quocirca

Business and IT Analysis

Valuable Business Connections

A review of SMB communications needdixed, mobile or unified

March 2010

The average smabusiness is becoming highly dependent on multiple forms
digital communications, but the technology choices are increasingly comg
and come at a cost. With this backdrop, how can small and medium si
companies assess what best fits their needs, anaia paying too much to keeg
the communication flowin@

Rob Bamforth Clive Longbottom

Quocirca Ltd Quocirca Ltd

Tel : +44 1962 849746 Tel: +44 1189 483360

Email: rob.bamforth@quocirca.com Email: clive.longbottom@quocirca.com
#easynet An independent report by Quocircatd.

connect sy cor quocirca


mailto:rob.bamforth@quocirca.com
mailto:clive.longbottom@quocirca.com

Valuable Business Connectio = March 2010

ValuableBusiness Connections

A review of SMB communications needdixed, mobile or unified

Businesses of all sizes adopt technology to make them npyoeluctive, cost effective or flexible
and help them compete. Over the yearthe adoption of tools such as mobile phones, wireless
laptops, the internet and email have all been driven by such expectations. Small aadium-
sized businesses (SMBs) are oftat the forefront as it can give them a lead on their larger
competitors. But what starts as a useful extra todbr a few soon becomes the acceplenorm
for all, bringing further challenges and costs.

e The internet has become a vital conduit and tool forany SMBs
Widely accepted as a fundamental part of business IT, the internet has moved far from its academic routes.
Around two thirds of SMBs have been online for over 5 years, and for more than half of these companies, this
commercial use of thénternet is part of a formal business strategyround a third of SMBs are selling online,
over a quarter are using IP telephony, and one in six have some form of network video collaboration capability.
The internet is now a central element of the businesal the working life of its employegand its selection
process must bear in mind the impact of current and projected usage

o Email addresses and mobile phone numbers are the primary business contact points for all employees
An email address and mobilehpne number are the most consistent and prominent contact points on SMB
business cardsSurprisingly, the fax machine is not yet defunctnaany still have its humber on their cards
more so than list a web addred8eyond telephony and text messaging, m&iBs use mobile phones for email,
web browsing and instant messaging both inside and outside the offieen at a desk with a fixed phone, the
mobile is the first preference for many employees wanting to make a call, despite the difference in cost.

e Working from home is widespread, bus not ideal for communications andk still relatively ad hoc
Most small businesses have some employees working at least part of their time from honferaadjuarter of
them, this applies to more than 10%f the workfor@. Most of these employeesare provided with a laptop
computer, around half a mobile phone, and a third of employers pay for home wdékleradband connection,
but there is less support for fixed phones or PBX integrafidore than a third of SMBs notice problems getting
mobile phone coverage at workut at homethe problem isif anything worse, with almost half of companies
noting that some employees have difficulty getting coverage on their business mobile while at hom

¢ Communicationscosts are high, assistance tmderstand andcontrol them would be valued
The flexibility especially of mobile communicationsight be worth it, but costs are still an issilgMBs are open
to ideas like fixetimobile convergence offering both services from a single deviceroviding it delivers value
without requiring substantial upfront investmenitlost of them think this is an area where mobile operators can
help, giving those operators an opportunity to grab fixed call minutes and tmgen

Conclusion

Technology advances are creating all sorts of new method®mimunications and the IT and telecoms industries
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Convergenc@However for SMBs the problem is not one of converging technologies, but simplifying the way they
communicate.Their core need is one of capable arabust connectivity. This means internet connection services
providing sufficient bandwidth, responsiveness andatglity and for mobile connections, decent quality, coverage

and flexibility.What they need to seek from their suppliers is an understandinthefebasic communications needs

They need to then be presented witiroducts that meet those needs simply aimd a way that does not try to

radically change the current working practices of the business, but allows them to evolve.
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1. Introduction

All forms of communication take time to become
established Businesses, especially small and medium
sizes ones (SMBsheed to feel confident in the
application of technologyhat they will probably come

to rely on.

When mobile phones first appeared, few realised how
quickly the suitcassized bricks would become so
small, powerful and ubiquitous. Many early users
were the self employed, as it allowed them to get new
business while working on the current projectow a
standard too) the mobilephone delivers data as well
as voice, and cellular networks provide access to
laptops and handheld computers for mobile datad
voice through IP telephony.

Fixed line networks have also changed as high speed
and pervasive data communications volumes have
overtaken the long standing voice telephony traffic.
The evolution from discrete networksbased on
proprietary protocolsinto a universal network based
on common standardsaround the internet, has
encouraged an explosion of application innovation
and driven down basic communications costs.

From the outset of its commercial boom, the internet
extended the reach and magnified treapabilities of

all organisations, encouraging smaller companies to
compete on equal footings with large oneSMBs
have taken advantage dhe breadth of applications
offered over the internetand have come to rely on
many of them. Obtaining the best irdrnet
connection with the right attributes, service
characteristics and speed has now become vital.

There has beena huge growth in the use of
communications, and SMBwhile quick to recognise
the potential,encountermany challenges when trying
to evaluate what is availabl@hey face a multiplicity
of options and as technologies convergegdhnical
and operational challengesan still catch out decision
makers.This report aims to bring together a number
of issuesdcing SMBs from across the communications
landscape, and help them navigate throutjie main
optionsavailable to them

2. IT and Communications

Businesses face many diverse challenges which fall
into three broad categories uncertain risks, rising
costs and new opportunities.Technology brings its
own costs, risks and opportunities, arits overall
value to a business must be considered before an
investment is madeWell applied, ITin general,and

communications toolsin particular, can help address
these business challenges (Figure 1).

Figure1
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Telecommunications, once considered a separate
facilities cost, isqow closely tied to IT spending and
for many companiesaccounts for a significant part of
the IT budget.As communications costs rise, either
basedon tariff rises or increased usage, this puts a
squeeze on other elements of IT (Figure 2).

Figure 2
Where does communications fit in the IT budget??
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A most significant element of communications costs is
that spent on mobile, including mobile phones,
smartphones, dongles, datacards and their associated
airtime charges This element is growing andor
many organisationds oftenout of control. There are
concerns forcost, especiallywhere employees travel
abroad and require roaming mobile services, as these
costs are often difficult to predict and can be
alarming.

3. Who, what, where?

The first communications needor any companyis
customer contact.Advances in @mmunicationsare
welcomed and adopted, and this can be seen in the
way SMBs promote themselves to try to reach their
customers. Mobile phone numbsrare displayed on
the sides of builde@sans or listed in business phone
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directories, brochures proffer an invitation to contact
through enquiries@smb.comand websites offer
callbacks at the click of a mouse.

Eachof these routes have different cosend, while
SMBs can be flexihl¢hey have toavoid unnecessary
expenseas theycapitalise on newechnologies The
variety of options available to them can be seen in the
changesin which details are listed on business cards;
in the mid 1990s a fixeghone and fax number
sufficed for most, but they are now likely to include a
myriad of other ways to make contact (Figure 3).

Figure 3
What contact details are on employee business
cards??
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For some industriesfax still provides a universbi
accessile medum for sharing scanned imageand
some may still feel a fagonveys more legal weight,
although emd is often just as acceptabléNhile
dedicated fax machines have been replaced by multi
function devices, SMBs that rely on fax can go further
and onsider online ocloud-based fax service3hese
allow fax messages to be sehy or viewed on any
connected computeror evena smartphone.

Confusingly, many employees have several telephone
numbers listedon their business cardsepresenting
different forms of telephony, each with their own
idiosyncrasies and expectationsCombining, or
converging, the sepate strands of voice telephony
would beusefulin itself, but the industry wants to go
a step further with the total unification of
communications. This combines not onlyvoice
services, but also dataemail, Instant Messaging (IM)
etct over fixed or mobile networks, taking the best
elements of all.

Some solutions come from those with vested interests
in networkg operators and carriensand so are
termed fixed / mobile convergence (FMC) or fixed /
mobile substitution (FMS) as orws their sights on
the other. Vendorsproviding the building blocks or
services for VolP have extended their offerings to
other media and data, rather than just voice, amave
coined the term Unified CommunicatiofdC)

However as solutions are still evolving, SMBs should
think carefully about how well different Unified
Communications will meet their needshey still need
to assess the merits of individual elements tosare
they retain a best of breed, and not simply unified,
solution. Where there is uncertaintya hosted or
cloudbased solution that can be billed incrementally
based on usagshould be consideredAll applications
will have an impact on the underlying network, and so
internet connectivity decisions should take into
account current and future needs to scale.

One aspect that unified communication can address is
getting hold of the right person. SMBre unlikely to
haveadministrators, secretaries or PAs directing galls
so the contact state of Y& AY RA @A Rdz f X
can makea big differencdo expected contachbility.

While this started as an attribute of consumer
messaging, it is now major feature ofmany tools,
and the cornerstone of UGolutions. Bringing the
different strands together will become increasingly
important as other contact points, e.g. Skype or IM
handles and even Twitter accounts, are becoming
more widely used.

Finding people to connect tes a particulaissuewhen
businessesare spread aaoss severalocations and
although many SMBs will only have one formal set of
business premises, there are significant numbers
operating across multiple locations (Figure 4).

Figure4
How many premises do SMBs have??
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SMBs need to be adaptable and are often quicker to
adopt flexible working practices to better serve their
customers than larger businesses amdake them
more attractive employers than their enterprise
counterparts. These practices include moriexible
working and enabling employees when they are away
from the business premises anithcreasingly those
working at home.

As noted ina recentQuocirca repoﬁ; fewer than a
quarter of SMBs do not permit home working, but
over half encourage it either formally or informally.
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For many this will be only part timdéor employment
flexibility reasons or to extend the working day,
especially where there is a need to comnzate wth
those in other time zones.

There are other reasons for this shift Worklife
balance has beewery topicalin recentyears, as well
as legislative change from governmentand
demographic pressures:

- Ageing populationmany are working longer and
enjoying different phasesf life with a blurring in
what isregarded asetirement.

- Transient employmentincreased migration and a
growth in small owner/consultancy businesses is
giving flexibility to both employer and employee.

- Women in the workforce the Department for
Work and Pensions expects 80% of workforce
growth to be women. European directives add
flexibility to maternity and paternity leave
affectingworking choices.

- Commercial premisegncouraging home working
can cutthe pressure orspace by the use ofcost
effective locations Redonal variations and
incentivescanmakere-locationworthwhile.

- Environmental pressuregongestion and carbon
emissionsare helpedby reducing commuting and
other journeys and efforts to cut down on power,
heating and cooling.

Allowing employees to work from home has lots of
benefits, but there are other implications to consider
too, such as security, avoidirsgcialisolation, loss of
corporate culture and management control.

While today most organisations provide and pay for
the maincommunications tools their employees need,
this maydiminish over timgFigure 5)Employees.are
consumer users taoso thebest future route may be

to deliver integrated business services over the
employedd a Retivgrk connection

Figure 5
What is provided (and paid for) to support employees

working from home??
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It might also be possible to consolidate the
management and billing of network connections for

those working from home, and SMBs should look to
providers who can help manage the combination of
business and personal demands@nnectivity.

The connectiorto remote or mobile workers canbe
strengthened by linking mobilésto the switchboards
and PBX systemand using voice over IP (VoIP) to
home computersso that calls canebeasily redirected
and the remote phones becomerecognised
extensions of theffice phone system.

4. Communications value and new
opportunities

For the SMB, major benefits from communications
tools include the reduction of the impact of distance
and geographic location, and the illusion of presence
or scde. However,if this introduces extra complexity
into dayto-day operations, involh@ substantial
upfront investment or producg uncertainty about
operational costs, SMBs will be reluctant to consider
certain technology advances

Novel conceptsare urlikely to be of interesto SMBs
simply because of technology innovation or a desire to
be at the leading edge.They have to deliver
something recognisable as business valWhile
lower costs are always of interest to businesses large
or small, the smar6MB knows that nothing comes for
free. Cheaper solutions can often cost more in the
long run if they make life more complicated, or
encourage employees to waste that even more
precious resource, time.

So far, SMBs have adopted novel communications
approaches and tools where the value is clear and the
cost or risks of adoption are low (Figure 6).

Figure 6
How advanced are SMB communications?
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Integrating mobile phones closer into the extensions
or contact points in the business is helpful for
organisations looking to reduce some cqosiad also

for the mobile phone users to make it easier to do call
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transfer, hunt groups and short code dialling. Those
stuck at desks will also probably appreciate the
improved connectin with their mobile colleagues,
thus supporting organisational culture and morale.

SMBshavediscoveredthat products initially aimed at
consumers, such as Skype, can be useful for making
lower cost or free, business calls While these
consumer tools andhe use of consumer tariffs for
mobile phones and broadband connections all allow
significant cost savings, they have to be dnaled
against the impression it may createspecially if
something goes wrong.

Many SMBs recognisethe business value of
commercial VoIP products to simplify their networks
and reduce the cost of making phowalls, and more
haveplans in the pipelineAs they develop their use
of communications, the expected benefits are clear
more effective use of time and resources (Figure 7).

Figure7
Expected benefits from communications®
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Not all communications advances are marketed with
this priority in mind, scSMBs should make sure they
press communications vendors on the effectiveness
and productivity of their products and servicernis
has to encompass consistency of service delivery, as
when multiple users oapplicationsshare a common
resourca for example network bandwidtit there

has to be sufficient reliably available capacity
otherwise the service and productivity benefits will
suffer.

One such area is fixed/mobile convergence, which
offers the flexibility of the mobile handset, but at fixed
line prices,at least when able to contact short range
radio networks, either based on existing cellular
technology or Wi if the handset suppod it.
Although few SMBs hayas yet adopted fixed mobile
convergence,it has broad appealand for reasons
beyord simpy saving money (Figurg.8

Figure 8
Fixed mobile convergence offers businesses?
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Many expectFMCto make life simpler, either in the
network or for the user.This is at the crux of
extracting value from SMB communications.must
allow them to get on with what they need to do
respond to customers, do dés build relationships
rather thandealwith the complexty of the underlying
technologies For many SMBs communications
products offered as a service, with the complexity
hidden and ongoing expense based on regular
predictable costswill have the most appeal.

5. Communications challenges

This increasing use of sophisticated and powerful
communications tools is not without riskor those
companies wh a high dependenceon specific
connections such as the internetor services suchsa
telephony or customer sales, the stability and
continuity of service is vital.

While frequent failures of internet connections are
not commonplace for UK companiesny significant
gap in service could be catastrophic for a company
reliant on continuityof connection, buwill be of little
import for companiesvhosenetwork isonly providing
extra visibility, oemployee access (Figure 9
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