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Topf felt differently about 
another project involving network 
accelerators. “I thought they’d 
pay for themselves in six to eight 
months, so I worked out a try-and-
buy program with the vendor,” he 
says. “After measuring the results, 
the impact wasn’t what I had 
expected. Even though it would 
have been nice to have kept the 
accelerators, I ended up returning 

them, because I knew we could 
put that money to better use.”

KPIT Cummins has also 
decided to move forward with 
unified messaging, citing similar 
benefits and cost savings. The 
company is aggressively pursu-
ing server consolidation through 

virtualization, as well as improving 
its asset management processes 
to save time and reduce software 
license costs. “We’re selecting 
investments that allow us to make 
more optimal use of our exist-
ing infrastructure and improve 
processes,” says Marulkar. “This is 
allowing us to reduce costs for our 
customers, because they are also 
feeling the heat of this recession.”

Rethinking the future
The current economic climate won’t 
last forever. But the way IT lead-
ers respond to it will leave a lasting 
impression on their colleagues 
and business partners. “The chal-
lenge for IT is to position itself as a 
strategic asset that can help drive 
business outcomes and prepare 
companies for new directions,” says 
the Corporate Executive Board’s 
Shankavaram. “Because a lot of or-
ganizations are rethinking the way 
they’re planning to grow. They’re 
going back to their drawing boards. 
And IT leaders have the opportunity 
to help lead this transformation.”

For CIOs who’ve struggled for 
years to be taken seriously as true 
business partners, the drawing board 
may not be such a bad place to be. n

1 Bobby Cameron, “CIOs: Avoid IT Marginaliza-
tion on the Path to BT: CIOs Settling for Opera-
tional Maturity Must Strive for IT Excellence,” 
Forrester Research, July 2007.

 
Ken Downie is senior writer at NAVAJO 
Company. His work has appeared in 
Business Finance, Internet World, and 
Business Credit magazines.

“It is during difficult times that  
	      you make your reputation.” 

– Jay Shankavaram, Managing Director, Corporate Executive Board
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A
lthough Symantec solutions play an 
important role in First Advantage  
Corporation’s data loss prevention 

strategy, educating employees about security 
best practices is also an essential component.

“We get a lot of bang for our buck from our  
Security Awareness Program,” says Kam  
Golpariani, VP, security operations, security  
risk management at First Advantage. “Most  
incidents of data loss or leakage aren’t mali-
cious—they’re the result of a broken process, 
or somebody not knowing the proper way to do 
things. We find that when employees are prop-
erly educated, we don’t have recurring issues.”
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