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Introduction 
VitAL Magazine is a UK based business-to-business journal for senior professionals who are 
concerned about the business issues surrounding the implementation of IT and how this process 
impacts the business. Published by 31 Media, on a a bi-monthly basis, and distributed to over 10,000 
senior level professionals VitAL Magazine is a must read for anyone serious about modern business.

Each issue of VitAL Magazine is packed with thought leadership articles, opinion pieces, case studies, 
dynamic news stories, research fi ndings, and witty columns, that cover pressing topics ranging from IT 
Service Management, Cloud Computing, Network Infrastructure, Security Management, right the way 
through to corporate social responsibility & green issues, best practice, strategy, and leadership. 

The role of VitAL Magazine is that of information provider and voice of the industry and as such the 
publications mission is to ensure our readers benefi t from independent, insightful, and cutting edge 
editorial that refl ects new thinking and trends in an ever changing market.  Each issue aim’s to give our 
readers vision, inspiration, and the knowledge required to re-think and implement new strategies that 
improve the overall performance of the business.

Readership 
VitAL Magazine is a bi-monthly publication that looks at the various key elements, attitudes, and 
trends of modern IT management and the impact this has on the business. Due to the uplifting, clean, 
and dynamic approach of the editorial the VitAL Magazine brand has become synonymous with 
cutting edge content that pushes boundaries and challenges its readers. What this means is that 
VitAL Magazine has become a respected route to market for advertisers and a must read for those 
professionals that are serious about the management of IT and how it defi nes today’s 
business operations.

Over the years VitAL Magazine has grown to become the marketing leading journal for those 
professionals seeking guidance and solutions to the various complex challenges they face. 
The publication is also renowned as a key source of information for those who are looking to keep 
up-to-date with best practice processes and market trends. By publishing content of this type it will 
come as no surprise that the readers of VitAL Magazine tend to be ‘C level’ professionals, directors, 
heads, and senior management, who are all ultimately responsible for managing, sourcing, and 
implementing solutions and change to ensure their businesses function at the forefront of today’s 
technological society.
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“Where ITIL adoption is concerned, opinion and information sources are widespread but often lack the voice of experience. VitAL magazine 
is clearly providing organisations that are embracing IT service management with practical and inspirational advice on ITIL adoption and its 
benefi ts, a welcome source of information.” Patrick Bolger, chief evangelist, Hornbill Systems.
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Distribution

� Finance, Insurance, & Banking – 31% 
� Local Government – 18% 
� Retail & Leisure – 18%
� OEM & Industry – 13%  
� Telecoms & Utilities – 11% 
� IT & Professional Services – 7%
� Other – 2% 

Total – 100%

Circulation Breakdown

� CIO’s & IT Directors – 3152
� Head’s of IT & IT Managers – 2913 
� IT Service, Network, & Security Management – 1025
� Helpdesk/Service Desk Managers – 991
� Sales, Marketing, & Operations Management – 832
� HR & Training Management – 668
� CEO’s & MD’s – 589
� Finance Management – 205 
� Other – 298

Total – 10,673 (Average Net Circulation November 2009 – September 2010)
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THE CONCEPT of consumerisation 
is a macro-level social and business 

trend that is multi-faceted. The term 
‘consumerisation’ refers not only to the 
increase of consumer-oriented technology 
and behaviours in our daily lives, but also to 
the introduction and expansion of consumer-
oriented technologies such as the tablet 
devices and smartphones into enterprise 
IT strategies. In light of this evolution, we 
are starting to witness business adoption 
of consumer norms, and as a result, a 
generational shift is occurring. 

In a nutshell,, the purview of enterprise IT 
is no longer a dogmatic discussion about 
mainframes, servers, networks, desktop 
support and business applications. Consumer 
technology is clearly becoming a big issue 
for IT in the workplace, with the exponential 
increase in personal form factors, such as 
tablet devices, smartphones and fl ip video 
cameras. The statistics also underline this 
point. According to a recent report by analyst 

Gartner, worldwide smartphone sales grew 
by 50 percent during the second quarter of 
2010, with Google Android becoming the 
third-largest operating system with total sales 
passing 10 million units for the fi rst time. 

In addition, the onward march of 
consumerisation is strengthened by 
collaboration technologies like Skype 
and the uptake of social networking sites 
such as Facebook and Twitter. The robust 
and game-changing popularity of these 
increasingly innovative technologies and 
communication channels mean that 
consumerised IT will have a far bigger 
impact than was originally envisaged in and 
on the workplace and how companies 
interact with their staff, consumers and 
other stakeholders.

Consumerisation also means that the 
ubiquity of IT opens up new possibilities for 
information access, availability, and sharing, 
resulting in the accelerated influence of 
consumer information on business strategy. 

www.vital-mag.net16   VitAL : November / December 2010

Can consumer attitudes 
really change the face 
of enterprise IT?

With the triumph of new portable IT and communication 
technology, Ferenc Szelenyi, vice president EMEA public 
sector services at Dell Services, explores the growing 
consumerisation of IT in the workplace and explains how 
organisations can best position themselves to take advantage. 

With the triumph of new portable IT and communication 
technology, 
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IN OFFICE-BASED environments there 
are limited opportunities to reduce carbon 

but many offi ces are unaware that in some 
cases IT represents over half the overall 
energy usage. Many large organisations 
already have environmental policies but 
these often overlook the contribution of 
the IT department and can contain false or 
misleading claims that are easily identifi able 
as ‘greenwash.’ 

The survey
In order to create a snapshot of attitudes and 
green IT adoption in UK businesses, earlier 
this year Externus undertook a survey in 
which we invited individuals from a variety of 
different organisations to submit their views. 
The professionals who responded included 
IT workers, directors, and CEOs, from 
enterprise organisations, in sectors including 
fi nance, telecoms, retail, local government 
and healthcare. 

In some areas, the results were largely as 
expected, but in other areas we were surprised 
that many professionals were uninformed, 
particularly in relation to green legislation 
which could result in the company facing 
fi nancial penalties. 

Another signifi cant outcome of the survey 
was the discovery that responsibility for 
implementing green measures in businesses 

Not my department?   
A recent survey by the green IT specialist Externus revealed that 
responsibility for green initiatives is unclear in many businesses. 
Here, managing director Murray Sherwood discusses the fi ndings 
of the review and explains why it is essential that organisations 
defi ne and implement company-wide green IT strategies.

A recent survey by the green IT specialist Externus revealed that 

is being taken-on by staff in a variety of different 
positions and it is not always clear who is 
responsible for green strategies.

What is being done in practice?
Most businesses surveyed (89 percent) 
reported that paper recycling facilities were 
available in their organisations and that 
equipment was turned off when not in use in 
three quarters of companies. Plastic recycling 
was undertaken at 67 percent of organisations, 
with glass in slightly fewer (58 percent). Printers 
had been set up to print double-sided in 59 
percent of companies and just over half 
were applying advanced IT strategies such 
as virtualisation. Fewer organisations (35 
percent) prioritise ‘green’ business supplies 
when purchasing materials.

Why isn’t everyone going green?
Eighty percent of organisations said that 
green issues were important to their company 
because they believe that all businesses have 
an ethical responsibility.

Other reasons for ‘going green’ included 
improving customer (54 percent) and industry 
(40 percent) perception. In 38 percent of 
organisations, green measures were written 
into existing business policies, while 24 percent 
said that legislative requirements were a 
motivating factor.

The small percentage that admitted green 
issues were not important to their business 
said that it was because they did not see the 
business benefi ts (16 percent); or they did not 
want staff to ‘waste’ time (14 percent). In a small 
amount of cases (fi ve percent) respondents 
feared that highlighting green issues in the 
organisation may lead to unwelcome criticism 
from external sources.

In terms of business priorities as a whole, 
the three major objectives for organisations – 
many of whom are still feeling the effects of the 
economic downturn – were identifi ed as profi t 
growth/sales (54 percent), generating new 
business (20 percent) and making effi ciencies 
(21 percent).

What contributes to carbon 
emissions in businesses?
Energy is used in buildings for space heating, 
cooling, ventilation, lighting, hot water 
and for electrical appliances. Combined, 
these applications result in buildings being 
responsible for about 40 percent of all UK 
CO2 emissions. 

In the research fi ndings, most respondents 
believed that heating and air conditioning 

generated the most carbon emissions (44 
percent). Twenty-eight percent said that they 
thought transport had the biggest impact, 
while the IT department was identifi ed by just 
21 percent.

All of these necessary business requirements 
contribute to a company’s carbon footprint 
in different ways. IT, for instance, is directly 
responsible for the production of substantial 
amounts of greenhouse gas emissions, 
electronic waste disposal and toxic 
production methods.

Who is responsible for 
green improvements?
The majority of the UK professionals 
surveyed (34 percent) reported that, in 
their organisations, directors and senior 
management were in charge of green 
initiatives. For other businesses, responsibility 
was mixed; 13 percent said that it fell to a 
dedicated ‘green’ person, while 17 percent 
identifi ed the facilities manager. 

Over half of individuals surveyed (56 
percent) said that green improvements are 
on their company agenda, while a further 
30 percent said that they are ‘occasionally’ 
planned for. Just eight percent reported 
no plans for green improvement, while six 
percent did not know.

The results show clearly that, in most 
organisations, the desire to make 
improvements – whatever the motivating 
factor – clearly exists. Yet for any changes to 
be successful, the green IT process should 
be holistic and therefore requires commitment 
from all areas of the business.

When asked directly who was responsible 
for implementing green measures, it 
was overwhelmingly CEO-level or senior 
management (34 percent). For other 
businesses, responsibility was mixed; 13 
percent said that it fell to a dedicated ‘green’ 
person, while 17 percent identified the 
facilities manager. 

Other roles identifi ed as having environmental 
policy responsibilities included office 
managers/ administrators (six percent) and 
human resources (four percent). Eight percent 
said that they did not know and 11 percent 
said that nobody within the organisation 
held responsibility.

Defining or understanding who in the 
business holds responsibility is of great 
importance if sustained green improvements 
are to be made. A potential reason for 
the failure of green IT, or indeed any other 
change management programme, is 

According to Gartner, 

who listed ‘IT for 

green’ as one of its 

top ten strategies 

for 2010, IT is an 

enabler for other green 

initiatives. The use of 

IT, particularly amongst 

white collar staff, 

can greatly enhance 

an organisation’s 

green credentials by 

promoting the use of 

e-documents, reducing 

travel and teleworking. 
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Just being in the middle 

of the herd – doing the 

same sort of things that 

other companies are 

doing, using standard 

confi gurations and 

standard software, 

keeping it up to date 

and within performance 

tolerances – is still no 

guarantee of survival.

Will the relaxing of change freezes, usually introduced during a holiday or 
peak period, bring out lurking latent crocodiles in your IT infrastructure? 
Steve White, senior consultant at experts in IT process improvement, 
Kepner-Tregoe, gives practical advice on how IT gazelles can avoid a 
potentially nasty end.

Lurking latent crocodiles   
Will the relaxing of change freezes, usually introduced during a holiday or 

WHAT KEEPS a gazelle awake at night? 
It might be the thought of the lurking 

latent crocodiles that inhabit the rivers and 
waterholes of business, waiting to pounce 
on the herd without warning. 

For a gazelle, being in the middle of the herd 
– rather than on its exposed fl anks – is critical 
to survival. In our world, we recognise the 
effect of this survival instinct when a company 
releases a new operating system. The early 
adopters will load it and play with it, but few 
will immediately use it as a core business tool. 
The clever gazelles wait until the waters have 
been tested fi rst. Clever gazelles also know to 
keep up and not become stragglers – or suffer 
the consequences. 

Four classic ways IT 
accidentally fi nds itself 
on the edge of the herd
Analysis by Kepner-Tregoe of the 
most commonly occurring errors IT 
departments make that expose themselves 
to crocodiles are:
1. By forging ahead without clear risk 

management:
•  Loading newly released and untested 

code onto production equipment;
•  Installing and commissioning untested, 

just released hardware into a production 
environment;

•  Loading production workload onto 
untested confi gurations;

•  Emergency change controls during 
‘shotgun’ style troubleshooting.

2.  By getting behind by not changing current 
systems:

•  Using core business software which is no 
longer supported;

•  Using hardware in production that is 
unsupported.

3.  By confi guring exotic solutions:
•  System integrating hardware and 

software to make the system a one of a 
kind;

•  Changing core code to make the system 
unique.

4.  By confi guring exotic loads or profi les:
•  Overworking the system beyond its 

capabilities;
•  Extreme tuning of software and fi rmware 

parameters for a given application;
•  Reaching a saturation point where 

the system moves from linear fl ow 
to turbulence.

Pest control – ensuring you 
stay ahead of the competition
Just being in the middle of the herd – doing 
the same sort of things that other companies 
are doing, using standard confi gurations and 
standard software, keeping it up to date and 
within performance tolerances – is still no 
guarantee of survival.

The very worst IT incidents we see as 
Kepner-Tregoe consultants are a 
combination of a number of latent, visible 
and undiagnosed problems and poorly 
completed changes which have conspired 
to cause a ‘miracle’. Usually miracles 
are considered an amazing or wonderful 
occurrence. I speculate that to bring together 
the undiagnosed problems in just such a way 
as to cause a catastrophic failure can also be 
miraculous, just in a bad way.

Let me take the example of a Fortune 500 
global company who use IT systems like 
everyone else does: to receive orders, plan 
manufacturing, schedule deliveries and issue 
invoices on current hardware and very popular 
software. The IT department temporarily lost 
the ability to know what to manufacture, ship 
and invoice for about three weeks. The incident 
did not reach the media as it was handled well 
and the company continues to thrive. However, 
during those three weeks the crocodiles were 
right in the middle of the gazelles and had 
acted in uncoordinated ‘concert’ to bring the 
core business IT systems down.
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