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A trusted source

CRN is a trusted 
source of 
information 
directed at the  
IT community
Director, IT support provider, Perth

CRN connects the 
Australian channel
For over 20 years CRN has worked to uncover news, share insights  
and gather opinions that channel leaders need to know, to foster  
community in the Australian IT channel

Our online news and magazine are 
read by managing directors and chief 
executives of IT resellers, managed 
service providers, system integrators 
and independent software vendors.

The channel trusts CRN: in our reader 
survey 58 percent of respondents said our 
journalism is the best among Australian 
channel media. Just 5 percent said the 
same about our 
closest competitor.

CRN reaches deep 
into the Australia 
channel. Our twice-
daily Channelwire 
newsletter reaches 
over 11,000 
inboxes every day, 
significantly more 
than any other 
Australian channel 
publication. 

Our eDM list will put 
your message in front 
of more than 9,000 readers who have 
opted-in to receive third-party emails. 

Our award-winning bi-monthly magazine 
is received by more than 8,000 
subscribers  and gets your message onto 
the desk of IT industry decision-makers.

We employ the experienced and 
talented journalists, designers and 
content creators, and we have won 
awards to prove their talent and 
dedication.

CRN is more than journalism. Our CRN 
Fast50 Awards, CRN Impact Awards and 
CRN Pipeline conference in Melbourne 
and Sydney bring the channel together 

We also produce a slate of bespoke 
events for clients, such as executive 
workshops and roundtables. Major 
reports, alongside CRN Channel Chiefs 
and Academy, and our annual Distribution 

Report offering readers context and 
perspective on key industry stakeholders. 

If our regular features and events don’t 
meet your needs, our custom technology 
division can create bespoke marketing 
solutions across digital, print and live 
events, including custom reports, surveys, 
videos, podcasts ... almost anything you 
can imagine. 



CRN

The CRN
Brand
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The CRN Editorial Team

Expert contributors 

CRN boasts the most experienced team of contributors in the Australian IT industry.  
Expert journalists Nate Cochrane, Sholto Macpherson, Brad Howarth, Justin Warren and 
Matthew Powell bring decades of channel experience, as does the exclusive content we 
source from global channel powerhouse CRN USA.

Portfolio of content

Get to know what  
CRN stands for

We focus on quality content and 
fostering community in the channel.

 CRN aims to:

 Provide must-read, high-quality, local 
and targeted content aimed at decision-
makers in the Australian IT industry.

 Remain a fiercely independent and 
trusted source for our readers.

 Ensure all our platforms – print, email, 
digital and events – offer unique value.

 Offer multiple, targeted platforms 
through which advertisers see ROI.

 Be a positive force in the 
industry, a visible player in the 
Australian IT community and 
foster strong relationships.

Simon Sharwood  Editorial Director
Simon has over 20 years of B2B IT publishing experience and 
has edited several Australian and international publications. 
He works alongside the editorial and commercial teams to 
ensure CRN breaks news first and delivers high-value events 
that together help Australia’s channel to offer better advice 
to end-users and become more profitable.

Simon’s particular areas of interest include enterprise 
infrastructure,  skills development and channel careers.

Michael Jenkin  Editor
Michael brings a strong background in newspaper journalism 
having worked for West Australian newspapers for more 
than five years, as well as radio experience with the ABC. 

He takes an active role on the CRN news desk and is also 
responsible for our award-winning magazine.

Brendan Foye  Journalist
Brendon covers the news beat for CRN and our daily 
Channelwire email newsletter. 

He is passionate about end user devices and consumer tech, 
and also brings a personal connection to the Australian 
channel – his family runs a regional reseller and telco.

Nico Arboleda  Journalist
Nico also covers the news beat for CRN and our daily 
Channelwire email newsletter. 

Raised in Sydney, Nico worked as a copywriter and journalist 
in the Philippines, reporting on green technology, US stock 
markets & science research.

Print Magazine 
6 issues per year

Channelwire Newsletter 
Twice daily EDMs

CRN.com.au 
Industry-leading website

Custom Content 
Lead Generation, Case 
Studies, Roundtables, 
Surveys, Podcasts

Live Events 
  CRN Pipeline 
  CRN Impact Awards 
   CRN Channel Chiefs 
Academy

  CRN Fast50

Content
CRN is an internationally respected brand with a strong local  
focus on the issues that matter most to the Australian channel
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The preferred choice

I have always just 
preferred CRN,  
it feels like a  
more newsworthy 
publication
CEO, reseller, Sydney

STATE / TERRITORY  % OF TOTAL

New South Wales 43.6%

Victoria 25.4%

Queensland 13.9%

Western Australia 7.3%

South Australia 4.8%

Outside Australia 2.1%

ACT 1.4%

Tasmania 1.2%

Northern Territory 0.3%

Source: CRN Readership Survey 2019

REGION BREAKDOWN

Audience
CRN engages with decision-makers from channel partner companies 
to ensure vendors and distributors see ROI from their marketing spend

CLASSIFICATION  % OF TOTAL

Channel partner 55%

Vendor 15.9%

End user organisation 11.5%

Independent software vendor 7.3%

Distributor 7.2%

Other 3.1%

Source: CRN Readership Survey 2019

COMPANY CLASSIFICATION

55%
Channel  
partner

TITLE  % OF TOTAL

CEO, MD, Senior Management 53.7%

Sales & Marketing 20.5%

Technical & Operations 12.4%

CIO, IT Director,  IT Manager 6.4%

Other 7%

Source: CRN Readership Survey 2019

JOB TITLE

53.7%
CEO, MD,  

Senior 
Management

CLASSIFICATION  % OF TOTAL

Authorise, approve or 
recommend purchases 78.5%

No involvement 21.5%

Source: CRN Readership Survey 2019

PURCHASING ROLE

78.5%
Authorise,  
approve or 

recommend  
purchases
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Quality content

Our company and 
partners publish 
news and 
advertisements 
with CRN and  
I feel the quality 
of the content 
and format is 
much better than 
any other site  
I have surfed
Solution specialist, distributor, Melbourne

Audience

WHICH CUSTOMER SECTOR IS YOUR BIGGEST FOCUS?

6.7%         Consumer

SMB/SME (Up to 50 seats) 29.0%

Midmarket (50 to 1000 seats) 35.4%

Enterprise (More than 1000 seats) 22.1%

6.9%         Government  Source: CRN Readership Survey 2019

NUMBER OF EMPLOYEES  % OF TOTAL

Up to 49 employees 53.2%

50-99 9.2%

100-249 10.0%

250-499 5.7%

500-999 3.7%

1,000 plus employees 18.3%

Source: CRN Readership Survey 2019

COMPANY SIZE

53.2%
Up to 49  

Employees

PRODUCTS & SERVICES Percentage of CRN readers who specialise in major technology categories

Source: CRN Readership Survey 2019

Professional services 54.2%

Networking 48.1%

Managed Services 46.7%

Backup and disaster recovery 39.0%

PCs & peripherals 38.7%

Storage 36.1%

Information security 31.5%

Virtualisation 28.6%

Mobility 27.5%

Public cloud/IaaS 26.7%

Data centre services 25.5%

Unified communications 24.2%

Carrier & telco solutions 21.3%

Servers 37.2%



CRN

Digital
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Online & Social Media 
The CRN website is the daily source of breaking news from the  
world of IT, relentlessly focussed on serving the needs of the channel

crn.com.au  
More than half  
of CRN’s online  
readers visit the  
website every day  
or several times  
a week 54.8%
Total Impressions  
Average  
per month384,787
New Users  
Average number  
of unique users 
to the site each 
month 83,795

Sources: internal data April to Oct 2019 and CRN Readership Survey 2019

Investing in quality

CRN’s readership has continued to grow 
thanks to ongoing content investment in 
our editorial team. 

This has meant increased content and 
more face-to-face time at industry events. 

As well as strengthening relationships,  
we have continued to expand our  
database of IT solution providers in the 
Australia channel.

Email Marketing  
Average open rate of 22.82%

9,398 
LinkedIn

6,571
Facebook

1,583
Twitter

5,336
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For decision makers

It provides a  
daily update in a 
concise format on 
markets, partners, 
and vendors that 
are critical for 
business decision 
making
Principal Consultant, IT service provider, 
Melbourne

Channelwire  Newsletter
Our industry-leading newsletter lands in over 11,866  
inboxes every day – significantly greater than any other 
channel publication in Australia

How it works

Sent daily to opt-in subscribers, content 
created by editorial and includes dedicated 
Australian  IT industry breaking news, 
stories and coverage.

Weekly sponsorship includes 5 x sends,  
AM & PM.

Sponsor owns all ad units which include:

    Upper/lower banner

    MREC

    Sponsored link (82x25 logo,  
8-15 words)

    100% share of voice

Benefits

The newsletter allows advertisers to 
connect with Australian IT channel 
business leaders who need to stay abreast 
of the latest industry news.

CRN Channelwire cuts through and ensure 
your message lands in front of an engaged, 
senior-level channel audience. 

With our industry-leading audience 
engagement metrics, the CRN newsletter 
is the perfect platform for your promotions, 
campaigns, branding and special offers.

Channelwire Subscribers
The most newsletter  
subscribers in the  
Australian channel! 11,892

23%
Average Click Through Rate

Average Open Rate

26% 
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eDMs
Our 9,000-strong eDM list can carry your brand message or special 
offers straight to CRN readers’ inboxes. Our email engine lets you add 
specialised content such as a white paper, video or webinar

How it works

An eDM is a brilliant platform to promote 
a product, a product launch, promote 
an event or promote a downloadable 
whitepaper.

eDMs are a perfect tool to make direct 
contact with your target audience.

    Reach inboxes of more than 9,000 
opted-in subscribers

    Audience: Midmarket/SMB/Enterprise

    Direct straight to your URL

Email Marketing  
Reach the  
Australian  
channel’s  
leading email  
marketing list! 9,000+ 
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Advertising Rates
CRN offers compelling packages for all budgets and campaigns. 
Speak to our advertising team today to discuss your requirements

CREATIVE AD UNIT RUN OF SITE 
(CPM)

SECTION  
TARGETED (CPM)

HOME PAGE 
(CPM)

DIMENSIONS 
(PIXELS)

FILE SIZE 
(KB)

Leaderboard $100 $110 $150 728 x 90 60

MREC $100 $110 $150 300 x 250 60

Half Page $140 $150 $170 300 x 600 60

Button $40 $50 $60 300 x 100 40

Interstitial Sponsorship AM & PM $300 N/A N/A 640 x 480 100

Billboard $170 $190 $230 970 x 250 100

Skin  (includes Super Leaderboard) $300 $400 $550 Skin – On request 180

Super Leaderboard 
970 x 90

100

Sponsored Link  (cost per month) $1,000 N/A N/A 82 x 25, 8 - 15 words 10

Roadblock Section Sponsorship $500 $600 $700

Newsletter Sponsorship AM & PM 
(cost per week)

$3,250 N/A N/A 650 x 90 30

300 x 250 30

82 x 25, 8 - 15 words 30

eDM  (cost per send) $6,000 N/A N/A On request 100

Mobile Leaderboard $75 N/A N/A 320 x 50 40

Video $280

Spotlight $13,000 (min)

Survey $15,000 (min)

CREATIVE AD UNIT PRODUCTION / AMENDMENT COST CREATION COST

eDM $250 $500

Skin $250 $500

AD UNIT AMENDMENT COST CREATION COST

Interstitial / Leaderboard /  
MREC / Super Leaderboard $250 (+ $100 /additional ad) $500 (+ $150 /additional ad)

Button / Newsletter Ads $150 (+ $100 /additional ad) $250 (+ $150 /additional ad)

CRN ONLINE ADVERTISING RATES   2020

CREATIVE COSTS   2020



CRN  CONNECTING THE AUSTRALIAN CHANNEL             www.crn.com.au             13

MARKETING KIT 2020CRN

Online Specifications
For more information, please contact Campaign Executive  
Ashley Carolan on 02 9901 6178 or acarolan@nextmedia.com.au
Complete online specs: 
www.nextmedia.com.au/ad-specs

Online Advertising Requirements

  All supplied ads require both the creative and clickthrough URL.

  Standard image formats (.jpg, .gif, .png) and third-party tags  
are supported.

  HTML5 ads are recommended to be third-party ad served.

  Maximum of 24 frames per second for animation and video.

  Maximum animation length of 15 seconds.

  All audio must begin muted and initiated on click.

  Autoplay (muted) is allowed on video ad units. Clearly visible 
play / pause / stop video controls are required.

  Expansion must be user initiated on click. Pushdown ad units 
may be rollover initiated.

  All expanded ad units must have a clearly visible and defined 
close button.

  Third-party ad serving is supported on most ad units. See 
specifications table for further details and please check with 
your ad server representative for more information on their 
specifications.

  All expandable ad units must be third-party served.

  All creative must function uniformly on both Mac and PC 
platforms as well as multiple versions of major web browsers 
(Chrome, Safari, Internet Explorer and Firefox).

IMPORTANT: Please note that Flash creative is no longer  
being accepted due to recent changes and restrictions  
within Google’s Display Network. More information about  
these changes be found here:  
https://plus.google.com/+GoogleAds/posts/dYSJRrrgNjk

More information regarding HTML5 ad creation can  
be found here:  
http://www.iab.com/guidelines/html5-for-digital-advertising-
guidance-for-ad-designers-creative-technologists/
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Newsletters

    All supplied ads must be static GIF  
or JPG format only.

Rich Media

    Expansion must be user initiated on 
click. Pushdown ad units may be 
rollover initiated.

    All expanded ad units must have a 
clearly visible and defined close button.

    Third-party ad serving is supported on 
most ad units. See specifications table 
for further details and please check with 
your ad server representative for more 
information on their specifications.

    All expandable ad units must be  
third-party served.

Material Deadline

    Nextmedia requires that all creative be 
submitted one week prior to live date to 
allow for testing and approval.

    Please ensure that all specifications 
are met. Ads that do not meet all our 
specifications will be rejected, affecting 
the launch date of the campaign. 

    If you have any further questions 
regarding campaign tracking for 
this placement, please contact your 
Nextmedia account manager

In-Article Video 

    In-article video combines the best 
of branding, engagement and 
performance video advertising  
within our premium environment  
at scale. 

    We can serve video ads 
programmatically or direct

Why video?

    Seamlessly integrate video ads within 
editorial content

    Opens up new and vast levels of 
premium video inventory

    Video launches under the seventh 
paragraph of article pages, in the heart 
of the content

Online Specifications
www.nextmedia.com.au/ad-specs/



CRN

Print
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Magazine
CRN magazine is published 6 times a year and is a premium IT 
business publication. We invest heavily in quality editorial that offers 
readers analysis, commentary and leading-edge technology advice

SIZE / POSITION  CASUAL  3-6 INSERTIONS  6-12 INSERTIONS

Cover Wrap  $12,000  $10,000  $8,000 

Inside Front Cover Gatefold  $10,000  $8,000  $7,000 

Inside Front Cover $5,500 $4,500  $3,500

Outside Back Cover $5,500 $4,500  $3,500

Inside Back Cover $5,000 $4,000  $3,000

Double Page Spread  $9,750  $8,000  $6,500 

Full Page  $5,000  $4,000  $3,000 

Half Page  $3,105  $2,500  $1,750 

1/4 Page Vertical  $1,200  $1,000  $700 

Full Page Advertorial  $6,000  $5,500  $5,000 

replace image?

ADVERTISING RATES Other advertising 
placements

Several other premium advertising 
placements are available such as: 

 Gatefolds

 Inserts

 Booklets

 Bellybands

 Barn Doors

 Tip-ons. 

The CRN carrier sheet can also  
be sponsored on a monthly basis. 

Prices are available on request,  
so please contact your CRN advertising 
sales manager.

Why CRN Magazine?

CRN magazine lands on the desks of the 
IT industry’s top decision-makers.

We run a controlled circulation model  
to ensure that the magazine reaches  
the right industry leaders, guaranteeing  
a high-quality audience for your  
marketing message.

32%

28%
have bought products or  services after reading advertisements in CRN

have visited an advertiser’s website after reading their advertisement in CRN

have requested additional information from  
a company featured in advertisements in CRN

46%

CAB Audited Media Association of Australia

8,139
Monthly Circulation
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2020 Features Calendar
We plan a year’s worth of IT and business content to guarantee  
reader engagement, while also supporting your marketing needs

Notes on features
  Topics subject to editor’s discretion.
  We will publish a range of other features and specials throughout the year at the editor’s discretion.

ISSUE /
ON SALE

FEATURE 1 FEATURE 2 OR FEATURE 
ROUNDTABLE

PARTNERSHIP MATTERS HOW WE SELL … MATERIAL  
DUE

Jan/Feb 
On Sale  
12th February

PCs, tablets and laptops – tech, 
management and finance
What’s new in 2020’s PCs? What’s 
new in endpoint management and 
security? And how will the market 
behave now that the mass upgrade 
to Windows 10 is mostly done?

Automation
Automate everything has 
become the IT mantra. CRN 
will advise readers on where to 
start, when automation works 
and when the human touch still 
matters

Microsoft: three partners 
explain how they get the 
most out of their Microsoft 
relationship.

Security: three partners 
explain what it takes to 
thrive when selling security 
products and services

29th Jan

Mar/Apr 
On Sale  
1st April

Modernising a data centre
CRN will report on the steps a 
smart partner can take to upgrade 
a customer’s key data centre 
infrastructure, from replacement 
to adoption of software-defined 
infrastructure.

The Future of Work
New collaboration tools and 
secure mobility have created 
new ways to work. CRN will 
report on how resellers can 
create practices around 
changing the way their clients 
work.

Oracle: three partners 
explain how they get the 
most out of their Oracle 
relationship.

Printers and print 
services: three partners 
explain what it takes to 
thrive when selling printers 
and print services

18th Mar

May/Jun 
On Sale  
27th May

Data without dramas
Businesses are constantly told 
they must be data-driven. CRN 
will explore how the channel can 
make that happen with advice 
on compliance and operational 
considerations to make data 
available and ready for work

Cyber insurance
Cyber Insurance is increasingly 
seen as an essential risk-
management tool. CRN will 
explore how to get cover that 
delivers in a crisis.

HPE: three partners explain 
how they get the most out of 
their HPE relationship.

IoT: three partners explain 
what it takes to thrive when 
selling IoT products and 
services

13th May

Jul/Aug
On Sale  
29th July

The State of the Edge
Edge Computing has gone from 
hype to real. CRN will assess the 
state of the market and explain 
where the opportunities lie.

Telephony
Cloud UCaaS has gone 
mainstream. CRN will explore 
what’s next in the telephony 
market, and the opportunities 
the channel can tap.

Cisco: three partners explain 
how they get the most out of 
their Cisco relationship.

Mobile devices: three 
partners explain what it 
takes to thrive when selling 
mobile devices

15th Jul

Sep/Oct 
On Sale  
30th 
September

Distribution
CRN reports on how the major 
distribution players are adapting 
to 2020.

Making the MSP Migration
The channel is advised by 
vendors and disties alike to 
adapt from product sales 
to recurring revenue, from 
installation and maintenance 
to managed services. CRN 
will explain how to make that 
transition.

VMware: three partners 
explain how they get the 
most out of their VMware 
relationship.

Storage: three partners 
explain what it takes to 
thrive when selling storage, 
either in the cloud, or on-
prem, or both!

16th Sep

Nov/Dec 
On Sale  
23rd 
November

How hybrid is hybrid cloud?
How are businesses using hybrid 
cloud? Is mixing on-prem servers 
and Office 365 hybrid cloud? CRN 
will define hybrid cloud and explain 
how resellers can turn it into 
lucrative engagements.

Fast 50 Analysis feature Salesforce: three partners 
explain how they get the 
most out of their Salesforce 
relationship.

Collaboration software: 
three partners explain what 
it takes to thrive when selling 
collaboration software, and 
how to make sure it improves 
clients’ operations.

6th Nov
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Spotlights
Spotlights are news dedicated sections of CRN magazine or CRN.com.au 
that allow an advertiser 100% share of voice around relevant content. 
Spotlights are associated with CRN magazine features

CRN

CRN    Connecting the Australian Channel    Vendors      Distributors      IT Solution Providers

FEATURE  PACKAGES 2018

CRN Featured Content Packages
BASIC STARTER PLAN  SMART BUSINESS PLAN

MAXIMUM 
EXPOSURE PACKAGE INTRODUCTION 

ADVERTISEMENT  
PACKAGE

Full page 

advertisement 

within feature

250 word quarter 

page advertorial 

within regular 

feature

CRN Spotlight on chosen feature CRN Spotlight on chosen feature

CRN Spotlight on chosen feature

1 Full Page Advertisement within  

x3 issues of CRN -

Spotlight Inclusions: Spotlight Inclusions:

Spotlight Inclusions:

Print 

    1x full page advertisement within feature

    1x 250 word quarter page advertorial within  

regular feature

or

    Cross Channel ¼ page Q&A within cross-channel feature

Print 

    1x full page advertisement within feature

    1x 250 word quarter page advertorial within  

regular feature

or

    Cross Channel ¼ page Q&A within cross-channel feature

     Cover wrap of same CRN edition

Print 

    1x full page advertisement within feature

    1x 250 word quarter page advertorial within  

regular feature

or

    Cross Channel ¼ page Q&A within cross-channel feature

    Cover wrap + Outside back cover of same  

CRN edition

Online

    Content hub advertorial CRN online 

Includes - 2x week ‘Roadblock’ digital ad campaign 

around chosen feature and keyword section.  

E.g. Distribution, Cloud, Security

Online

    Content hub advertorial CRN online 

Includes - 2x week ‘Roadblock’ digital ad campaign 

around chosen feature and keyword section.  

E.g. Distribution, Cloud, Security

Online

    Content hub advertorial CRN online 

Includes - 2x week ‘Roadblock’ digital ad campaign 

around chosen feature and keyword section.  

E.g. Distribution, Cloud, Security

    1x Solus EDM to CRN Database

Rate Card Price - $15,000 

Discounted Cost - $9,999 
($3,333 per issue)

Package Value – $30,500 

Investment – $13,000 Package Value – $42,500 

Investment – $20,000

Package Value – $49,000 

Investment – $23,000
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Print Specifications
Complete print specs can also be downloaded from: 
www.nextmedia.com.au/print-specs/ADVERTISING SPECS CRN.pdf

MATERIAL REQUIREMENTS

DISPLAY ADVERTISING SPECIFICATIONS
CRN magazine is a perfect bound publication. 

PDFs 
• Please supply PDF files to the PDF/X-3 standard. 
• Resolution is 300 dpi. 
• All fonts must be embedded in the PDF. 
Fonts must be active on your system at the time of pdf creation.

Image specifications 
• Image resolution is 300dpi. All colours must be set to CMYK. 
• Do not enlarge images more than 25%
• Check all linked images are updated.

Document specifications
• Digital files must be prepared to the correct final size - check
that type, trim and bleed areas are correct. 
• Ensure all live elements you wish to print are kept within the
type area. 
• Bleed - provide 5mm of bleed where bleed is required. 
Check that crop marks are visible.

Colour specifications 
• All colours to be set to CMYK – no RGB. 
• For a rich solid black use 100% Black plus 70% Cyan. 
Never use 100% of all four colours. 
• Total sum density (total ink weight) to fall between 280% & 300%. 
• Convert all spot colours to CMYK. 
• Black text level type should be 100% black only.

Fonts
• nextmedia supports Open type fonts and PC Postscript fonts only.

Applications supported

• InDesign, Photoshop, Illustrator, Word docs, Text docs, PDF.

DELIVERY OPTIONS
• Quickcut to nextmedia (preferable)
• Websend or Dropbox
• Hightail (previously YouSendIt) www.hightail.com
EMAIL
We accept email files under 30mb. Please note the booking 
number and magazine title in the subject field and email to
Mel Ballard - acarolan@nextmedia.com.au
FTP
Email the Campaign Executive to obtain login details at 
acarolan@nextmedia.com.au
CONTACT US
CRN magazine Campaign Executive - Ash Carolan on 
(02) 9901 6178 or acarolan@nextmedia.com.au
For additional custom sized options such as gatefolds, ’ belly-
bands’ and barn doors’ please contact the Campaign Executive.

FULL PAGE (FPC)

F
O

LD

DOUBLE PAGE SPREAD (DPS)

TRIM 275 X 420
BLEED 285 X 430

TYPE AREA 265 X 410
Please supply DPS ads as two single pages.

To ensure no information is lost, please 
avoid running within 8mm of the fold

TRIM 275 X 210
BLEED 285 X 220

TYPE AREA 265 X 200

COVERWRAP (FALSE COVER)

PAGE 1 PAGE 2

G
U

T
T

E
R

TRIM 275 X 160
BLEED 285 X 170

TYPE AREA 265 X 150

TRIM 275 X 160
BLEED 285 X 170

TYPE AREA 265 X 150

NB: Please allow a 10mm 
type-safe area on the right 

hand side of page 2 to allow 
for the magazine gutter

MARKETWATCH
ADVERTISING

CARRIER
SHEET

FULL PAGE

TRIM 260 x 210
BLEED 270 x 220

TYPE AREA 250 x 200

NB: This spec only applies to ads 
in the marketwatch section. 

 All other ads please use display 
or coverwrap specs

ALL MEASUREMENTS SHOWN ARE IN MILLIMETRES,  HEIGHT X WIDTH
IMAGES ARE NOT TO SCALE
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1/2 PAGE HORIZONTAL
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Industry focussed

I am a particular 
fan of CRN events 
such as Fast50 
and industry 
awards. Also 
moderated 
industry discussions  
in events and 
publications are  
a strength of CRN
Partner marketing, hardware vendor, Sydney

CRN Events 2020
CRN events let you spend quality time with prospects and customers, 
to drive customer relationships, create sales leads and to build brand 
awareness and give your brand the exposure it needs.

MONTH  EVENT

April - May
CRN Pipeline 
Thurs 30th April – Melbourne, Thurs 7th May – Brisbane,
Thurs 21st May – Sydney,  includes Impact Awards

July CRN Channel Chiefs Academy

November CRN Fast50 Awards

CRN EVENTS 
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Finger on the pulse

Fantastic 
opportunity for 
networking with 
industry peers, 
keeping a finger 
on the local 
market pulse  
and connecting 
problem solvers 
with business 
leaders
Feedback from Pipeline sponsor

CRN Pipeline
Doing business in the channel next quarter, next year... and beyond. 
CRN is proud to announce our Pipeline event will return to Melbourne, 
Brisbane and Sydney again in April and May 2020 for our fifth year

Driving business 
opportunities

In each city, for one day, CRN Pipeline 
brings together senior decision-makers 
from Australian channel partners,   
vendors and distributors to develop  
sales opportunities and discuss  
business and technology road maps. 

Each event combines rich, relevant content 
with networking opportunities.

Engagement, 
Independence and 
Intelligence

At Pipeline, CRN will connect you with 
our community of decision-makers from 
across the Australian channel, helping you 
forge relationships with new partners. 

By partnering with CRN at Pipeline, you 
working with the Australian IT channel’s 
most trusted media brand to enhance your 
message to market. 

The CRN team are experts at creating  
high-quality, high-impact content tailored 
for IT channel audiences. Let us support 
you in getting your message to new and 
existing partners. 

Get involved!

We have a limited number of sponsorship 
opportunities available, to ensure a high 
ratio of channel partners to sponsors.

MELBOURNE | BRISBANE | SYDNEY

8          June 2019  www.crn.com.au

CRN Pipeline 2019

Buyers are ready to commit to 
the cloud, security o� ers new 
opportunities and services are 
essential for growth.

That’s just a few of the insights 
delegates to CRN Pipeline 2019 were 
o� ered at the events in May, across 
Melbourne and Sydney.

The events kicked o�  with CRN 
editorial director Simon Sharwood 
and Channel Dynamics’ Cam Wayland 
sharing new data on what buyers want.

Sharwood used purchasing 
intention data from CRN’s sibling 
publication iTnews.com.au to reveal 
that C-level buyers intend to prioritise 
cloud storage, security and new PC 
purchases in the next 12 to 24 months. 
Yet plenty still plan to buy storage 
and servers to run on-premises or 
in their preferred co-location data 
centre. Indeed, over a three-year 
buying cycle it appears that almost 
half of enterprise buyers will be in the 
market for new compute and storage 
infrastructure, showing that not every 
workload will make it to the cloud.

Wayland pointed out that 
small-to-medium business 
buyers are primarily concerned 
with improving their customers’ 
experience, fi nding new markets and 
innovating to achieve both of the 
aforementioned goals.

 Simon Sharwood

CRN Pipeline has come and gone for 2019. Here are some of the highlights
The Telstra view
Telstra’s general manager for 
domestic channels Leonie Visser 
identifi ed digital transformation as 
the biggest opportunity for partners. 

Visser explained that Australian 
businesses are not yet confi dent 
in their “digital decision-making” 
skills, and therefore don’t stride 
confi dently into their transformation 
programs.

2019

The
pick of

Think about your specialisation, 
and where your specialisation 
places you as somewhat di	 erent 
to other partners and also to 
other vendors
Leonie Visser, Telstra

Telstra’s Stelios Trikoulis

008-009_JUN19_382_PipelineMJ.indd   8
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Quoting Telstra research 
that found “37 percent of the 
organisations that we interviewed 
had barely started their digital 
transformation journey”. Visser 
therefore told Pipeline delegates that 
partners who have both technical and 
domain-specifi c business skills, and 
are prepared to partner with others 
that can help to devise and deliver a 
complete solution, will be able to win 
transformation work. 

“If I think about what that 
opportunity is for you, think about 
what your specialisation is, and where 
your specialisation places you as 
somewhat di  erent to other partners 
and also to other vendors,” Visser 
said. “Cyber security is the greatest 
opportunity as far as Telstra is 
concerned for partnering,” she added. 
“We’re really interested in talking to 
the channel.”

So was another Pipeline speaker: 
AustCyber chief executive Michelle 
Price explained the organisation’s 
role fostering Australia’s information 
security industry and urged delegates 
to partner in order to grow. Price 
explained that the channel has 
delivery capabilities and expertise 
that emerging vendors may lack, 
but that together the Australian 
ecosystem has an enormous 
opportunity before it.
How enormous? Price asked 

delegates how many zeroes there 
are in one trillion, because that’s 
how much will be spent on security 
across the Asia-Pacifi c region in 
the next decade.

rhipe for hybrid clouds
rhipe also spoke at both editions of 
Pipeline, with regional sales manager 
Matt Dewsnap sharing data that 
revealed half of the cloud-centric 
distributor’s customers now focus on 
hybrid cloud deployments. 

Another opportunity identifi ed in 
rhipe’s research was assisting end-
customers to cope with Australia’s 
relatively new notifi able data breach 
legislation.

“Only 51 percent of our partners 
were actively working with clients to 
support their compliance obligations,” 
Dewsnap said. “So there’s a big 
opportunity there.”

“We’ve seen a select few partners 
really maximize on this opportunity,” 
Dewsnap said. 

rhipe’s research also emphasised 
the importance of specialisation.

“83 percent of end users are

looking for some form of specialisa-
tion in their IT partners,” he said. 

Only half, however, make their spe-
cialties a feature of their marketing, 
and Dewsnap told Pipeline delegates 
he thinks that should change.

“We’ve seen some really 
interesting results working with some 
partners around marketing-as-a-
service type campaigns, and just 
really re-articulating their message 
to market,” he said. “We have seen 
signifi cant uptake. We can see 
that some 36 percent of partners 
out there only work with clients on 
specialists or specifi c product. 

So there is still a heavy percentage 
of them working that specialised 
area, but again, how are they taking 
that to market?”

IoT action
Another popular session at Pipeline 
was the “Cracking the IoT market” 
panel. In Melbourne, Ian Aitken 
of Australian company Sofi hub 
explained its passive monitoring 
products and how they are changing 
the aged care market by making 
it possible to detect events and 
therefore monitor people in their 
homes instead of requiring specialist 
accommodation. Sofi hub is growing 
quickly and Aitken explained what 
he looks for in partners: connectivity 
skills and the ability to identify 
situations in which Sofi hub can 
fi nd new roles.

In Sydney, Ran McDonald of 
Powertec Telecommunications 
(which also took out an Impact 
Award), described projects he’s 
worked on including one in which 
fruit-pickers don wearable devices 
that can detect if they are throwing 
lemons. This matters because lemons 
picked in summer have thin skins, 
bruise easily and won’t survive the 
trip from orchard to market if they’re 
thrown into boxes. 

What enterprises plan to buy in 2019 and 2020

Source: 2019 iTnews.com.au reader survey

Below: rhipe’s Matt 
Dewsnap presents

www.crn.com.au  June 2019          9

Telstra’s Leonie Visser
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Judges feedback

What excites me 
the most about 
the awards is 
it recognises 
great Australian 
innovators. 
Oscar Trimboli , Impact Awards judge and 
author, mentor and former Director of 
Microsoft Office Division Australia

CRN Impact Awards
Unveiled at a gala dinner in Sydney on the last day of the Pipeline 
conference, the Impact awards celebrate technology providers who 
transform customer organisations and build Australia’s innovation 
economy for the future

Making an impact

The CRN Impact Awards create an 
opportunity to recognise the IT vendors 
whose technology underpins users’ 
projects. Relevant vendors receive name-
recognition during the awards and in 
articles published about the finalists and 
winners. 

We recommend vendors urge partners 
enter (or enter on their partners’ behalf).
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Opportunities knock

Sponsoring the 
CRN Fast50 is  
the best way to 
meet resellers, 
managed service 
providers and 
system integrators 
to help your 
company achieve 
its commercial 
directives
Feedback from CRN Fast50 sponsor

CRN Fast50
Forging partner relationships is the secret to success in the IT channel. 
The CRN Fast 50 connects you with the ambitious, high-growth 
partners who can take you to another level.

Rapid results

Now in its 12th year, the CRN Fast50 
recognises the fastest-growing companies 
in the Australian IT channel, based on year-
on-year revenue growth. After an entry 
and judging process running from July to 
October, we reveal the top 50 companies 
at a major awards ceremony.

By adhering to a strictly numbers-based 
formula, we have ensured that the 
CRN Fast50 continues to earn respect as 
the only awards program in the Australian 
technology industry that truly recognises 
businesses based on hard facts.

Entering the awards

Entries open in July, entrants are required to 
submit two years’ worth of financial data 
for assessment by judges..
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CRN Channel Chiefs
CRN readers love to learn about sales and marketing tactics that help 
them grow, retain clients and scale their businesses. We therefore 
present the 2020 Channel Chiefs Academy to bring vendors, 
distributors and resellers together, to share knowledge on how to 
collaborate for mutual growth.

THE CHANNEL CHIEFS ACADEMY WORKSHOP: 

Hosted by Simon Sharwood (Editorial Director, CRN 
& iTnews), the Channel Chiefs Academy Workshop 
will be the core focus of the Channel Chiefs 2020 
program and will include the following:

MARKETING STRATEGY SESSION: 
•  An opening by a Guest Speaker offering unique sales and marketing insights

•  A channel sales case study from a partner picked by CRN for their outstanding 
success and consistent best practice marketing

SPONSORED PARTNER SHOWCASE:
•  Featuring a panel of partners representing sponsors. The panel will see CRN Editorial 

Director Simon Sharwood guide a conversation that explores how each partner was 
able to improve their sales and marketing by engaging with their chosen vendors

SPONSORED DEBATE: 
•  Featuring sponsors’ channel leaders, offering their opinions on the best way to get to 

market in 2020. The debate will be summarised by CRN in an online and print story.

Value for resellers:

The new Channel Chiefs Academy workshop 
will help resellers:

•  Understand how major IT customers plan to invest 
their budgets.

•  Learn how Australian channel start-ups achieved 
hyper-growth

•  Leverage vendor and distributor programs to 
improve their go-to market strategy.

Value for sponsors:

Sponsoring the Channel Chiefs Academy workshop 
provides vendors & distributors :

•  Data on Australian partners / Lead generation 
opportunity.

•  Partner enablement/ educational opportunities. 

•  Increased visibility for key channel executives. 

•  Networking opportunities.

Directory:
The 2020 CRN Channel Chiefs directory will be included in the Sept/Oct 
CRN magazine. The directory will list 100-120 channel leaders of critical 
enterprise vendors, plus enhanced profiles that add extra information:

•  A brief description of key channel program features

•  Extended listing of three other key channel personnel

•  Contact details for key personnel and URL for channel program

CRN Channel Chiefs 2019
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Toshiba EID Australia

Hari Tharmakumar

National Channel Manager ANZ

What kinds of partners are you looking for? We help our 

partners achieve success through the delivery of a clear ‘One 

Toshiba’ Managed Print Service portfolio. By bringing simplicity 

to the channel, our commitment to our partners is to e� ectively 

leverage Toshiba’s innovation to help solve their clients’ 

challenges across lines of business and industry.

Trend Micro
Evan Thomas

Head of Partnerships and Alliances

What kinds of partners are you looking for? Trend Micro is 

always open to partnerships with professional organisations across 

ANZ who value collaboration and teamwork, our Connected Threat 

Defence approach covering hybrid cloud security, network security 

and user protection gives partners unparalleled opportunities to 

solve business critical security problems for customers.

Australian distributors: Dicker, Ingram, rhipe, Tech Data, Arrow ECS ANZ

Unisys
Murray Whitlocke-Jones

Director Channel and Security GTM, Asia Pacifi c

What kinds of partners are you looking for? Unisys 

welcomes VAR and OEM partners who understand the value 

of an agnostic, rapid response, identity-based isolation with 

low-complexity and high-fl exibility for their clients. Cutting edge, 

secure digital solutions with an ecosystem of partners is ideal. 

Unisys supports partners in all verticals and territories, o� ering 

di� erentiated margins for registered opportunities.

UiPath
Martin Milthorpe

Regional Partner Director, Australia & New Zealand

What kinds of partners are you looking for? We look 

for partners who focus on application integration of major 

independent software vendors, fi rms that specialise in AI and, of 

course, partners who are already involved in process optimisation 

and automation. The partners will also typically have business 

analysts and software developers.

Telstra

Nevash Pillay

Global Partner Sales, Executive, 

Partner Sales

KEY CHANNEL CONTACTS:

Doug Henderson, Head of Partner Sales Australia; Maria 

Tsiaplis, Head of Partner Development; Steve Combes, 

Head of Commercial Management; Trisha Polak, Partner 

Sales Engagement & Communications Lead; Selena Theol, 

Partner Sales Marketing and Enablement Manager; Ming 

Chuong, Partner Sales Business Operations Manager

WHERE CAN I LEARN MORE?:

www.telstra.com.au/

channelpartners

Key channel program features? We want to empower our partners to deliver 

their expertise to enterprise and mid-market customers, knowing they can rely on 

Telstra networks. We look to provide customers a huge range of Telstra products 

and services through various campaigns and incentives. Our sales and technical 

specialists work closely with partners as one team to serve customers.

What kinds of partners are you looking for? Telstra is looking for customer-

centric partners that are excited about using the latest technology, to help service 

customers’ needs. We are looking to partner with businesses particularly across 

Australia that are working in IoT, data analytics and mobility applications and also 

looking to resell our network solutions to mid-market businesses.

Share a recent channel success story?  Our partner, Leap Consulting, 

delivered IT support to a secondary education organisation that works with 

young people that may not fi t into mainstream schooling. Because of their close 

relationship with the leadership team, they also began to discuss and uncover the 

need for a technology roadmap. Leap was able to develop a campus framework 

with an end-to-end solution involving Apple and Meraki products, using the 

Telstra network to bring it all together across multiple campus sites.

Telstra is Australia’s leading telco and technology company, o� ering a full range 

of communications services and competing in all telecommunications markets

TIBCO
Robin Barrow

Channel Sales Manager, ANZ

What kinds of partners are you looking for? TIBCO is 

looking to work with a mixture of value-added resellers, OEM 

partners, systems integrators and consulting practices. We’re 

expanding our reach in Sydney, Melbourne, Brisbane and 

Perth through larger partnerships, and building our presence in 

Canberra and New Zealand. 

Australian distributors: NEXTGEN

Tenable
Peter Raven

Channel Manager

Being a channel-driven company, Tenable appointed Raven as 

its fi rst ANZ channel manager in October 2016. Tenable helps 

partners stay competitive in a rapidly changing market by 

providing innovative technology and consultative services to help 

their customers understand, manage and reduce their cyber risk.

Australian distributors: Arrow ECS ANZ

Thycotic
Matthew Bolton

Channel Sales Manager

What kinds of partners are you looking for? Enterprise level 

partners throughout tier-1 verticals such as government, health, 

energy and utilities, fi nancial services, and education with a need 

for a solution covering Privilege Access Management.

Australian distributors: emt Distribution

048-068_NovDec385_Channel_Chiefs.indd   51

11/15/19   12:10 PM

CRN Channel Chiefs 2019

www.crn.com.au  CRN Channel Chiefs 2019          17

Channel in action

Vocus looks to channel to disrupt the telco market

Vocus wants to double its enterprise 

and government revenue within fi ve 

years, and it’s looking to the IT channel 

to help it do that.

The fi bre and network services provider 

sees growth opportunities as technologies 

like Software Defi ned WAN (SD-WAN) 

disrupt its industry.

But to take advantage of that trend, it 

needs partners that can help it o� er end-to-

end ICT solutions and services. 

That’s a signifi cant opportunity for the 

channel, considering Vocus’ sizeable sales 

team, network infrastructure and customer 

base of more than 5,000 organisations. And 

one channel partner is already benefi tting 

from those resources. 

Beyond carriage

IT services and solutions provider Cirrus has 

been working strategically with Vocus for 

about 12 months. It’s an ideal partner, given 

its 180-strong team and advisory, integration 

and managed services capabilities. The 

company is also a networking specialist and 

partner of Cisco, Palo Alto and other SD-

WAN providers. 

That gives Vocus the ability to go after 

bigger targets, says Monique Esplin, Vocus 

General Manager of Indirect Channels and 

Strategic Alliances. “It gives us a managed 

services capability and signifi cantly raises the 

bar for us in terms of average deal size,” Esplin 

explains. Vocus has signed two deals worth 

more than $1 million that involved Cirrus.

It’s also changed Vocus’ conversations 

with customers about vendors. “It gives us 

the fl exibility to go out there and take a 

vendor-agnostic approach, so we can have 

a business conversation. It means that 

we’re no longer walking away from sales 

conversations. We’re saying ‘yes’ a lot more,” 

says Jack Hedges, Vocus Enterprise Account 

Manager.
Meanwhile, Cirrus is benefi tting from 

greater market reach, due to Vocus’ larger 

vocus.com.au

We have an 

ambitious goal and 

we know that we 

need the channel to 

help us achieve it

Monique Esplin

sales force and customer base. It also has a 

bigger story to tell its customers. “[Together, 

we o� er] a really broad spectrum of services, 

from connectivity to site deployment 

and support, which gives us the ability to 

augment our engagement with a much 

wider client base,” Cirrus’ Chief Operations 

O�  cer Chris McLaughlin.

“Clients see us as a real viable option 

against companies which are multiple times 

bigger than us. It means we’re punching 

above our weight,” McLaughlin adds.

Mutual trust

It’s not just complementary capabilities 

that make this partnership e� ective – close 

collaboration is also important. That may 

sound obvious, but it’s critical when complex 

ICT deals are involved. “The more complex 

solutions get, the more likely asynchronous 

communication will fail,” says McLaughlin.

The partners have considered everything 

from how they work together on presales, 

to architectural, operational management 

and executive governance issues. Both 

companies also review solutions from a 

technical perspective and agree on issues 

relating to payment. “Customers want 

complex commercial structures. If you 

don’t do that well, they will get charged 

for something they shouldn’t, or you 

won’t make money from engagements,” 

McLaughlin says.

Trust is also vital. “If you’re downstream 

and your partner is trying to protect you 

from the client and there’s no trust there, 

then messages get mixed,” McLaughlin 

explains. “The larger telcos want to own 

the customer, own the business. They 

treat you almost like a franchise, which 

is prohibitive in terms of our growth and 

independence.”

McLaughlin likes that Vocus isn’t afraid 

to bring Cirrus to meet customers. That 

eliminates confusion and strengthens 

relationships. “Vocus are advocates for us 

and vice versa,” he says.

That formula has generated a strong 

pipeline of work for both companies.  

It’s also encouraged Vocus to establish 

strategic relationships with other partners, 

and to look for more strategic partners. “We 

have an ambitious goal and we know that 

we need the channel to help us achieve it,” 

Esplin says.

Sponsored by Vocus
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The Establishment - 
Room II
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Level 3, 252 George 
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Vendor Sponsorship Package

Distributor Sponsorship Package

Enhanced Leader Profile

•  Joint naming rights for the event.

•  Enhanced leader profile in Channel Chiefs directory.

•  A place on the Partner Showcase.

•  A place on the Sponsored Debate team and 
associated editorial coverage.

•  A tailored case study of your channel program in CRN 
online and CRN magazine.

•  Data share on attending channel companies.

•  Networking opportunities with 50-60 channel 
companies.

•  Full page advertisement in Channel Chiefs directory.

•  Editorial Coverage from event (September/October 
magazine issue & Online)

•  $5k online media package.

•  Logo on all Channel Chiefs promotional activity.

•  Joint naming rights for the event.

•  A place on the Partner Showcase.

•  A place on the Sponsored Debate team and 
associated editorial coverage.

•  A tailored case study in CRN online and CRN 
magazine.

•  Data share on attending channel companies.

•  Networking opportunities with 50-60 channel 
companies.

•  Editorial Coverage from event.

•  $5k online media package.

•  Logo on all Channel Chiefs promotional activity.

•  Full page advertisement in Channel Chiefs directory.

• Extended detail on sponsors’ channel chiefs.

• A brief description of key channel program features.

• Extended listing of 3 other key channel personnel.

•  Contact details for key personnel and URL for channel 
program.

•  Two weeks of your profile’s inclusion in CRN’s twice-
daily Channelwire newsletter. 

Investment: $10,000 +GST

Investment: $8,000 +GST

Investment: $3,000 +GST

CRN Channel Chiefs
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Roundtables
Securing face time with preferred and prospective partners can be a 
challenge. CRN roundtables offer a popular way to connect with senior 
decision-makers in the channel and beyond.

Exceeding expectations

The CRN team does all the legwork to 
make sure your roundtable experience 
meets and exceeds your expectations. 

We have years of experience organising 
high-end functions that deliver fresh 
leads, improved relationships and 
industry insights. 

  Targeting specific industry sectors or 
client focused

  Includes delegate acquisition

  Event organising 

  Post event editorial coverage 

  Own the whole session or co-op fund 
it with vendor/distributor partners

Sponsorship Packages 

$18,500 to  
$22,500
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changes, plus HR, privacy and other 
legislation. Ethan Group Account 
Director Nick Stranks said customers 
tell him “I probably should comply 
with this, but I don’t know what to 
do.” Delivering a policy is therefore 
appreciated as a value-add and a 
service in and of itself.

The kids  
these days

Attendees agreed that one benefit 
of DaaS was its ability to help 
organisations attract and retain young 
staff by putting more modern devices 
into their hands. Without modern 
devices, young employees miss out 
on a cool factor. They also miss out 
on the kind of communications tools 
they use in their personal lives. As the 
consumerisation of IT continues and 
social networks and messaging tools 
increasingly influence and inform the 
design of business communication 
tools, asking young workers to use 
older tools risks making an employer 
less attractive.

DaaS also means that younger 
staff can receive new devices at a 
similar rate to their personal mobile 
devices. By matching that refresh 
cadence, organisations meet cultural 

and personal expectations that young 
people work with new, and often 
premium-branded devices that they’re 
proud to use and feel displays their 
taste and accomplishments.

Attendees, therefore, felt that DaaS 
allied with bring-your-own-device has 
the potential to deliver an experience 
that young workers will enjoy. That’s 
because it offers the chance to choose 
a device, take physical ownership of 
it, use it for personal and work chores 
and have a tool that suits both uses — 
all while also putting a status symbol 
on their desks and/or in their hands.

But delegates were less certain 
that the combination of subscription 
software and hardware subscriptions 
translates into a more innovative 
culture. Pete Murray, Dimension Data’s 
regional director for the ACT and NSW, 
said users are accustomed to software 
updates but don’t necessarily expect 
or explore new features.

That’s good news because it gives 
the channel something to talk about. 
Murray said his own company uses 
a SaaS package for managing MSPs 
and regularly notices downtime for an 
update but then finds himself asking, 
“What actually changed? Everything 
looks the same.” He added: “So it all 
comes down to communication.”

All agreed that security was 
another DaaS benefit. Windows 10 
is demonstrably more secure than 
its predecessors and newer devices 
offer biometrics and other security. 
Explaining how this combination 
improves a baseline is a chance to 

  Think back five years, Your PC didn’t

have a trusted platform module. It didn’t

have a battery that lasted 10 hours. 

It didn’t have a touch screen
Peter Garner  commercial sales lead ANZ, Microsoft

Harry Kassianou James Mercer Eloisa CortezJared Staniland

point in a DaaS deal], you’ll get a phone 
call saying, ‘Hey, these devices are 
ending, start selling the next one.’ 
Because our business is about selling 
the next one.”

For Ingram-aligned resellers, that 
means selling more than just the 
new device but also what they can 
help their owners to achieve, be it 
better security or other benefits. Of 
course, savvy resellers stage such 
conversations whenever possible, but 
the group felt that DaaS created more 
moments for those conversations. 

It was also felt that DaaS may be 
more of a money-spinner than SaaS 
alone. Several participants mentioned 
that Office 365 sees them bill $7 per 
user per month, a sum that adds up on 
bigger deals. 

Missing 
transformation link

While the roundtable heard plenty 
of opinion that DaaS isn’t necessarily 
new, delegates also felt it is an 
important milestone. For XCentral 
sales and marketing director Angus 
Mansfield, the fact that DaaS has 
arrived after many organisations 
signed up for and began to enjoy 
SaaS means the channel has a new 
opportunity.

“If you think about enabling 
people to be effective, organisations 
transforming their workplace 
technology already had software-as-
a-service and managed services. And 
then there was this gigantic capital 
cost of devices that put the brakes on 
the whole thing. I think DaaS is the 
piece of the puzzle that was missing, 
which is why customers are going, ‘Yes, 
talk to me about this. I’ve been waiting 
for this for years and I think it’s got a 
really important role’.”  

engage customers in an important 
conversation. The fact that DaaS 
equates to a new device every three 
years means that conversation is easy 
to stage, said Ingram’s Stephen Kerr.

“The way we’re structured is that 
six months out [from a device refresh 

Nick Stranks Lyncoln De Mello

Shrinking the PC sales cycle
Another aim of Microsoft’s Modern Workplace push is to 
shorten the PC sales cycle. Businesses used to buy new PCs 
every three years. These days most go five years between 
refreshes. That’s tough for the channel in many ways.

Microsoft’s Peter Garner, commercial sales lead ANZ, Windows 
OEM, argued it is also bad for end-customers. “Think back five years,” 
he told the group assembled for CRN’s event. 

“Your PC didn’t have a trusted platform module. It didn’t have a 
battery that lasted 10 hours. It didn’t have PIN security instead of 
passwords. It didn’t have a touch screen.

“Customers who are in that mode today are suffering, and DaaS is 
an option for them to get current and remain current,” Bright added.

DaaS is also a way for organisations to get the most out of their 
mobile devices, by giving them an Office 365-ready platform that 
can work with whatever smartphones and tablets they use.

But sometimes the mobile device is the opportunity. Lyncoln 
De Mello, head of cloud and telco at Brennan IT, said he’s aware of 
a group of schools that has just adopted tablets for all students, 
who’ll be tied to a single vendor for the entirety of their six years at 
High School.

Device-as-a-service

  I think DaaS is the piece of the puzzle

that was missing, which is why customers

are going, ‘Yes, talk to me about this. 

I’ve been waiting for this for years’
Angus Mansfield  sales and marketing director, XCentral
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att Wynn-Jones found a 

customer with “a bucket 

of money to spend”, a PC 

fleet that needed a refresh and other 

priority projects they couldn’t quite 

see how to finance. So Wynn-Jones, 

managing director of Sydney-

based managed service provider 

Counterparts Technology, sold them 

device-as-a-service (DaaS).

“Our conversation was really 

with the financial controller, and it 

was a different proposition,” Wynn-

Jones said. “They had a bucket of 

money to spend, but that money 

was better spent on other things 

apart from buying PCs. That’s really 

what drove the conversation. 

It was really freeing up their funds 

to use it more appropriately. The 

conversation wasn’t technical, it was 

a financial conversation with the chief 

financial officer.”

The outcome of that conversation 

was a deal that saw Wynn-Jones’ 

customer refresh a third of its PCs per 

year over a three-year cycle, delivered 

in an as-a-service mode. Financing 

the PC buy in this manner “freed up 

some other capital to drive some other 

projects,” Wynn-Jones said. 

The result? A happy customer 

doing several important things at 

once, rather than worrying that their 

IT budget had to go on a single project. 

And for Counterparts, a happy client 

impressed with the technical outcome 

and the way their partner had made it 

possible – so much so that they’re now 

signing up to refresh the DaaS deal.

Jared Staniland, CSA’s portfolio 

manager for managed services, also 

Microsoft’s modern workplace 

vision is for organisations 

to subscribe to software 

and hardware, to create a 

virtuous cycle of innovation. 

But is the channel on board? 

Simon Sharwood found 

out from resellers and 

distributors at CRN’s Modern 

Workplace roundtable

has a customer queueing up for a 

DaaS deal. The customer is a not-

for-profit organisation that first bit 

on DaaS in 2014, when the biggest 

objection to overcome was the client’s 

IT department.

“It’s very much a service designed 

to take a lot of operational pain away 

from some customers who were 

growing very rapidly,” he told CRN’s 

Modern Workplace roundtable. “We 

didn’t have objections from existing 

IT departments and things like that 

so much. But that was very much 

around the device and managed in 

the lifecycle.”

But like Wynn-Jones, Staniland 

found that IT-as-a-service isn’t just 

about delivering and managing 

devices. As CSA heads into a refresh 

cycle for the deal, Staniland has come 

to realise it’s best to “really enhance 

that DaaS offering by using some of 

the mobility and security aspects, 

tying that into the device offering. 

And basically starting to improve the 

processes that exist around managing 

the device.”

Distributors have responded to 

experiences like Counterparts’ and 

CSA’s by creating portals that make it 

possible to build a predictable DaaS 

deal with a few clicks. “It all comes 

down to simplicity,” said Stephen 

Kerr, Ingram Micro’s general manager 

for finance solutions. “If we look at 

the original DaaS agreements that 

have been set up out in the market 

at the moment, they’ve been very 

bespoke. They have often involved 

vendors, service providers and large 

customers.”

Ingram and Synnex both aim to 

pre-arrange those relationships so 

that the channel can just deliver.

Synnex’s ITaaS portal product 

manager, Eloisa Cortez, said her 

company’s ITaas portal is designed 

to let resellers add almost anything 

to a deal.

“You can put the devices as well as 

cloud or managed services product 

and finance into the portal,” she said. 

“Even the support that you’re going 

to provide.” Synnex has even added 

a facility that allows customers to 

buy devices for a dollar at the end of 

a three-year DaaS deal.

But while attendees appreciated 

the concept of ITaaS and the 

power of distributors’ portals to 

make it deliverable, they also said 

that customers don’t want DaaS 

in isolation.

Paula Fountain, Data#3’s national 

practice manager for HP Inc and 

Hewlett Packard Enterprise, said 

DaaS starts conversations about what 

else a client needs. “Once you get to 

DaaS, the customer is looking to add 

more. They tell us we have solved 

one problem, but ask for assistance 

with others.

“All of a sudden, your as-a-service 

model is lagging,” she added, 

describing that lag as “not a bad 

problem to have”. 

But it is a problem, because 

once more products and services 

  They had a bucket of money to spend, but that

money was better spent on other things apart from

buying PCs. That’s really what drove the conversation

Matt Wynn-Jones   

managing director, Counterparts Technology

Device-as-a-service

M

Subscription 
revolution

Harry Kassianou  

Sales director, AC3

Nathan Lowe 
Managing director, 

ASI Solutions

Lyncoln De Mello 

Head of cloud and 

telco, Brennan IT

Jayden Zullo 
Technical director, 

CDM Australia

Matt Wynn-Jones 

Managing director, 
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Jared Staniland 

Portfolio manager, 

managed devices, 

CSA

Paula Fountain 
National practice 
manager, Data#3

Pete Murray 
Regional director 
NSW ACT, 
Dimension Data

Nick Stranks 
Account director, 
Ethan Group

James Mercer 
Portfolio director, 
Fujitsu

Stephen Kerr 
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Ingram Micro

Eloisa Cortez 
Product manager, 

Synnex

Angus Mansfield 
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Director, XCentral
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OEM, Microsoft

GUESTS



CRN  CONNECTING THE AUSTRALIAN CHANNEL             www.crn.com.au             28

MARKETING KIT 2020CRN

Surveys
CRN surveys let you sample the opinions of the Australian channel. 
The intelligence they produce can inform your strategies, produce 
leads and demonstrate engagement with stakeholders.

Survey structure

  Topic is mutually agreed by the client 
and editorial 

  The topic questions are generated 
by editorial to maximise reader 
engagement

  Participation in the survey is promoted 
online and using CRN eDMs

  The participants must opt-in to share 
their data the sponsor

Results

  Minimum 100 contacts shared

  The results are anonymised and shared 
with sponsor in an infographic format 
plus an advertorial report published in 
CRN magazine

Investment 

$15,000 to  
$20,000 
Dependent on size of resulting report



CRN

Custom

MARKETING KIT 2020
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Content that connects

With a real 
expertise in 
the Australian 
technology sector, 
Nextmedia have 
created custom 
content that 
resonates with our 
target audience 
across multiple 
platforms.We can 
always rely on 
Nextmedia to 
provide solutions 
that complement 
our marketing 
strategies.
Marilyn Li  Marketing Specialist,  
NTT Communications

Customised Solutions
Nextcustom is a division of Nextmedia that offers bespoke content, 
marketing, event and publishing services

Unique expertise

Partnering with Nextcustom gives you the benefit of our expertise across the channel and 
enterprise IT. We provide a diverse range of custom products as well as design, production, 
building package deals for regular content and access to beneficial rates across our media 
brands for activation purposes.

What do we do?

Case studies  
An essential way to showcase your 
company and generate new business.  
Two pages, including interviews with  
key stakeholders.

Video
Either video case studies or vox pops  
at events.

Reports
4000-word designed document  
around a subject of your choice.

Multifunctional reports
Industry reports including case  
studies and social media.

Whitepapers & Ebooks
2000-4000 word deep dive into  
the tech behind your products.

Blogs
400-word blogs to be posted to  
corporate websites or social media.

Infographics
Fully designed data representations. 

Brochures
Corporate two-pagers that can be  
used by sales teams.

Podcasts
From content ideas to hosting  
and producing.

Bespoke client roundtable
8-10 delegates, event management  
and post report.

Bespoke launch event
Breakfast briefings up to 50 pax.

For examples and pricing, please 
request the Custom Media Kit  
or talk to your CRN representative.

OUR CORE SERVICES INCLUDE
  Client Case Studies
  Reports & Whitepapers
  Custom Publishing – Print & Digital
   Social Media Management 
  Custom Video & Podcast 
  Event Management 
   Advertising Creative & Copywriting
  Research & Analysis

As part of the same 
family as iTnews and CRN, Nextcustom works with 
expert content creators  
to craft the right message  
to drive your business.
Looking to tell your story?  
We can help. 
Want to test the market with  
a customer survey?  
We can do that too. 
Keen to host an event and attract  a targeted group of prospects?  Talk to us.
We understand your customers,  so you can get more business.  Drop us a line today and let us show you how we can make it happen.

  02 9901 6100
 custom@nextmedia.com.au

Do you want to  
win more customers  
and strengthen 
connections with 
existing clients? 
We can help. 

We get your
customers.

037_AUG18_374_NEXTCUSTOM HOUSE AD.indd   1

8/7/18   7:45 PM
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Event Packages
If you want to recruit and attract channel partners to your event then 
one of our event marketing packages is custom designed to help

INCLUDES

 1 x eDM (More than 9,000 opted-in subscribers)
 1 x Newsletter Sponsorship 5 x AM sends (11,892 subscribers)
 20,000 Half page impressions (can be geo-targeted) 
 1 x Event Listing on events page and newsletter

COST: $8,500 (Value $12,765)

Platinum Package

INCLUDES

 1 x eDM (More than 9,000 opted-in subscribers)
 20,000 Half page impressions (can be geo-targeted) 
 1 x Event Listing on events page and newsletter

COST: $5,500 (Value $9,515)

Gold Package

INCLUDES

 20,000 Half page impressions (can be geo-targeted) 
 1 x Event Listing on events page and newsletter

COST: $2,000 (Value $3,050)

Silver Package

INCLUDES

 1 x Event Listing on events page and newsletter
COST: $250 (per event)

Bronze Package
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Contacts
We love to hear from our readers and advertisers, so please get in touch

The Nextmedia Enterprise IT Portfolio

Along with CRN and iTnews, our other 
properties for Australian enterprise IT 
readers include SC (Secure Computing),  
BiT (Business IT) and IoT Hub. 

Nextmedia also publishes a range  
of leading consumer magazines, including 
Inside Sport, Gardening Australia, SoapWorld, 
K-Zone and Science Illustrated.

Advertising 

Andrew Jackson
Senior Account Manager
(02) 9901 6374
anjackson@nextmedia.com.au

Steven McDonald 
Senior Account Manager
(02) 9901 6365
smcdonald@nextmedia.com.au 

Jermaine Borquaye
Senior Account Manager
(02) 9901 6381
jborquaye@nextmedia.com.au

Lucie Crotwell
Account Manager
(02) 9901 6339
lcrotwell@nextmedia.com.au 

Editorial

Simon Sharwood
Editorial Director
(02) 9901 6194
ssharwood@nextmedia.com.au

Michael Jenkin
Editor
(02) 9901 6395
mjenkin@nextmedia.com.au

Brendon Foye
Journalist
(02) 9901 6159
bfoye@nextmedia.com.au

Nico Arboleda
Journalist
(02) 9901 6195
narboleda@nextmedia.com.au

Sales Support

Alison Begg
Programmatic and Digital 
Operations Manager
(02) 9901 6346
abegg@nextmedia.com.au

Ashley Carolan
Campaign Executive
(02) 9901 6178
acarolan@nextmedia.com.au

Events

Taline Haroyan
Event Manager
(02) 9901 6302
tharoyan@nextmedia.com.au

Malin Lyckang
Events & Office Manager
(02) 9901 6126
mlyckang@nextmedia.com.au


