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Salem first joined Symantec in
1990 with the acquisition of Peter
Norton Computing and held a num-
ber of different positions, including
chief technology officer, before
leaving the company in the late
1990s. He rejoined Symantec in
2004 with the acquisition of Bright-
mail, where he held the position of
president and CEO. In this role at
Brightmail, he grew the company
from a niche player to a leader in
anti-spam software by leveraging
a global probe network of spam
sensors to create more intelligent
spam filtering technologies.

Upon returning to Symantec,
Salem served as the senior vice
president of Security Products and
Solutions and then moved into the
role of group president of the Con-
sumer Business Unit. Prior to his
appointment in January 2008 as
chief operating officer, he served
as the group president of World-
wide Sales and Marketing.

tomers right now. They want to
see ROI, and the focus is on an
immediate return. They’re not
looking for multi-year ROIs, but
rather asking, “How do I leverage
technology that solves a problem
right away? And how can I get
the quickest financial benefit?”

ENRIQUE: When I look at the
current environment, it’s im-
portant to note that Symantec
is the world leader in a number
of big markets. We're the leader
in security. We're the leader in
storage management. We're the
leader in backup and recovery.
We're the leader in systems
management. We're the world
leader in data loss prevention.
There are several key takeaways.
First, customers want to ensure

€€Our business is all about
helping our customers secure
and manage their information.??

—Enrique T. Salem, President & CEO, Symantec Corporation

ENRIQUE: Well, thanks, Patrick.
It is definitely an interesting
time for our customers and for
our company. Today’s economic
environment is something that’s
very different than what we’ve
seen in the past. And as we look
forward, there’s clearly a number
of things that matter to our cus-

that wherever that information
lives, it is secure in motion and at
rest. Whether it’s financial data,
employee data, customer data, or
intellectual property, it must be
protected. Second, data volumes
are also exploding. Every two
years, total storage doubles.
Customers simply aren’t able to
back up all of their data within
the allotted backup window.
There is a dramatic change in the
market today to give IT organiza-
tions the tools to back up data in
a more effective way—from the
move to disk from tape, to data
deduplication, to continuous
data protection, to virtualization.

10-fold Revenue
Growth Caps 10-Year
Leadership Run

hen John W. Thompson was selected by
WSymantec’s board of directors as chair-

man and CEO in April 1999, he assumed
charge of an organization that had a number of
positives but had hit a plateau and was in need of
renewed strategic direction. Thompson came to
Symantec after 28 years at IBM, including his final
assignment as general manager of IBM Americas
that included responsibility for sales and support
of IBM products and services in the United States,
Latin America, and Canada.

Building on that experience, Thompson
transformed Symantec from a consumer soft-
ware publisher to a leader in security, storage,
and systems management. The transformation

John W. Thompsg
Chairman (former CH
Enrique T. Salem, President g

touched nearly all aspects of Symantec’s busi-
ness, a period of unprecedented growth that saw
revenue increase tenfold—from $600 million

to nearly $6 billion—during his 10 years at the
helm, with the company catapulting into the
FORTUNE 500 in 2008 and ranking as the fourth
largest software company in the world.

During Thompson'’s first 100 days, he estab-
lished a bold new strategy for the company. He
sought to tap new growth opportunities in the
enterprise sector while retaining a lead in the
consumer market. He set a goal of $1 billion
in annual revenue, nearly a doubling of the
company’s current revenue, and changed the
focus of the company to integrated security
solutions for individuals and businesses. This
strategy included the decision to jettison weaker
products, as well as stronger products that were
not commensurate with the new focus on secu-
rity. Some of these decisions were not easy—or
popular—but they provided the focus required
to move Symantec to the next level.
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PATRICK: You were born in Colombia. | suspect this
background provides you with some unique insights and a
broader, more global view.

ENRIQUE: When you look at my background, | think that
I've had a unique opportunity. Being born in Colombia does
give me a unique perspective, as | can relate to others out-
side of the United States. More than half of our business

is done outside of the United States, and my background
provides me with the appreciation for the diversity of our
customer, partner, and employee base. Our long-term
success is contingent on how we serve not only our current
customers but our existing—and future—customers in
emerging markets.

PATRICK: You attended Dartmouth and received a bach-
elor’s degree in computer science. Why did you decide to
go into that area of study?

ENRIQUE: When | went to college, it became very clear that
compute power was going to continue to rapidly increase
and that we’d have more and more compute capabilities
that would allow us to be more efficient. | realized early on
that the power of computers would change how we all do
business and how we all interact. And while we continue to
evolve very rapidly, we're still at the beginning. | don’t think
we’ve seen the true power of computers yet. The productiv-
ity gains and the things that we’re doing today are just the
beginning of what will be realized over the next 10 years.

Finally, our customers want to
reduce their costs, with a particular
interest in outsourcing the things that
aren’t core competencies.

PATRICK: Because of his background
and experience, John approached the
CEO role with a sales lens. You have a
different background in engineering.
How does this lens shape your manage-
ment approach and the ways in which
you view challenges and opportunities?

ENRIQUE: While John and I may have
started from different points, we both
understand that the success of a com-
pany is based on how do you take care
of your customers. And I think more
than ever I have an appreciation that
our company’s success is only possible
if our customers are successful. And

so as you look at how I'll approach this
job, I think my focus will be absolutely
on how we drive consistent execution.
How do we make sure that we deliver on
our commitments to our customers? So
while I have a technology background,
I think both John and I understand that
the only way a company like ours can
be successful is if you take care of your
customers and your partners and if
you have a set of motivated employees.
Without those three things, the com-
pany can’t be successful.

PATRICK: There’s a trend towards stan-
dardization. Customers want to rational-
ize to a common hardware and software
environment. How does Symantec play
arole here?

ENRIQUE: When you look at Symantec
and our unique offering, the breadth
of our portfolio is all about how do

we help our customers secure and
manage their information across all
different types of platforms. When you
look at our customers’ environments,
they are very diverse. They have a

lot of different hardware platforms.
They have a lot of different operat-

ing systems. They may have multiple
hypervisors. Symantec is all about
how do we help our customers work in
these very heterogeneous and complex
environments. How do we simplify



those environments for our custom-
ers? Ultimately, our customers are
looking to work with fewer vendors.
Our portfolio is uniquely positioned
to do that. We don’t have a hardware
agenda. We don’t have a virtualization
agenda. We don’t have an operating
system agenda.

ENRIQUE: There are a number of
things that are doing very well for

us today. Our backup-and-recovery
business and our data loss preven-
tion business, which is growing over
100 percent per year, are a couple
examples. We're looking at ways to
bring together our email archiving
capabilities with some of our systems
management capabilities. Regardless,
and most importantly, it’s all about
how do we help our customers secure
and manage their information.

ENRIQUE: When I think about what our
goals are as a company, it’s how do we
become indispensible to our custom-
ers. We want to make sure that whether
you're a small company or a large com-
pany or an individual consumer, you can
trust Symantec to protect you, to protect
your information, to protect your busi-
ness, helping to ensure your success. We
need to change the perception that Sy-
mantec is simply an antivirus company.
This is absolutely no longer the case.
We're the fourth largest software com-
pany in the world and number one in a
number of different market segments.
We're no longer just an antivirus com-
pany. I want to help drive this change in
perception over the next couple years,
one where customers understand the
whole value that Symantec can bring to
their businesses.

Patrick E. Spencer (Ph.D.) is the editor in chief
for CIO Digest and senior director of Syman-
tec’s publishing and customer relationship
programs.

» Building a Successful Career

PATRICK: You were named chief oper-
ating officer at the beginning of 2008.
What were some of the initiatives you
started as COO that will help you in
your new role as president and CEO?

ENRIQUE: There are several things that

| did as COO. To begin, we focused on
the question of how to integrate the
various technologies and products
that we have. For example, we brought
together five different technologies
into one endpoint security solution
with Symantec Endpoint Protection.
We also started integrating some of our
technologies on what we call the open
collaborative architecture, an underlying
technology that brings together systems
management and endpoint security into
one effective solution. These are just two
examples on our roadmap. The second
thing was to look at how we run the busi-
ness. We established three key metrics
embodied in something called a Victory
Plan and then communicated this to the
employees, with the indication that it
would be the means to how we measure
our success. These three items are the
Net Promoter Score, essentially how we
measure customer loyalty; market share;
and employee loyalty and satisfaction.

PATRICK: You’ve known and worked with
John Thompson for a number of years.
Can you talk about the relationship? How
have the two of you have worked together
to prepare for this transition?

ENRIQUE: Under John’s leadership,
Symantec went from a $600 million
company to a $6 billion company. That is
a phenomenal growth rate that very few
companies have been able to achieve.
John and | have worked closely together
for a number of years. In preparation for
this role that I'm now in, John gave me
an opportunity to see the entire com-
pany. | started with the Consumer Busi-
ness where | ran a fully integrated group
and was responsible for all functions—
engineering, sales, marketing, support,
and PR.

| then moved into a role where | was
responsible for sales and marketing. This
allowed me to work very closely with our
customers and partners. For example,
| probably spent time with about 250
customers in that 12-month period; | really
got to understand their business problems.

My last job was as the chief
operating officer. This allowed me to
integrate everything from product
engineering to go-to-market activities
into one end-to-end capability. | was
able to look beyond the different silos
and to break them down.

PATRICK: You’ve had an interesting
career path that has led you back to
Symantec, most recently as part of the
Brightmail acquisition in 2004. Can
you talk about your time at Symantec
and why you’ve chosen to stay? And
why this company is uniquely posi-
tioned to help customers?

ENRIQUE: I've had a unique opportu-
nity to see a lot of Symantec during my
16 years with the company. This gives
me a unique perspective for what mat-
ters most to our customers and how
our products and services can help
them solve real business problems. |
understand that information is what
matters most to our customers. It’s
employee data. It’s customer data. It’s
the intellectual property that they cre-
ate every day. We serve more than 56
million consumers, protect more than
110 million endpoints, and are an inte-
gral part of data centers belonging to
the Global 2000. Symantec is uniquely
positioned because we cross the entire
spectrum of customers from consum-
ers to small and mid-size businesses to
large enterprises.

PATRICK: You’ve held a number of
different jobs. Which one has been the
one where you’ve had the most fun?

ENRIQUE: I've definitely had a lot of
different jobs, and there’s been inter-
esting challenges in all of them. | still
remember back at the beginning of my
career where we had products that we
would build and the adrenaline rush
of finishing a project; it was typically
very exhausting, yet inspiring upon
the release of the product. However, if
I look at my time in running the sales
organization, that was also a great
opportunity because | had a chance to
be with the sales team and customers
every day; seeing the passion and com-
mitment that our team brings every
day to solving real customer business
problems is inspiring and rewarding.
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