context and its impli-
cations for India are examined in an
in-depth study entitled “IT Industry in
Transformation: Opportunities and
Challenges for India” authored by
Raja M. Mitra.

The study compares developments
in the 2000s and to what is likely to
happen in the 2010-2020 period. It con-
tains analysis of the global economic
slowdown in 2008 and 2009 as well as
long term IT-BPO industry transforma-
tion issues as manifested in the revenue

earnings, industry linkages, human re-
source, finance, and industrial organi-
zation and innovation developments. It
highlights opportunities as well as fac-
tors constraining growth and provides
growth scenarios for exports and the
domestic market for the 2010s. Fur-
thermore, it points to key corporate
strategy and public policy imperatives
and lessons in enabling continued
growth of the IT-BPO industry and the
offshoring business in India and inter-
nationally.

This study identifies three major
growth scenarios for the IT products
and services industry and the BPO sec-
tor in India for the 2010-2020 period.

�� The low growth scenario: IT-
BPO industry revenue reaches
$185 billion level by 2020 out of
which exports accounts for 140 bil-
lion while the domestic market ac-
counts for 45 billion. This implies
an especially substantive decelera-
tion of IT-BPO industry growth
compared to the 2000s.

�� The medium growth scenario:
IT-BPO industry revenue reaches
the $255 billion level by 2020 out
of which exports accounts for 200
billion while the domestic market
accounts for 55 billion. This im-
plies that IT-BPO industry growth
is substantial but significantly
lower than in the past.

�� The high growth scenario: IT-
BPO industry revenue reaches the
$350 billion level by 2020 out of
which exports accounts for 270 bil-
lion while the domestic market ac-
counts for 80 billion. This implies
that overall IT-BPO industry
growth will grow at comparatively
higher rates but the CAGR will still
not reach the 2000s level.
The study asserts that medium

growth scenario appears to be most
likely and hence it is viewed as the base
line. This scenario assumes a gradual but
robust recovery in the global economy.
All three scenarios project that much of
the dynamism in IT-BPO industry de-

velopment in India will continue to be
driven by the offshoring business. How-
ever, unlike the 1990s the rate of growth
in the domestic market may be at par
with or higher than in exports. The size
of the domestic market will be substan-
tially larger than in the 2000s. Neverthe-
less, the actual size of the export
business would continue to be several
times larger than that of the domestic
market.

The targets of IT-BPO industry
growth presented may at first sight ap-
pear ambitious but are, in fact, rather
modest if compared to the performance
in the past. According to the medium
growth scenario, total revenue would
need to grow at a CAGR of around 14.3
percent to achieve the $ 255 billion tar-

get in 2020. In the high growth scenario
the CAGR would be around 17.6 per-
cent. These growth rates are significantly
lower than what has been typical in the
1990s and 2000s.

Saturation in addressable demand is
unlikely to be the principal factor lead-
ing to deceleration of growth in the IT-
BPO sector in India in the 2010s and
beyond. Rather, the prime reasons for a
gradual slowdown in the industry’s
growth rates are poised to be insuffi-
ciencies in the supply and inadequate
use of skilled human resources as well
as the overall business climate develop-
ments.

Several factors indicate that the IT-
BPO industry in India will grow at dou-
ble-digit levels during the 2010s. The
key strength driving the Indian IT-BPO
industry is entrepreneurial dynamism
and the access to a large pool of skilled
manpower at comparatively low costs.
This is reflected in the fact that India
ranks number one among developing
countries in terms of offering a favorable
setting for offshoring of IT-BPO serv-
ices. Its comparative advantage in the
offshoring oriented IT-BPO services in-
dustry development is mainly described
in terms of the labor-arbitrage ‘model’ in
which low cost for human resources is a
central component. These developments
reflect India’s ‘first mover’ advantage in
many aspects of the business of off-
shoring of IT software and services and
BPO to developing countries. 

The magnitude at which India based
companies developed the scale and
scope of their operations in India and in-
ternationally is hard for smaller emerg-
ing market economies to match. India
continues to have the largest pool of
skilled human resources besides China.
Indians along with other Asian people
play a central role as employees in IT
and other knowledge-based industries
worldwide. Also, the IT-BPO industry in
India has swiftly moved into newer busi-
ness niches. 

The Indian economy, and the IT and
BPO industry in particular, has under-

gone several phases of transformation.
Principal factors driving this transfor-
mation have been changes in demand
and supply, coupled with change in tech-
nology, business processes, human re-
source and institutional capabilities,
public policies, and more broadly the
overall investment climate. The decade
of 2010s is poised to imply new phases
of radical transformation in the scale and
scope of the IT-BPO industry operations
and the role of IT based technology in
India and globally.

Much of the burden to respond ef-
fectively to the opportunities for further
development of the IT industry prima-
rily falls on the IT-industry itself and the
corporate end users. The immediate re-
sponse typically comprises of cost cut-
ting and renewed marketing measures.
Such efforts are, however, typically not
enough. In addition, it is essential to con-
sider special measures to improve pro-
ductivity and foster long term growth
prospects, the latter including develop-
ment of ‘new’ business segments and
markets and also investing in new tech-
nology solutions as well as business
processes.

Moreover, government policies and
corporate strategies need to fully ac-
knowledge the heterogeneous nature of

the IT-BPO industry. The priorities and
requirements within the industry differ
depending on business segments, the
size of a firm and whether a company
primarily focuses on exports or the do-
mestic market.

Furthermore, it is essential that the
government, the corporate sector, or oth-
ers are active in formulating ideas and
specific plans and projects regarding
what should be done. However, such
ideas and projects must be well
grounded in terms of what is doable.
Also, there has to be a clear sense of, and
commitment to, prioritization.

India constitutes an example of a
country which has begun to emerge as
a significant power, in high technology
industry with the IT-BPO offshoring
industry being a prime illustration. If
handled well ,the IT-BPO industry of-
fers the possibility of India becoming
one of the world’s leading powers in
IT and other areas of knowledge-based
industries both in terms of production
and innovation.  si
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IT Industry in Transformation:
Opportunities and Challenges for India

The magnitude at which India based companies have
developed the scale and scope of their operations in
India and abroad, is not easily achievable for smaller
emerging market economies
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For many of the technology
enthusiasts, the launch of
Apple iPad is quite a land-
mark event this week. There
is a popular belief that we

may be seeing the emergence of a new
platform for application developers.
The Apple Tablet sits right in between a
phone and a laptop, which many believe
is a better device than the much touted
netbooks in the same price bracket. The
reason I wanted to discuss the Apple
tablet is to explore some ideas on how
this new form factor device might en-
able new classes of application. It truly
can be a game changer – and hence a
real opportunity for innovation and
startups. I foresee the far reaching im-
pact of devices of this type, creating a
whole media consumption experience
for global consumers.

First True ‘Lifestyle’ Device
Laptops were invented for productivity,
and iphones and smartphones primarily
for communication. Each of these de-
vices heralded a whole genre of soft-
ware applications. Laptops gave birth
to a myriad of productivity software
back in the late ‘80s and ‘90s. The same
is true of the iphone and smartphones
around early to mid 2000’s; they led to
a large number of ‘mobile’ applications
for communication and entertainment.

Tablet form factor is primarily de-
signed for consuming digital media,

and therefore for engaging and enter-
taining yourself. It can be used for pro-
ductivity or communication, but that is
not the primary purpose of this device
platform. This genuinely promises to be
a lifestyle device.

Emergence of New Class of Web Ap-
plications
Software developers and entrepreneurs
will see the iPad environment as a very
powerful platform to create compelling
and entertaining digital media experi-
ences. Movies, music, videos, images,
and audio can all be ‘meshed’ together in
a new class of interactivity, enabling new
forms of media creation. When the print
media was invented, it led to books and
magazines, television led to the video
media, iphone led to a myriad of iphone
apps. The Tablet will require a new class
of ‘media’ application, which will bring
out the entrepreneurial creativity yet
again. Killer applications on these
lifestyle devices are of course the obvi-
ous ones like games, music, movies, and
ebooks. But more importantly, the new
form factor and the touch screen interac-

tion model will create a whole range of
applications that are not obvious to us
today. 

’Out of the Box’ Thinking Required
Whenever you have a new platform, it
requires a fresh thinking and a new ap-
proach. This is an amazing opportunity
for entrepreneurs if one can figure out the
‘out of the box’ idea that creates a com-
pelling application on this platform. For
example, can you build applications that
will leverage consumer mood and enter-
tain them in a given way, moving the col-
lective ‘mood’ of the crowd in a certain
direction? Or can you think of how
everyone in the kitchen might use this
device collectively or folks who are trav-
eling on trains and consuming a new
class of media together? I don’t have the
billion dollar idea, but the important
theme here is to use this phase shift in the
market to rethink how websites are built
and used, how Web applications are pre-
sented for this lifestyle device, and how
consumers might adjust their lifestyles
around these devices. It needs rethinking
and creativity.

I am personally looking forward to
see a whole lot of these iPad applica-
tions coming out of the SiliconIndia
community, building upon the entre-
preneurial energy of this community;
but as a consumer I am also looking
forward to consume and relish many
of these lifestyle applications.  si

AAppppllee  TTaabblleett
WWhhyy  iiss  iitt  aa  

BBiigg  DDeeaall??

Whenever you have a new
platform, it requires a fresh
thinking and a new 
approach; it is an opportunity
for entrepreneurs to innovate
new apps

The way the human desire
changes and the way the priority
of any particular consumer
group or community changes,
you need to change tour mar-

keting tools accordingly, replacing them with
more upgraded and better poised ones to target
the consumer.

To cope with the fast moving social
changes and the value system you have to be
very specific; these days every thing gets ob-
solete in a short span of time, and one has to
look out for the better and special aspects of
change.

It has been evident not only in the FMCG
or consumer durables field but in all the seg-
ments of the market. All segments of the mar-
ket witness rapid changes disregard of whether
it is a product or service segment, no one is
spared.

The first and the foremost panic button for
any marketer is the rival product. The com-
petitor offering something new and better at a
cheaper rate than them is the cause of all
alarm.

So how to tackle this problem without get-
ting out of the market at a reasonable cost and
effort is the question of the hour.

Well, looking at the problem more pre-
ciously, the problem itself is offering the solu-
tion. The event, which is happening in front of
us is that a cheaper and unbranded product is
taking the place of a branded and established
one. All ethics of brand loyalty and consumer
choice in repeated sales is remotely over; it has
been limited to the upper segment of the mar-
ket.

No manufacturer leaves a single stone un-
turned when it comes to economy and inno-
vation.

In this situation, the major disadvantages
to the marketer is unwanted inventories, in-
sufficient return on the money spent on pro-

motion, and sales force training.
In this scenario the better solution is

‘throwing with the winds and get thriving’.
This is the most successful and economical
route for any marketer to follow. And I am not
completely but partially convinced with that.

Why and how? I will tell you now. Every
one of us knows that you can not stop the tor-
nado, but you can certainly bend yourself
down to safeguard yourself when the most
devastating force is on you and again stand up
straight and move forward with firm steps.
Similarly, if you are in the marketing field and
being worst affected by the hierarchy of
cheaper and unbranded products flooding the
market, be relaxed and don’t lose your hope,
the days of good and quality products will def-
initely be back within some time, once the tor-
nado of cheaper and unbranded products is
over.

Living in a civilized society surviving on
market economy you no longer have anything
for permanent, but everything has to be
stopped at a certain level.

The most prominent adverse factors are
cheaper labor, unreasonably cheap raw mate-
rial in certain regions of the world, short-
sighted goals of certain governments, and the
marginal policy which comes in the way of the
standard manufacturers. But these cannot be
stretched beyond a limit. Because once the la-
borers come to know about their rights their
employers will no longer be able to exploit
them, the cost of raw material will definitely
shoot up once the demand increases beyond a
limit, and the world trading body will defi-
nitely wake up to the alarming reality of vio-
lation of international trading norms by
defaulting nations that undermine the interests
and well being of their populations. The man-
ufacturers will definitely be exhausted soon
due to lack of R&D and certainly lag behind in
offering newer products. The marketers will

be discouraged by thin margins, disloyal con-
sumer attitude, and lack of competitive prod-
ucts. This way, they will also have to leave
behind the idea of cheaper unbranded products
and either abandon the business or opt for bet-
ter and genuine products. Because no one
wants to live on cheap products for ever.

So, you will have to have a dual approach
to tackle this challenge to be in the business
and sustain your growth. At one point you
don’t leave premium goods in your shelves,
undermining your potential to enhance your
profits and also do not put in all your effort to
promote the sales of cheaper and unbranded
goods, and would like to keep a balance be-
tween these.

Right now keep both the goods in your in-
ventory, and depending on requirements let
people have fun with cheaper goods, once the
honey moon is over they will have to look for
better and reliable goods. Lack of after-sales
services, guarantee or warranty on vital parts,
and shortage of replacement parts will make
people tired with such products or services that
trigger the unwanted increase in their day-to-
day budget due to repeated purchase of the
same goods. 

So the days will soon return for quality,
branded products that automatically result in
enhanced brand loyalty, just as a person who
has burnt his tongue with hot milk will be too
cautious to taste even lassi and will choose
to go for reliable time-tested offerings.

So it is not a time for panic, but for in-
trospection that how you can have further
innovative approach towards sales and mar-
keting and putting in more efforts in devel-
oping better marketing tools that can
withstand the pressures of the cheaper
goods and counter the prevailing disloyal
consumer approach towards the branded
products. As the saying goes, “Where there
is a will, there is a way.”

Blog
http://blogs.siliconindia.com/

Author: Bakul Valambhiya 
CEO, Freeman KPO Consultants

http://blogs.siliconindia.com/HearMe/

WWhhyy  YYoouu  NNeeeedd  ttoo  UUppggrraaddee  YYoouurr  MMaarrkkeettiinngg  TToooollss??
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RANK COMPANY

Stock Price
INR Closing
28.01.2010

52 Week
HIGH

52 Week
LOW

% CHANGE IN PRICE
4 Weeks 52 Weeks

CAPITALIZATION
In Rs. Crore

INDIA INDEX
Index of the top tech public companies in India

Infosys Technologies
Tata Consultancy Services
Wipro Ltd
Tech Mahindra
HCL Technologies
Mahindra Satyam 
Mphasis 
Financial Technologies
Patni Comp
GTL Ltd
Rolta India
HCL Infosystems
Mindtree
Moser Baer
CMC Ltd
Polaris Software
NIIT Ltd
Sasken Communications Technology
Sonata Software
Subex Systems

2492
742
675
997
347
100
669
1490
462
408
198
133
584
74
1230
161
68
178
53
66

2564
829
756
1011
388
129
797
1735
530
425
210
189
747
115
1440
204
79
181
62
102

1040
358
197
205
87
35
141
382
94
214
41
65
181
40
257
36
14
35
13
19

-1
2
0
0
-5
4
-8
12
-1
0
7
-16
-16
-10
-6
-9
-1
-1
27
-25

94
46
191
343
205
115
346
200
300
85
135
53
180
15
328
264
198
296
227
131

143060
144913
98760
12095
23297
11811
14038
6852
5982
3921
3203
2937
2291
1249
1863
1593
1126
482
557
315

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

RANK COMPANY

Stock Price
(US$)Closing
01.28.2010

52 Week
HIGH

52 Week
LOW

% CHANGE IN PRICE
4 Weeks 52 Weeks

CAPITALIZATION
In $ Millions

U.S INDEX
Index of the top tech public companies in U.S founded
and managed by Indians

Juniper Networks
Cognizant Tech.  
Microchip Tech
SanDisk Corporation
Syntel
Keynote Systems
Qlogic Corporation
Tibco Software
Sycamore Networks
Cavium Networks
Aruba Networks
Infinera Corporation
Netezza
Ixia
NetScout
iGate
EXL Service holdings 
OSI Systems
Isilon Systems

25
46
27
30
34
10
18
9
20
23
11
7
10
8
15
10
18
28
7
2

29
49
30
32
50
12
21
10
37
25
12
11
12
8
16
11
19
33
7
3

12
17
18
8
17
7
9
4
2
8
2
6
5
4
6
2
6
11
2
1

-4
4
-6
19
-9
-7
-1
2

879
-1
13
-20
7
14
2
2
1
35
-1
7

41
127
40
136
46
13
50
61
714
167
291
-17
61
28
-1
116
95
141
119
107

13150
13580
4890
6830
1410
142
2080
1540
556
954
973
707
610
477
591
564
516
495
445
123

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20

JNPR
CTSH
MCHP
SNDK
SYNT
KEYN
QLGC
TIBX
SCMR
CAVM
ARUN
INFN
NZ
XXIA
NTCT
IGTE
EXLS
OSIS
ISLN




