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With an ever increasing number of new 
entrants to the market and customers 
growing demands for a joined up 
ICT environment, it is important for 
channel partners to look to differentiate 
themselves and establish their value for 
the long term. An abundance of digital 
channels means customers are always 
in contact and expect businesses to 
follow suit by being available 24/7, 365 
days a year. For these businesses to 
thrive, their technology needs to be up 
to scratch, whether that's the channels 
they utilise for improved customer 
experience, the internal platforms for 
staff to communicate or the connectivity 
that underpins it all. Experience is 
everything, and for the channel this 
means understanding and defining how 
the solutions you provide will improve 
experience at each point - for the user, 
team, business and customer. 

Today's businesses face a bewildering 
array of uncertainties as their 

environments change at an increasing 
rate. It is without doubt more complex 
than ever to run a business. Of course, 
all businesses are inevitably subject to 
uncertainty, whether that's from internal 
or external threats arising from technical, 
management, operational or commercial 
issues. For the channel, this uncertainty 
can lead to opportunities - opportunities 
that can be exploited if recognised early 
enough. 

The next five years will be a defining 
period for many channel businesses 
and there are some key opportunities to 
attack in the SME and mid-market space. 
From the adoption of UCaaS to long 
talked about legacy technology coming 
to an end, Gamma predicts the key to a 
successful channel partner organisation 
is a flexible approach. As the technology 
becomes more complicated, there is a 
real opportunity for you as a provider to 
remove this complexity for the customer 
and supply simple bundled solutions with 

a superior service wrap to differentiate 
and remain competitive against the larger 
players. 

Gamma is committed to helping our 
channel partners navigate through these 
changing times successfully by providing 
innovative and disruptive solutions that 
meet the requirements of the ever-
evolving end customer. 

This issue of Amplify takes a deeper 
look into the opportunities that UCaaS 
presents the channel with offers, 
advice and guidance on stretching your 
marketing budget and shows you how 
you can tap into your valuable existing 
customer base, ensuring longevity for 
your business. 

I hope you enjoy reading the latest issue 
of Amplify. 
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Helps retain customers
HOW UC

Alongside controlling costs and 
gaining competitive advantage, 
retaining customers is a business 
prerequisite. Yet despite this, many 
companies devote most of their 
resources to finding new business. 

Growing a user or customer base is 
clearly important but that base will grow 
much faster if the number of clients 
dropping out the bottom means your 
company has to run faster and faster 
just to stand still.

Received wisdom, as well as business 
management analysts, would recognise 
the benefits of customer retention as 
coming from the following;

1. It’s cheaper than acquisition.
2. Loyal customers are more 

profitable.
3. Your brand will stand out from the 

crowd. 
4. You’ll earn more word of mouth 

referrals. 
5. Engaged customers provide more 

feedback. 

6. Customers will explore your brand. 
7. Loyal customers are more forgiving. 
8. Customers will welcome your 

marketing.

Today, businesses and organisations 
world-wide are recognising the need to 
have a customer-first, client-led ethos, 
not just for customer retention and 
future customer acquisition but to also 
mitigate against the possibilities of being 
disrupted in their own markets by new 
entrants. 

Many organisations are turning to 
technology to assist in this process and 
undertaking digital transformations 
of their operations with a key and 
constituent part of that transformation 
process being the introduction of Unified 
Communications (UC) and collaborative 
working applications.
Whether internally collaborating with 
other employees or dealing externally 
with customers, organisations benefit 
from a fully unified ICT environment. 
By effectively connecting people, 
applications, clouds and networks, 

you can transform how quickly and 
efficiently information is shared, thereby 
satisfying your customer’s increasing 
demands as well as improving employee 
productivity and boosting your bottom 
line.

This transformation process is now a 
maturing market and one that is equally 
available and equally applicable to 
organisations of any size. Furthermore 
these solutions are readily available in a 
cost effective and scalable cloud-based 
delivery model.

with Gamma’s Horizon Collaborate, 
services such as instant messaging and 
presence, voice, video, desktop and 
application sharing, and document 
sharing are driven through a set of end 
user applications for Windows, MAC, 
Android and iOS. 

This enables users to access business 
communications and collaboration 
services from their favourite devices – 
wherever they are.

Understanding your customers – what 
they like and dislike about your products 
and services and what they are looking 
for from new applications places any 
organisation at an advantage. Being 
able to make current offerings more 
attractive and developing new products 
your customers actually want are fast 
tracks to monetisation and customer 
retention.

Is customer loyalty and retention 
worth the effort?

Well not only is loyalty cheaper, it 
has better returns. According to the 
Access Development research report of 
December 2018, engaged consumers 
buy 90% more frequently, spend 60% 
more per transaction and are five 
times more likely to indicate it is the 
only brand they would purchase in the 
future. On average, they’re delivering 
23% more revenue and profitability over 
the average customer lifetime.

FOR EXAMPLE...
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Appointed to head up and oversee the 
launch of the new Horizon Collaborate 
solution and continue the company’s 
growth in the UCaaS space as Unified 
Communications & Collaboration 
Product Manager, Mark brings over 10 
years UC marketplace experience to the 
role.  

As the channel braces itself for 
irrevocable changes in the telephony 
landscape over the next five years, we 
caught up with Mark to gather some key 
insight into the changing environment 
and what this means for Gamma’s 
channel partners.   

1 WHAT DOES A TYPICAL 
DAY AT GAMMA LOOK 
LIKE TO YOU? 

One of the best parts of being a product 
manager is the variability of the role. I 
spend a lot of time on conference calls 
working with all parts of the business 
- on one call I can be talking technical 
solutions with engineering and the 
next I could be with marketing on an 
upcoming campaign. I split my time 
between working from home or one 

of our offices. But I’m often out on the 
road meeting with our customers and 
partners.

2WHAT DOES DIGITAL 
TRANSFORMATION MEAN 
TO YOU?

I think it’s fair to say digital 
transformation means different things 
to different people. Fundamentally I 
think it’s about using digital technology 

An interview with 
MARK
SENIOR, 

THE CHANGING FACE 
OF COMMUNICATIONS

Mark Senior, veteran of the unified 
communications space, joined Gamma’s 
product team in July 2018.
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to change the way a business operates, 
moving with the tide in order to 
improve processes and efficiency. My 
interest is around the value unified 
communications can add to today’s 
business landscape and how it can 
improve the way people communicate 
both internally but also externally to 
partners and customers.

3      HOW DO YOU THINK 
THIS WILL THIS AFFECT 
THE LANDSCAPE OF THE 
CHANNEL?

Opportunity. Whenever a customer 
identifies a need for change, it opens 
up an opportunity to sell. The channel 
needs to think about business outcomes 
and how they can help a customer 
with digital transformation in order to 
be more successful. But most of the 
channel partners that I meet understand 
that and know it’s not just about adding 
margin, but more about how they are 
able to help solve a customer’s problem.

4PRODUCTIVITY IS CITED 
AS ONE OF THE KEY 
ADOPTION DRIVERS FOR 
UC. HOW DO YOU THINK 

UC SOLUTIONS WILL HELP END 
CUSTOMERS BECOME MORE 
EFFICIENT? 

It’s really about eliminating wasted time 
and effort. Seeing when someone is 
available using the ‘presence’ feature 
eliminates wasted time for instance. 
Gone are the days when you would leave 
multiple messages on multiple devices 
because you did not know the person 
you are trying to contact is in a meeting 
and not able to take calls. But it’s also 
about having immediate access to the 
best communications tools. I often turn 
a telephone call into a conference call 
by dragging a contact - its immediate 
and saves on wasting time arranging a 
conference and sending out invites.

5 WHAT DO YOU THINK 
ARE THE OTHER KEY 
DRIVERS FOR BUSINESSES 
ADOPTING UC 

SOLUTIONS?

The historical reasons are still there, 
such as opex savings and productivity. 
But some of the drivers that have 
more benefits than expected include 
employee demand – people prefer 
to use the tools they are used to. For 
example Facebook Messenger and 
WhatsApp drive the demand for Instant 
Messaging in the office. I have university 
age children, and I don’t bother trying 
to call them, instead I need to message 
them on Instagram. Collaboration is 
another key adoption driver, more of 
us are working in virtual teams, across 
different locations, and may never 
actually meet the people we are working 
with face to face. To be effective, the 
team needs the tools that allow them to 
communicate effectively and easily.

5 HOW DO YOU THINK THE 
INTRODUCTION OF NEW 
UC SOLUTIONS WILL 
AFFECT THE LANDSCAPE 

OF HOSTED TELEPHONY? 

The ability to make and receive phone 
calls is still really important to customers 
- we still need to talk to people outside 
the organisation such as customers 
and suppliers. Customers I speak to 
are filtering through the hype and 
demanding UC solutions that include 
voice calling that meets the needs of 
their users and is reflective of their 
business. The way we are making 
those calls though is changing as we 
adopt more software-based solutions. 

For example an increasing amount of 
calls are made using a headset and PC. 
Notably though, the modern telecoms 
landscape means that we are moving 
some of those calls to other mediums 
such as instant messaging and video.

6 GAMMA HAS IDENTIFIED 
KEY OPPORTUNITIES 
IN SME AND MID-
MARKET FOR CLOUD 

COMMUNICATIONS AND UC- 
WHAT DOES THIS MEAN FOR 
GAMMA AND YOUR STRATEGY 
MOVING FORWARD? 

The strategy is about expanding rather 
than changing the target market. 
Gamma and our channel partners have 
and continue to do exceptionally well 
selling into SME customers. But with 
our UC product, they are now better 
placed to sell into mid-market too. 
The buying behaviour in mid-market is 
slightly different, so will require some 

adjustment, but we have spent time and 
effort on the tools and support to help 
our partners, working alongside them as 
they expand into that space. 

7 WITH CLOUD 
PENETRATION SET TO 
REACH AROUND 40% BY 
2022 - HOW IS GAMMA 

HELPING TO PAVE THE WAY FOR 
CHANNEL PARTNERS IN THE 
FACE OF SUCH CHANGE? 
We need to continue to give our channel 
partners access to the products that 
customers are demanding, we need to 
carry on doing that in a way that makes 
it really easy for them to sell and deploy. 
The difference with Gamma compared 
with most in our peer group of 
competitors is that we own the network. 
This means that we can confidently 
ensure the quality of service that 
channel partners and end users expect 
from Gamma.

An Interview with
Mark Senior
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Spending more money on marketing 
isn’t always the answer; sometimes, 
optimising the budget you already 
have and thinking smarter about how 
to get more out of your marketing 
spend can yield better results. 

So where to start?

This may sound too obvious, but you 
can’t stretch a budget that doesn’t exist. 
Too many businesses want to rely on 
organic marketing and cheap or free 

marketing tactics. Instead, try focusing 
on investing in the right marketing 
activities that really impact your bottom 
line. If you want your company to grow, 
marketing is one of the first places you 
should be looking to spend money.

Is every item in your budget absolutely 
necessary? How many activities are 
being rinsed and repeated, just because 
you’ve always done them – are they 

still contributing to your objectives? 
That monthly magazine subscription, 
the freelancer retainer you don’t really 
utilise… be brutal. If you are not getting a 
return on investment, ditch it and either 
enjoy the saving or reallocate the money 
elsewhere.  

 
Investing your resources in the activities 
that demonstrate the best return is a 
must, especially if you’re working with a 
stretched budget. 

and boost ROI
If like most small businesses you’re juggling a modest marketing budget, you’ll know 
how vital it is to make every pound count. In the face of reduced budgets, the challenge 
for marketers is to find ways to become more efficient. 

7 WAYS TO STRETCH
YOUR MARKETING BUDGET

        HAVE A BUDGET    AIM FOR ZERO-WASTE IDENTIFY AND FOCUS 
ON WHAT WORKS BEST

8 gamma.co.uk/partners/amplify



If something works, stick with 
it. Considering scrapping an old 
promotion? First, check if it’s still 
performing and if it is, keep it running 
for as long as your customers read and 
react to it.
 
If a campaign still has selling power but 
it’s looking a bit tired, refresh existing 
copy - don’t throw it out and waste time 
starting from scratch. 

Something not working? By all means, 
experiment to see if you can achieve 
a better ROI - perhaps tweak the 
messaging, play around with timings or 
test out different tactics. If you’re still 
seeing no results drop it and focus your 
energy on what is working.

Play to your strengths and when you 
have a strategy that works, optimise 
the heck out of it.

It’s not just money that’s tight for a 
small business – time is another limited 
resource.  Automating some of the 
everyday marketing tasks can free up 
a big chunk of time. For example, tools 
like Hootsuite let you access all your 
social platforms in one place, automate 
social posts at a click and compare the 
performance of your campaigns across 
various platforms.  

How much time does your team spend 
on non-strategic admin tasks in a 
week? How much of their time is spent 
searching for the correct versions of 
images, logos, text files and videos 
for your marketing communications. 
Technology such as online digital 
asset management can help increase 
productivity and free up resources 
because all your brand assets are stored, 
managed and accessed in one place.

When you’re not bogged down with 
these routine tasks, it gives you more 
time to focus on the big picture and 
improve your overall marketing strategy.

When trying to get more out of a 
marketing budget, some marketers 
make the mistake of “optimising” 
campaigns to reach as many people 
as possible. While it makes sense to 
assume that reaching more people 
gives you more potential visitors 
and customers, the reality is if your 
messages aren’t relevant, they aren’t 
going to resonate, and it won’t matter 
how many people you end up reaching. 
Get to know your target audiences and 
tailor your messages to them.

If you create new material every time 
you have a marketing need, you’ll end 
up in a constantly demanding cycle of 
creative effort. Instead, you can recycle 
content used for one medium, and reuse 
it in other. Sometimes simply giving it a 
new title, an introduction and refreshing 
some imagery can give it a new lease of 
life and help boost conversions.

If a past webinar generated a high 
volume of webinars, don’t let it go to 
waste! Why not turn the slide content 
into a mini eGuide? Or even just use the 
webinar recording in campaigns to give 
it more longevity. 

Did a previous presentation prove 
popular with the audience? Take some 
of the key stats and graphs and create 
an infographic.

Don’t try and reinvent the wheel, take advantage of the 
resources that are already available to you. 

As a channel partner, you can benefit from support from 
the vendors you work with. Gamma channel partners 
have access to Accelerate, an online partner marketing 
portal. Accelerate is home to a huge library of white 
label campaign material – from brochures, emails and 
social posts, to web banners, imagery and automated 
workflows. The platform includes a range of clever 
campaign features to help you generate new leads and 
engage with prospects and customers. It’s ideal for 
partners that have limited time, resource or budget to 
focus on marketing, and reduces costs for those that 
outsource this work.

Need help getting started with Accelerate? Check out 
our handy ‘how to’ videos or contact 
accelerate@gamma.co.uk today.

MAKE YOUR TEAM      
MORE EFFICIENT

TARGET YOUR 
AUDIENCE EFFECTIVELY

GET MAXIMUM MILEAGE OUT 
OF EXISTING CONTENT

TAP INTO MARKETING RESOURCES 
AVAILABLE TO YOU
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A Q&A with 
MATT
TOWNEND, 

Mastering Mid-Market 
in the Channel

Founded over 15 years ago by a team who had been 
instrumental in building the early internet market; Cavell 
delivers unrivalled, in-depth analysis of the cloud 
communications market. We caught up with Cavell’s well-
respected analyst Matthew Townend, who focuses on cloud 
communications and whose career has always centred 
around new markets, to discuss the challenges of tackling 
mid-market in the digital transformation era. 

With the advent of UCaaS opening 
up new opportunities for channel 
partners, Gamma wanted to examine 
the ways in which our partners can 
broaden their horizons with new 
markets and verticals. Speaking 
with Cavell’s Director of Research 
and Consulting, Matt Townend, we 
discovered some of the key tips 
for recognising opportunity and 
identifying key differentiators in 
driving mid-market sales. 

1 WHAT DO YOU THINK 
ARE THE BIGGEST 
CHALLENGES FOR 
PARTNERS WANTING TO 

               TARGET MID-MARKET?
When looking to move up market, 

one of the biggest challenges is 
really understanding the customer 
requirements, which by the very nature 
of larger businesses may become 
more complicated. They may work in a 
specific sector that has its own business 
challenges and dynamics. The other 
large challenge is how to stand out in a 
crowded market and build credibility.  

2WHAT DIFFERENCES HAVE 
YOU OBSERVED BETWEEN 
THE BUYING PROCESSES 
FOR MID-MARKET AS 

             OPPOSED TO SME?

With respect to SME companies, the mid-
market generally tends to have a better 
understanding of the technologies and 

as such are more educated buyers. 
They perhaps are less likely to buy on 
price alone, and therefore service and 
tailoring of your solution to their needs 
become important. It is clear from our 
enterprise research that they are more 
likely to have more requirement for 
services such as collaboration or remote 
working and will be considering issues 
such as automation and customer 
interaction. Interest is around the 
value unified communications can 
add to today’s business landscape and 
how it can improve the way people 
communicate both internally but also 
externally to partners and customers.
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3      HOW CAN CHANNEL 
PARTNERS BEST ADJUST 
TO THIS DIFFERENCE IN 
THE BUYER JOURNEY?

The people who I have seen become 
successful have brought some element 
of focus to their strategy, rather than 
just a blind move into the mid-market. 
So maybe that is by being experts in a 
certain vertical or by building expertise 
in a particularly relevant adjacent 
technology area. Within this approach 
you can focus less on features and more
on the benefits the products bring to the 
end customer. I also feel partners should 
make some tangible differences to the 
way they service customers and build 
relevant case studies and use cases that 
demonstrate the benefits in order to 
drive business forward.

4WHAT MIGHT A MID-
MARKET BUSINESS BE 
LOOKING FOR, IN TERMS 
OF HOSTED TELEPHONY, 

             THAT A SMALL BUSINESS 
             WOULDN’T?

The size of a business does not 

necessarily impact on the complexity 
of its telecoms. There are some very 
sophisticated SMEs and some larger 
companies that still want little more 
than dial tone and voicemail. Often 
there can be greater variation between 
industry than business size. However, 
in general terms – larger businesses 
are probably more likely to be looking 
at collaboration, remote working along 
with more complex integration - with 
applications such CRM solutions, call 
centre functionality and reporting. 

5 WITH MILLENNIALS AND 
BABY BOOMERS BOTH 
PREVALENT IN TODAY’S 
TYPICAL MID-MARKET 

BUSINESS, WHAT AFFECT DOES 
THIS HAVE ON ADOPTION RATES 
IN YOUR VIEW?

Certainly, they are more open to new 
technologies.  But that brings challenges 
as they can expect services to work 
simply like the applications they use in 
the consumer world, they are also more 
likely to use their own applications in the 
business world. Also because they may 
flit between different providers in using 

different apps I think they can be less 
tolerant and more impatient in waiting 
for new features and consequently be 
more willing to swap suppliers more 
regularly.

6 WHAT ADVICE WOULD 
YOU HAVE FOR CHANNEL 
PARTNERS TRYING TO 
TACKLE MID-MARKET?

My main piece of advice would be to 
make sure you understand what the 
issues are in driving buyer decisions in 
each vertical and be able to articulate 
how your proposition solves those 
pain points. Don’t assume one 
solution proposition is going to suit all 
customers. When partners lose a deal, 
they should be sure to find out why – the 
old adage that a salesman will always 
say they lost the deal because you were 
too expensive is not always the case. 
When you have had success make sure 
you build credibility through cases 
studies, whitepapers and demonstrate 
knowledge and credibility. 

Gamma's top tips to tackle mid-market
1. Square peg, round hole. When 

selling into mid-market, don’t 
try to shoe horn a product into 
a customer business, instead 
establish the key challenges and 
pain points for that particular 
customer and help them 
understand how the product 
conquers these challenges. 

2. Be prepared. With such a vast 
array of information available via 
different mediums, there’s no 
excuse not to be armed with an 
understanding of what makes 
the organisation and the decision 
maker tick. Use strategic reports, 
LinkedIn and even Google alerts 

to establish the customer's 
objectives. 

3. Leadership. Mid-market 
customers bring in resellers or 
suppliers into their conversation 
to add value to their procurement. 
They are looking for a consultative 
approach that will ultimately aid 
them in achieving their goals, so 
make sure you take ownership 
and steer the conversation.  

4. Insight. Make sure you 
understand where your mid-
market customers play. Is it 
education, healthcare, recruitment 
or finance? How have you been 

successful there before? Which 
customer have you helped in 
this vertical before? What were 
their challenges? How did you 
overcome them? What was 
the result? Make sure you are 
speaking their language. 

5. Feedback. Feedback regardless of 
whether it is positive or negative 
is the customer's way of defining 
their objectives to you. Rather 
than jumping on the defensive, 
absorb and take this information 
back to the drawing board to re-
define your proposed solution.  
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The company has been operating in 
the communication industry for over 
20 years and offers a wide spectrum 
of services including phone lines, 
phone Systems, mobile, UC, cabling, 
broadband, WiFi, WAN, energy and 
security.

With a key focus on selling solutions, 
not services, BTT’s mission is to provide 
solutions which make a positive 
technological change to a business, 
enabling that business to thrive. With 
these values at the core, BTT benefits 
from strong, loyal relationships with its 
clients.

With a team of 15, made up of 
engineers, sales and support specialists, 
BTT boasts a high employee retention 
rate with 90% of its employees having 
worked with them for over five years.
 
BTT works with a range of customers 
across the UK with a particularly 

strong client base in the Midlands, 
London, North East and North West 
and a number of clients who boast 
an international presence working 
predominantly in the following sectors:

• Hospitality 
• Automotive 
• Steel manufacturing
• Healthcare 
• Retail  
 

Based on the previous good work 
following a phone system and SIP Trunk 
deployment for one of their clients, a 
large scale furniture retailer, BTT were 
asked to quote for the WAN as the 
customer had become dissatisfied with 
their incumbent supplier. 

The previous MPLS iteration had 
been in for just over 4 years. Having 
previously experienced a lag on their 
MPLS network, the biggest change they 
needed to make was an increase in the 
minimum bandwidth at each of their 
remote sites to a minimum of 10Mbps 
down and up and the two head office 
sites needed 300Mbps, to cope with 
the demand of their systems. Without 
a backup option at either site, if a site 
broadband circuit went down it would 
lose all their telephony and data system, 
effectively meaning that they would be 
unable to trade.

Having approached their incumbent 
along with another major supplier, BTT 
were asked to bid and provide a more 
robust and resilient WAN that helped 
increase the bandwidth and met the 
minimum bandwidth requirements of 
the client. The solution was needed 
to upgrade the circuits at sites from 
ADSL technology to either FTTC or Fibre 

BTT is a well-established technology company based in Kettering, 
Northamptonshire which boasts the key message of keeping businesses 
connected.

CASE STUDY

BTT NETWORK 
SOLUTIONS

    THE CHALLENGE
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Ethernet depending on bandwidth 
available at the site. BTT would also 
need to provide a 4G backup option 
at the sites that allowed the site to 
continue to operate even if the primary 
service failed. With regards to HQ, there 
was an additional requirement to offer 
bigger pipes to better maintain their 
WAN traffic and centralised internet 
access, providing more bandwidth to 
help improve productivity at the stores.

Gamma’s pre-sales team accompanied 
BTT for an initial kick-off meeting with 
the client at their offices to understand 
their requirements and what they were 
looking to achieve. 

Once all the information was gathered, 
both Gamma and BTT put together a 
detailed proposal of all the costs and 
what services needed to be delivered 
to the relevant site, with equipment, 4G 
options and a system design diagram.

On winning the order in mid-September
the BTT and Gamma teams both went 
to the customer’s site, the project 
managers from both BTT and Gamma 
attended the meeting including 
the engineer to discuss design and 
configuration of the WAN for the 
customer along with further technical 
information of how the solution would 
be designed and deployed.

Offering ongoing training and support, 
Gamma pulled out the stops to ensure 
the project was delivered as the 
customer required it; making sure the 
support teams were on hand whenever 
needed.

The project was fully delivered exactly 
to the client specifications and ticked 
all the boxes at a price where BTT could 
make good margin whilst still being 
competitive against the competition. 

The end result was a significantly
more resilient WAN for the client with 
better connectivity, better speeds 
and ultimately improved productivity, 
stability and business continuity. The 
newly implemented solution also 
helped with allowing the customer to 
deploy new systems and services to the 
stores which will further enhance their 
customers buying experience in store.

'

“The solution was delivered to the customer's requirements and expectation, 
the added flexibility and agility from Gamma’s end made it very easy to work 
with the customer and deliver the solution.

The relationship with Gamma is one that BTT finds very precious, it is a 
relationship that has been built on trust over many years. Gamma have 
engaged with BTT much more than any of our other suppliers, they take an 
interest in what BTT does and they care for our business, they share many of 
the same values that BTT believes in and they have always been at the cutting 
edge of innovation in the industry.

We like working with Gamma as doing business with them is made easy, 
from the sales process, to ordering and deployment through to support. The 
additional benefit of the marketing resources they supply which we have had 
rebranded has been a useful extra layer of support, as well as their focus on 
aiding us as a business – they seem very focused on empowering partners. We 
have found Gamma to be the most responsive partner we have.” 

    THE SOLUTION

    THE RESULTS

Shiv Passap, Director, BTT
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Yet many are still relying on legacy 
infrastructure that can’t adequately 
support important business ambitions. 
Businesses of all sizes need connectivity 
that can scale up (or down) and be 
deployed with minimal effort. You can 
therefore offer support by ensuring 
access to a robust, next-generation 
national network.

The countdown is on for voice partners

Four in five Gamma partners have 
already started migrating their existing
ISDN base to Hosted voice or SIP, and

 ARE YOUR CUSTOMERS  
 READY...

FOR THE CHALLENGES OF THE 2020S?

A data-hungry world:
Channel resellers and data services

It’s not a new issue by any means, 
but having the right data services and 
network infrastructure in place will be 
fundamental to business success in the 
2020s. Particularly as the prevalence of 
cloud computing, Infrastructure-as-a 
Service (IaaS) and Software as a Service 
(SaaS) is only likely to grow.

As reliance on applications from hosted 
voice to video conferencing grows, 
businesses will become more data-
hungry than ever before.

Meanwhile, the rise in flexible 
working patterns and remote teams 
means organisations must have agile 
connectivity options.

“Staying 
educated on 
emerging 
connectivity 
solutions – such as SD-
WAN – will be vital here, 
especially when it comes 
to supporting larger, 
multi-site enterprises 
or those with ambitious 
growth plans.”

So, what issues do channel 
resellers need to consider – 
and how can you help your 
customers keep up with the 
rapid pace of change?

those who haven’t begun this process 
should act quickly to ensure they don’t 
lose customers.

For voice partners, the ISDN switch off 
is the most pressing issue to tackle.

Many resellers will be affected by this: 
our research shows that over 90% of 
Gamma’s channel partners are still 
maintaining a base of ISDN customers.

Although the switch off isn’t set to take 
place until 2025, ISDN will no longer 
be available to purchase from 2020. 
Businesses aren’t likely to leave it much 
longer before making the move to SIP 
or hosted telephony; the vast majority 
of Gamma partners, for example, 
anticipate this migration occurring 
before the end of 2022.

This base will be a highly appealing 
target for other telecoms sellers, so you 
should strive to stay actively involved 
with your existing clients over the 
coming years.

How do you define a decade? It’s no easy task to describe the essence of a ten-year 
period. For businesses in the 2010s, however, one phrase captured the technology 
scene more than any other – and that’s digital transformation.

Just think how far the iPhone has come, or how much virtual conference technology has developed. 
As we head into a new era, there’s no sign of this slowing down, and digital transformation will 
continue to be top of the agenda for many businesses.

Some of these tech shifts (like the risk of robots taking over human jobs) are challenges to be tackled 
from the government down. Others are directly related to the telecoms services and platforms that 
businesses rely on. For channel resellers, this creates a huge opportunity – but also a significant risk. 
Because if you aren’t able to support your customers with the challenges of the next decade, there’s 
no doubt that one of your competitors will step up.
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Interestingly, over 90% of Gamma 
partners have a customer base in 
the sub-100 user space. There is a 
clear opportunity for many resellers 
to move their customers straight over 
onto a hosted offering, which is easy to 
implement.

Your customers aren’t the only ones 
facing challenges

When planning for the coming decade, 
channel resellers should also be aware 
of certain issues. For example, you 
may find that even smaller businesses 
are now looking for enterprise-class 
features – with so much competition 
in the market, organisations of all sizes 
across all sectors will come to expect the 
highest quality product.

So, you’ll need to partner with a 
company that consistently delivers 
best-in-class products, networks and 
platforms that can integrate with each 
other effectively. And be wary of having 
your head turned by a partner offering 
what looks to be the hottest new 
technology, but is in fact understrength. 
Things will continue to change quickly, 
so resellers should look to work with 
partners who have the financial backing 
to innovate and grow throughout what 
could be a turbulent period.

In addition, technology procurement 
will evolve throughout the twenties, 
and resellers need to be ready for this. 
Procurement has already become much 
simpler (with some often able to scale 
up or order new services at the click of a 
button), and businesses often no longer 
need a specialist to explain the options, 
come out to their offices, and install 
hardware.

Find your niche

This will continue, and be amplified by 
the fact that more and more IT decision 
makers will be tech-savvy ‘digital natives’, 
confident in their ability to research, 
procure and implement new products 
without a great deal of input. As a result, 
they may increasingly be happy to go 
straight to the source, cutting out the 
role of the channel partner altogether.

Unless you can offer something different, 
that is. Long-term success in the channel is 
dependent on more than just product.

Partners that listen to their customers, 
understand how their business operates, 
the problems they have, and can solve 
those problems are the ones that will thrive. 
The partner’s value is in selecting product 
elements to build a rounded and tailored 
solution that relieves pain points, Gamma’s 
Head of Channel, Matthew Barnett, says the 
key for channel resellers lies in differentiation.

  

   

GET SET FOR THE 2020S

In order to succeed, channel resellers 
must be prepared to support their 
customers with further digital 
acceleration, from data services to new 
voice platforms and beyond. By bearing 
all of this in mind – and keeping a 
weather eye on the horizon for new 
trends – channel resellers stand a 
fighting chance of thriving.

Matthew Barnett, Head of 
Channel, Gamma: 

“Everybody likes to think their 
customer service sets them apart, 
and that may well be true – but it’s 
important to interrogate what you’re 
offering that nobody else can, and 
give customers a motive to work 
with you. Finding a niche vertical 
market adoption could be a good 
strategy. Become the go-to person 
in a particular marketplace, like GPs’ 
offices or recruitment, and you’ll 
be able to offer use cases and deep 
insight that’ll ensure your customers 
still have a need for you.”

15gamma.co.uk/partners/amplify



Gone are the days of the workforce 
being resigned to a physical office 
during regular office hours. Today's 
always connected, instant access 
workplace has blurred the lines 
between the physical office and the 
place where work actually happens.

Flexible working is something the 
workforce is rapidly coming to expect as 
standard. According to recent research 
by Powwownow, three quarters of 
employees now favour flexible working 
in some form. In fact, it’s now a key 
consideration when looking for a new 
job, with 70% of people saying having 

the option of flexible working makes a 
job opportunity look more attractive. 
And as the way people work, interact 
and collaborate continues to undergo 
profound change, employees are 
expecting more choice in the way 
they communicate with colleagues, 
customers and suppliers.

   

It is now completely normal to see rows 
of people working in a coffee shop with 

their headphones plugged in and a 
steaming cup next to them. The same is 
true of hearing fellow train passengers 
discuss their next big presentation with 
colleagues on a video call or seeing 
airport lounges dotted with iPad users 
cramming in a few more minutes work 
before they need to switch to flight-safe 
mode.

This shift in recent years has made 
mobile one of the most crucial elements 
in an organisation’s communications 
infrastructure. But it’s not as simple as 
just giving everyone a mobile phone 
and getting on with it – the entire IT 

MAKING THE MOST  
OF MOBILITY
WHY A MOBILE WORKFORCE 
MEANS BETTER UPSELL 
OPPORTUNITIES

    THE RISE IN 'WORKING  
    ANYWHERE, ANYTIME'
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infrastructure of an organisation must 
be geared towards making mobility 
possible. 

Remote working has been the 
biggest driver for SMEs to switch to 
next-gen telephony. With workers 
spending an increasing amount of 
time working outside of the office, 
the move to a mobile first strategy is 
both commercially and technologically 
advantageous. 

 

Mobile is at the heart of the UC 
proposition as employees look for 
flexibility and productivity gains. 
Technology that supports productivity 
and both the new and existing customer 
experience will be critical in any decision 
to invest in new systems.

Historically UC solutions were more 
commonplace within larger enterprise. 
However, the demand from SMEs for 
UC is well and truly on the rise, with 
features such as presence, instant 
messaging, chat and video conferencing 
becoming the norm. At last, UC solutions 
are becoming more accessible to and 
affordable for SMEs, and at the same 
time SMEs are finally getting to grips on 

what UC is and how it can can benefit 
their business. However, it’s still up to 
channel partners to educate customers 
on all of the possibilities so that they 
really understand the features and 
benefits available. 

The workforce is beginning to outgrow 
the more traditional telecoms solutions 
and resellers that haven’t already, must 
embrace technology to leverage this 
opportunity before they get left behind.

For channel resellers, this presents a 
huge opportunity to help customers 
revolutionise the way that they 
work, make them more attractive to 
employees, and ultimately help them 
become more efficient as businesses. 

Offering next-generation solutions that 
empower businesses to support and 
encourage remote working is a must for 
channel partners who want to succeed. 
Resellers who not only have the smart 
UC tools in their portfolio, but also take 
a consultative approach to help position 
customers with the right selection of 

solutions, that fit and work together 
seamlessly, are more likely to win high
ARPU and high margin deals. Going out 
to market with a strong UC proposition, 
with a full, well thought-out service 
wrap, helps position you as a leader in 
your space and gives you a differentiator 
when up against other providers.

Selling UC is also where channel 
partners can make their biggest gains 
through upselling. Understanding 
customer needs and being able to cater 
to them is the best way to increase the 
value of existing business. If you’re able 
to go in and offer a quick response to an 
immediate problem, you’ll set yourself 
apart from the competition. The more 
you know about your customer and 
their challenges, the better you can 
service your customers because you’re 
talking to the customer about something 
they actually need. And don’t forget, 
customers prefer to have everything in 
one place and selling UC really lends 
itself to this. The fewer suppliers your 
customers have to deal with, the easier 
it is for them. And if you can deliver 
first-class support and customer service 
to back this up, it will help you harness 
longer term, ‘stickier’ relationships.

    MOBILITY AND UC 
    ARE INTRINSIC

BUSINESS LEADERS ARE 
RECOGNISING THE IMPACT 
THESE SOPHISTICATED UC 
FEATURES HAVE ON THEIR 
BUSINESS’S PRODUCTIVITY AND 
PERFORMANCE. BUT WHAT DOES 
THIS MEAN FOR THE CHANNEL?
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|THERE’S NO BUSINESS 
  LIKE OLD BUSINESS

THE ART OF LOOKING AFTER YOUR EXISTING CUSTOMERS

Tech and telecoms are fast moving 
industries. We all know about the 
imminent switch off of ISDN. And the 
tools that businesses want to use to 
communicate are changing all the 
time, with generational shifts and tech 
preferences shaping what customers 
want to buy. Social media integration, 
for example, is now seen as an 
essential, so businesses can interact, 
communicate and enjoy amusing videos 
of cats just like everyone else. If they’re 
going to retain their existing customers, 
channel resellers must get a handle on 
this.

When communications requirements 
change, customers aren’t going to sit 
around waiting for their seller to get 
their ducks in a row. So it’s vital to 
partner with a business that can cater

Roan Pratt, Head of 
Product Sales, Gamma:

“Gamma provides a digital 
portal to partners, so 
they can respond to the 
requirements of their 
end users fast, with a 
set of tools that 
allow them to do 
that. This sort 
of digitisation 
is going to become more 
and more important as 
buyers become a lot more 
tech savvy and happy to 
self serve.”

Innovate and upsell for what the end user needs, when they 
need it. And who is able to offer the 
zeitgeist business technology solutions, 
so innovation is built into your offer to 
customers.

In practice, this means a digitised 
product offering that’s easy to buy 
and scale. No one wants to spend 
days waiting for a repair man with a 
screwdriver to improve their telephone 
service. Instead, they want it done in ten 
minutes through the cloud.

This is also where channel partners 
can make their biggest gains through 
upselling.

Understanding customer needs and 
being able to cater to it fast is the best 
way to increase the value of existing 
business. If you’re able to go in and 
offer a quick response to an immediate 
problem, you’ll set yourself apart from 
the competition.

Speed is everything here

When you’re trying to grow your business, it’s likely that your first thought is expanding your customer base. 
Bringing new people in on lucrative deals (then seeing how you can upsell and cross sell to increase the deal 
value) can make a real difference to your yearly figures.

It makes sense. Business thrives on acquisition and salespeople thrive on finding new clients and growing their 
portfolio. For many, bonuses are structured around new business and bringing a prospect over from a competitor is 
always going to be lauded in competitive industries. The trouble is, what if an undue focus on the new distracts you 
from providing great service to the customers who are already on your side? It’s true that no one ever rings a bell or 
sounds a klaxon when a loyal partner decides to stick around for a few more years. But those deals are every bit as 
valuable as new ones – sometimes even more so, with happy existing customers also likely to review, recommend 
and provide material for case studies and customers stories. Not to mention, retention is the best proof point of great 
service there is. Successful channel resellers get that. It’s why they’re at the top of the tree, retaining a lucrative base 
of committed customers then adding to that with the new. They've made retention of old business an art - something 
everyone else would do well to learn
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   FULL SERVICE,
   FUTURE READY

At its heart, being a channel partner 
is about building successful and 
profitable business relationships with 
end users. And as any good channel 
partner will tell you, that doesn’t happen 
overnight. Rather, it’s a steady process 
that takes years and years to get right. 
You’re creating trust as well as selling 
technology, and the former is often 
much harder than the latter.
That’s why customer service is always 
the strongest retention tool a reseller 
will have. Every customer a channel 
partner has is, of course, unique. 
However, there are some things it 
always pays to do as you look to take 
care of the businesses on your books. 
The first is understanding their profile.

Whether that’s how many home or 
flexible workers they have, to if they 
intend on expansion in terms of 
locations or people. These are the kinds 
of conversations account managers 
will have in their daily dealings – it’s 
important that they get the answers and 
share with the rest of your team. And 
the reason this information is important 
is not just because it’s plain good, polite 
service, it’s because you can’t sell the 
right thing at the right time if you’re 
working with the wrong information.

This is where service also creates 
opportunity. Unified communications is 
a changing, evolving industry. So your 
product set has to meet the demands 
of the industry and your customers. The 
more you know about them, the happier 
your sales calls will be, because you’re 
talking to the customer about something 
they actually need.

The fewer suppliers they have to deal 
with, the better. So the easier you can 
make it to get the services they need, 
the more likely you’ll be able to keep a 
customer on side. It’s these elements 
of your offer that demonstrate the 
willingness to go one step further, which 
will likely result in recommendations and 
organic business growth as a result.

  

   

    
    DON’T FORGET,   
    CUSTOMERS ALWAYS 
    PREFER TO HAVE 
    EVERYTHING IN ONE 
    PLACE.

WHAT’S HERE AND WHAT’S NEXT

New business is great for a boost. 
And it’s always the case that channel 
partners should be looking to expand 
their customer portfolio with new 
clients, particularly if they can entice 
them from a competitor.

But it remains true that steady profit 
and sustainable growth are built on a 
solid base of happy customers, brought 
in by your big promises around great 
services and products, then kept there 
because you’ve delivered on them.

Roan Pratt, Head of Product 
Sales, Gamma: 

“Those that retain customers are 
getting customer service right. And 
they’re doing account management 
better. It’s all about alignment. If 
customers are receiving the right 
sort of service, they’ll be looking to 
follow up and speak to the account 
managers with good news. It’s about 
creating an environment that you can 
speak freely in.”

FULL SERVICE, 
FUTURE READY
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An interview with 
JULIE
MILLS, 

the importance of training 
and upskilling in a wave of 
change

Julie is the CEO of Train to Win.tv and Support to Win.
tv, With over 25 years’ experience in the industry, she 
has held senior management positions at BT, MCI 
WorldCom and Nine Group. Since starting the company 
in 2013 she has been instrumental in making Train to 
Win the preferred training and people development 
partner for the channel, working with carriers, service 
providers and resellers of all shapes and sizes. 

Talk of the telecoms skills gap is rife 
within the industry. With all industries 
noting the unceasing evolution of 
technologies causing a disparity in 
skills between varying generations 
within the workplace, the issue is 
perhaps most acute within a business 
landscape where technology is 
inherent, meaning it cannot and 
should not be ignored by the channel. 

With today’s typical workplace 
changing at an unprecedented 
rate, we spoke to the founder and 
CEO of Telecoms specialist training 
consultancy, Train to Win.tv. With over 
20 years in the industry, Julie Mills 
specialises in training and people 
development.  

1 EXPERTS HAVE 
OBSERVED THAT 
THE FUTURE OF THE 
WORKPLACE IS GOING 

TO LOOK VERY DIFFERENT 
FROM HOW IT LOOKS 
NOW? WHAT CHANGES DO 
YOU THINK THE TELECOMS 
INDUSTRY WILL SEE IN THE 
NEXT 5 YEARS?

If we look back over the last five 
years we can see the evolution of our 
industry speed up in a way that we 
could have only hoped for say 10 years 
ago and this pace of change is only set 
to increase.

The shut-down of PSTN will 
naturally shift everything to IP. But 
unfortunately, with the UK lagging 
behind the rest of the world in the 
high speed access market, as Fibre 
infrastructure becomes more widely 
available, I expect we will see a 
consolidation of access technologies 
across the UK.

In addition to this I’d anticipate that 
we will see widespread adoption of UC 
with more flexible working and remote
working becoming the norm.
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2WHAT IMPACT DO YOU 
THINK THE INFLUX OF 
MILLENNIAL EMPLOYEES 
HAS HAD ON THE 

             WORKPLACE LANDSCAPE? 

Generally really positive. Millennials 
bring with them an increased digital 
capability, which can balance out a 
lack of commercial know-how. While 
they are typically impatient to climb 
the ladder, commitment to a long 
term position within a single company 
is not something which millennials 
prioritise, constantly seeking the next 
new challenge and the value of face to 
face communication is something which, 
for a millennial, has to be learned, as 
many default to digital. All this means 
managers have had to re-assess and 
adapt their management styles, often 
for the better. 

3      HOW DO YOU THINK 
THIS WILL IMPACT THE 
CHANNEL?

I see this as both a huge opportunity 
but significant threat to the channel. 

The workplace is evolving, young people 
today are born into technology where 
other generations will adapt. The 
workforce must cater for all generations 
and develop skill sets where they can. 
I think we will see the workforce place 
more emphasis on integration of 
services and this will be down to channel 
partners to deliver. Currently there is 
so much choice to achieve the same 
result, channel partners need more 
than just the product tool kit, they need 
the full solution to deliver the customer 
experience we all hear about.  

Partners need to recognise and focus on 
professional services, managed services 
and ultimately, customer needs. We all 
hear so much about the products and 
the next new acronym but how much 
focus is there on training end users? 
Developing training services that actually 
work for the customer both on the 
correct technical level and relevance to 
the role of the individual. 

Ultimately technology power houses 
such as Amazon have built their 
reputation on providing an exceptional 
customer experience and unless the 

channel can match or exceed this then I 
think it is inevitable that companies like 
this will play a significant part in the new 
digital comms space.

An interview with 
Julie Mills
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4 WHAT DO YOU THINK 
THE DIGITAL SKILLS GAP 
MEANS FOR THE UK 
TELECOMS INDUSTRY? 

The telecoms industry is in an 
interesting space when you consider 
the impact of the digital skill gap. 
For many businesses, the skills gap 
mostly exists within middle and upper 
management due to people needing 
to acquire new digital skills. When you 
look at this in contrast to the digital 
native, each generation presents 
different skills. The key challenge these 
digital natives face is generally a lack of 
understanding of how the technology 
relates to a business and how it is 
consumed within the business. Other 
industries such as fintech have been 
quicker to embrace digital technologies 
and we’re starting to see a number 
of digital disruptors such as online 
banks (for example companies like 
N26 or Revelut) really making waves 
in the financial tech space. So why is 

it that, in this sense telecoms seems 
to be lagging behind? It seems to me 
in general our industry has not fully 
embraced a digital first approach 
and I believe the root cause of this is 
largely the digital skills gap that exists 
with consumers of telecoms and UC 
services.

5 WHAT IMPACT DO YOU 
FEEL IT COULD HAVE ON 
CHANNEL PARTNERS 
AND THEIR END  

             CUSTOMERS?  

I think the impact of the digital 
skills gap on the channel and 
their customers is potentially very 
significant. As the market and 
purchasing decision also becomes a 
more digital journey, it’s important that 
the channel adapts its go-to-market 
model to ensure it remains relevant. 
We are already seeing a more digital 
approach arrive from large US players 

and I think that the channel needs to 
take note and adapt accordingly. 

I think another interesting change will 
come when we look at contractual; 
customer ownership. Most large US 
operators expect to own the customer 
contract, yet the model in the UK 
has always been the channel partner 
retains that. As processes become 
more digital and customer-centric 
it will be interesting to see how that 
change pans out. 

In terms of end customers, I’m not 
sure that the users today are ready 
for a fully digital journey and learning 
experience. With such diverse 
demographics in the work place a 
digital only approach is never going 
to work and our experience to date 
suggests that face to face training and 
learning is here to stay, albeit using 
the necessary digital technologies to 
support this learning where needed.

The Telecoms training company for the Channel .
Contact: 0333 006 9999  |  info@traintowin.tv

The Telecoms Training Company for the Channel“
”Let Train to Win.tv help you build an elite team through the training and development services designed 

exclusively for the Comms Channel with our bespoke on-site and open courses.

TTW_CD JUN18.indd   1 22/05/2018   22:07
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ADVERTISING

AWARD-WINNING ANALYTICS 
FOR TOMORROW’S LEADING 
BUSINESSES

For more information please contact our team who will be happy to help: 
+44 (0)1293 853060    info@akixi.com    www.akixi.com

Over 400 sets of historic and real time statistics, 
brought to life with wallboards, charts and alarms

Comprehensive call management and analytics 
with scheduled reporting

Deployed in over 4,000 client sites globally

Highly scalable from 2 to over 10,000 users

Pay-as-you-go monthly subscription

Abandoned call recovery 

Multi-site reporting

Coming soon:
Akixi analytics for 
your omnichannel 

contact centre!

The Telecoms training company for the Channel .
Contact: 0333 006 9999  |  info@traintowin.tv

The Telecoms Training Company for the Channel“
”Let Train to Win.tv help you build an elite team through the training and development services designed 

exclusively for the Comms Channel with our bespoke on-site and open courses.

TTW_CD JUN18.indd   1 22/05/2018   22:07
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An SME perspective

WHY

Unified Communications (UC) – the 
ability to integrate different forms 
of communication in the shape of 
phone, email, messaging, video and 
collaborative working applications, 
and leverage the combined benefits 
in a holistic approach to the diverse 
ways in which we contact each other 
today, is now readily available to 
organisations of any size.

UC today is a mature market and a 
million miles away from the early 
attempts to introduce the technology 
that were hindered by clunky proprietary 
solutions that needed a legion of 
technicians just to deliver pretty basic 
functionality on an on-going basis.

AND THE 
BENEFITS…

Today we have robust connectivity and 
omni-present IP based networks that 
enable integrated communications and 
collaborative working not only within the 
local area network of an organisation 
but also in the wider area to encompass 
remote branch offices as well as mobile 
or home workers.

Significantly for the small to 
medium enterprise (SME), unified 
communications is available as a 
subscription service delivered from the 
cloud rather than as expensive on-site 
hardware. The result is up-front costs 
are minimal and on-going charges that 
are simply based upon what services 
are ‘consumed’ each month, and by 
how many users. It means scaling users 
demand up or down depending on 
business need is now within the grasp of 
the organisation.

This UCaaS delivery model has 
additional benefits for the SME beyond 
cost savings and operational flexibility 
as it means the applications are always 

kept up to date with new features simply 
being added via the cloud.

The applications are important to any 
business but for the SME they offer the 
ability to not only compete on a level 
playing field with larger enterprises 
but to also still deliver the fleet of foot 
responses for their customers that have 
always been their key differentiator.

For organisations that have recognised 
that a customer first or customer led 
strategy, where the information and 
data gathered from clients is highly 
valued, UC and collaborative working will 
get you closer to those customers. And 
by using data analytics to evaluate that 
data it can be turned in to new products 
and services your customers want.

As well as great customer service 
excellence being provided, customer 
retention will be improved and new 
products monetised faster.

Internally, organisations will also benefit 
with firms where employees were 
encouraged to work together sat within 
the 64pc higher portion of high-growth 
companies.

The reality is, employees could be 
spending lots of wasted time trying to 
figure out answers while someone else 
in the team or organisation already 
knows the solution.

In a nutshell we think it is three things; 
that management ethos to work 
collaboratively and placing the customer 
first, the right connectivity and networks 
to provide a great user experience plus 
a supplier that has a set of applications 
that are easy to use and with the ability 
to integrate existing business process 
applications.

Organisations that have made the 
switch and those that are in the process 
of implementation have determined, 
the best time to implement UCaaS 
– and move voice, conferencing and 
collaboration to the cloud too – isn’t a 
year or two from now. 

It’s now.

DO I NEED UCAAS?

SO WHAT IS NEEDED FOR A SUCCESSFUL 

SME DEPLOYMENT OF UCAAS?
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is key to retention in the Channel

CUSTOMER EXPERIENCE

According to research by Gartner, most 
of today’s organisations (two thirds) are 
competing on the basis of customer 
experience, with 81 per cent expecting 
to compete mostly or completely on this 
basis within the next two years. 

In such a customer-centric time as 2019, 
the term has become a core focus for 
business leaders, with customers truly 
holding the power in today’s business- 
consumer relationships. But how 
does this affect the channel and what 
actions can be taken to move with this 
increasingly customer centric business 
landscape? 

ADAPT AND ADOPT

With increasing pressure on operations 
and customer service teams, Gamma 
wanted to incentivise and encourage 
teams to take pride in going above 
and beyond for their customers, 
offering the best possible customer 
service. Launching a “Top of the Ops” 
initiative, whereby each month the 
team nominates a fellow colleague for 
outstanding customer service based on 
feedback, Gamma wanted to highlight 
and reward those who adopt and adapt 
to increasing demand for exceptional 
customer experience, driving this as a 
key culture that starts with Gamma’s 
‘shop window’, those at the forefront of 
the business.

APPROACHABILITY

Customer experience is about bringing 
the human element back in a world 
where tech could easily have an adverse 
effect on business-customer relations. 

To help customers feel valued, and offer 
the best possible customer experience, 
Gamma’s support lines offer an 
escalation path from experienced team 
Team Leaders, all the way up to the CEO, 
so our customers can reach whichever 
level of support they feel they need at 
any given point.

SIMPLICITY

In this information age, customers want 
to access key information themselves, 
without the complexity of multiple 
platforms and multiple processes. With 
today’s consumer being accustomed 
to being able to troubleshoot, research 
and problem solve autonomously, 
Gamma’s Portal delivers a ‘first port of 
call’ platform with marketing solutions, 
customer service and support resources, 
billing and reporting and training 
resources all under one roof. The 
popular Gamma Portal encompasses 
any ‘self-serve’ elements which allow 
customers to improve their own 
efficiency and support their existing 
base all from one platform.

PACE

Response speeds are key to delivering 
a valuable customer experience at a 
time when the ‘impatient generation’ 
of millennials make up a large 
percentage of the workforce, digital 
native consumers are demanding faster, 
more efficient processes, omnichannel 
communications and quicker response 
times from support teams. Speed of 
communication is key, essentially for 
suppliers - knowing what to prioritise is 
key.

PERSONALISATION

We all know it already. Today’s 
customers expect to be made to feel 
special, to feel that their experience is 
unique to them or that the relationship 
has been tailored toward them 
specifically. Gamma’s support teams 
have a specialist scope of responsibility 
and a shared scope of responsibility. 
Upskilling and cross skilling of agents 
to have a more focused approach and 
exposure to a specialist area whilst still 
maintaining shared responsibility and 
understanding. This has allowed more 
collaborative working in the teams to 
offer a higher level of support to our 
partners.

WHY CUSTOMER SUPPORT

27gamma.co.uk/partners/amplify



If you missed the event, or simply 
need a refresher, keep an eye on 
our ‘Lessons from the roadshow’ 
columns in our online issue of 
Amplify, highlighting key takeaways, 
reminders and key industry insight 
from our popular roadshow sessions. 
For lesson one of our Roadshow 
takeaways, we’re focusing on our 
key topic of legacy. Namely, helping 
the channel move their valuable 
customer base away from legacy 
services.

According to a recent survey, almost half 
of Gamma’s channel partners rely on 

ISDN making up a third of their business. 
For the channel, this brings both risk and 
opportunity in equal measures. 

The majority of todays’ channel partners 
are planning to take action with ISDN 
migration between 2020 and 2022. With 
six years in the pipeline before the ISDN 
switch-off, it’s easy to be lulled into a 
false sense of security. 

However, the channel needs to remain 
ahead of the curve. For channel partners 
today, there is a very imminent threat 
that competitive business will see this 
opportunity and seek to claim a market 
share of the low hanging fruit that ISDN 
users now offer. Or, arguably more 
real risk, the incumbent will aim to win 
back market share while opportunity 
is ripe. Now is the time to protect your 
customer base and the margin which 
has been years in the making for your 
business. 

It’s been over six months since we wrapped up The Gamma Roadshow, where we 
welcomed over 650 channel partners across our industry-renowned four day event.

REFLECTIONS FROM  
THE ROADSHOW
LETTING GO 
OF LEGACY

   THE IMMINENT THREAT 
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‘Time is on our side’..or is it
With 2025 seemingly a long time coming 
and ISDN still providing profitable 
margin, there is a temptation to sweat 
the asset, reaping the rewards that an 
ISDN base boasts in terms of revenue. 
However, shifting from ISDN sooner 
rather than later not only protects 
customer retention, but also provides 
a long-term and profitable solution. 
Customers specifically using Gamma’s 
next generation technologies are five 
times less likely to churn.

Analysis paralysis: the problem with 
choice

Many customers are looking at the issue 
of the ISDN switch-off with a daunting 
number of choices; with many stuck in 
the process of analysing the pros and 
cons of each possible option. This is 
where the channel expertise becomes 
invaluable; drawing on a solution 
development conversation rather than 
a quick-fix solution will make business 
stickier and give contracts a more 
desirable longevity.

Considering connectivity

Just under 60% of channel partners 
surveyed cited ‘lack of high speed’ 
as the key reason for customers still 
using legacy ISDN services. The issue 
of data connectivity remains as the 
key justification for both channel 
partners and end-users putting off 
migration plans. Underpinning any 
newly implemented IP services with the 
essential, robust connectivity is a crucial 
concern for any end user. However, the 
connectivity landscape has changed and 
is continuously evolving in accordance 
with business user needs. Gamma 
access is specifically configured and 
designed for voice service use which, 
along with our Intelligent SIP offering, 
provides a holistic and robust service 
that gives real peace of mind to the 
business customer.

The cost of change
Innovation can be daunting. With the 
migration of ISDN now a key industry 
theme, the upgrade to SIP can seem like 
a big change and can have an impact 
on immediate revenue for channel 
partners. 

While SIP is lower cost, its value is in the 
‘long game’. Gamma’s next gen solutions 
are easy and quick to provision and 
ultimately will result in a ‘safer’ customer 
base, which can be secured into longer-
term contracts.

BECOME A MIGRATION MASTER

According to a survey conducted 
last year, 90% of Gamma’s 
channel partners are still 
maintaining an ISDN base. 
Ultimately, retention of these legacy 
services cannot continue and 
the channel should feel an ownership in 
leading this industry change. Gamma’s 
dedicated team of migration specialists 
are here to help our channel partners 
implement these changes. With 
marketing resources along with specialist 
tips on reaching the right solution for 
your customers and commercial support 
to aid your migration plan, we’re here to 
support you. Get in touch with Gamma’s 
dedicated migration team to book your 
free ISDN migration consultation: 
isdnmigrations@gamma.co.uk

      ISDN MIGRATION 
      THE KEY HURDLES
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Resource Telecom Group
With over 20 years in the business, 
Gamma Gold Partner, Resource 
Telecom Group, who specialise in 
communications, connectivity, 
software solutions, IT support and 
utility services - has reshaped their 
marketing resources and processes 
with the help of Gamma’s dedicated 
marketing support and self-serve 
portal, Accelerate.

THE CHALLENGE 

Before making use of Gamma’s 
Accelerate platform, Resource 
Telecom were focused on lead 
generation activity mostly through 
door to door prospecting, telesales 
or basic email marketing.

Historically, marketing and lead 
generation had not been a key focus 
and without dedicated resource, 
brand awareness had dwindled 
alongside core product knowledge 
amongst their customer base. 

Wanting to ramp-up email campaign 
activity in particular, Resource 
Telecom wanted to raise the profile 
of the business in general while 
increasing awareness of their 
products and additional services 
on offer. In order to achieve this, 
they needed an email marketing 
solution that would allow them 
more intellectual insight in terms of 
tracking and reporting.  

THE SOLUTION
Accelerate changed the entire 
approach to marketing activity 
for the Resource Telecom team. 
Impressed with the simple 
navigation of the platform and the 
extent of the marketing tools and 
collateral at their disposal, Resource 
were eager to start tracking and 
utilising the key data generated by 
this new and intuitive marketing 
activity. 

Once the Resource team had 
identified which campaigns would 

work best for their business, the 
Gamma marketing team set up 
extensive training and tutoring on 
how to white label the collateral, 
including logos and personalised 
branding. 

THE RESULTS
Both existing customer (cross 
selling) campaigns and new lead 
generation campaigns have resulted 
in great success for Resource 
Telecom in recent months. Working 
alongside Gamma’s dedicated team 
of marketing experts, campaign 
activity is now a key focus for the 
company in driving new business, 
now with the essential analytics 
and key data at their fingertips. The 
dedicated training on the platform 
has allowed them to streamline 
marketing initiatives with key 
sales activity, essentially tracing 
and identifying opportunities 
and following up on valuable new 
prospect leads.

CASE STUDY
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“It’s clear Gamma always 
have their partners 
in mind. The training 
and support we have 
received is outstanding 
and still ongoing. Having 
tailored the training to 
our specific needs, they 
provide great support as 
part of their managed 
service, giving us key 

guidance, security and 
peace of mind when 
launching new campaigns 
and helping us build 
campaigns that fit to our 
needs. 

We loved the fact that we 
would be able to track 
all our campaigns right 
down to who had opened 

the email and even who 
had unsubscribed. This 
means our data is much 
more accurate and we’re 
reaching the right people. 
Based on our first email 
campaign we were able 
to make 22 appointments 
and go on to secure 3 
orders with more still in 
the pipeline.”

COMMENTING ON THE NEW MARKETING SUCCESS, GRAEME EDGAR, 
MANAGING DIRECTOR AT RESOURCE TELECOM GROUP SAYS:
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ADVERTISING

Why compromise, 
when you can 
have it all
Combining the best in Omnichannel, 
AI and Voice to deliver truly exceptional 
customer experiences.
In a consumerised technology landscape dominated by mobility and a 24/7, 365 ethos, customers demand 
an effortless experience. They want to talk to you when they want and how they want, without the friction 
of traditional communications. Cirrus and Gamma provide the perfect partnership to transform customer 
experience in the omnichannel contact centre.

One platform to engage them all.

The Best Cloud Contact Centre Provider + The Best Hosted Voice Provider

sales@cirrusresponse.com  @CirrusResponsewww.cirrusresponse.com0330 022 5784
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