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the discussion
 

Cloud com
puting to the Internet of 

everything. Two of the trends identified 
in a 90 m

inute discussion on  
Technology, m

oderated by form
er  

Publisher Tom
 M

onahan, on M
arch 29th. 

I want to thank David Durick, Purna Veer, 
Scott Klink and M

ike Gabhart  who gave 
us their insights on the challenges, trends 
and opportunities in technology facing 
com

panies and individuals today. I believe 
you will find this discussion inform

a-
tive and useful no m

atter your technical 

sophistication, knowledge base or the 
technology needs of your com

pany.  
Th

e sponsoring com
panies paid for the 

advertising in this section and for a seat 
on the panel.
 

Th
e discussion in this section has 

been edited for space purposes. I want 
to thank Tom

 M
onahan for stepping out 

of retirem
ent (once again) to help with 

this roundtable. In addition to serving as 
m

oderator, he also edited this story  
for publication. Finally I want to thank  

the sponsoring 
com

panies for  
their support and  
for the panelists  
who gave up their 
tim

e to participate. 

Best regards,

Gary Tyler, M
arket President & Publisher

m
essage from

 the publisher

G
A

r
y

 T
y

l
e

r

the panelists

SCOTT KLINK 
Business Solutions Architect - boice.net
As Business Solutions Architect, Scott is responsible for the developm

ent and perform
ance of custom

er 
technology solutions at boice.net. He is a Registered Com

m
unication Distribution Designer (RCO

D)  
and holds certifications from

 Cisco including Network Professional and Design Specialist. Scott is also 
Healthcare Inform

ation and M
anagem

ent System
s Society (HIM

SS) fellow.

PURNA VEER 
President - V-Soft Consulting
Purna Veer is a nationally recognized technology entrepreneur and thought leader. As the founder and 
President of V-Soft Consulting, Purna has led the com

pany from
 its hum

ble beginnings to over 700 North 
Am

erican em
ployees in 42 states. Despite V-Soft’s overwhelm

ing success Purna m
aintains his attitude  

of m
aking the world around him

 better while driving growth at V-Soft including his V-Soft Care1 initiative 
which prom

pts com
m

unity involvem
ent in m

onetary com
m

itm
ent and volunteering wherever V-Soft  

fam
ily em

ployees and clients live. Purna holds a M
aster’s Degree in Environm

ental Engineering from
  

Texas A&M
 University.

M
IKE GABHART 

Owner - Unified Technologies
M

ike, a senior sales consultant and founding m
em

ber of Unified, has been in the industry since 2004.  
He resides in Louisville with his wife, Heather, two daughters, Georgia and Lucy. He has a degree  
from

 Georgetown College and an M
Ed from

 Xavier University. M
ike designed Unified Technologies  

m
anaged voice services program

 to m
eet changing business goals.

DAVID DURIK 
CEO - Spoke, powered by Voitress
David Durik obtained a Bachelor’s Degree in Business Adm

inistration, with High Distinction, from
 the University 

of Kentucky’s College of Business in M
ay of 1989. David worked for a short period of tim

e in com
m

ercial banking 
before starting ICIM

 Corporation (d.b.a. Indatus). As CEO
 of Indatus, David successfully built an industry  

leading technology com
pany which he sold in June of 2015. Soon after the Indatus sale, leveraging his experience  

with Indatus, David created a new com
pany called Voitress. Voitress provides cloud-based business  

com
m

unication services and a feature rich, easy to deploy hosted business telephone service called Spoke.

M
A

in
  P

o
in

T

M
ODERATOR: Let’s start w

ith a very open-
ended question. W

hat are som
e of the big-

gest trends and challenges you see in the 
fast-m

oving technology field?

VEER: I think m
obile is a greatest trend that we are seeing 

in our area of work, and also cloud com
puting. And on the 

consum
er side, m

ore and m
ore, the Internet of Th

ings, is 
another area that is exploding. It is yet to take place in a 
business-to-business type scenario, where at this tim

e it’s 
m

ore on the consum
er-oriented area.

KLINK: I’m
 going to agree with what he said, and I’m

 go-
ing to add that we’ve sort of seen the nam

e begin to change 
from

 Internet of Th
ings to Internet of Everything. W

e are 
seeing a lot of interest, a lot of planning and developm

ent 
around interconnectivity of pretty m

uch a whole host of 
disparate system

s that are out there. And then we’re also 
seeing a real push toward hyper-converged infrastructure, 
a m

erger of com
pute system

s and storage system
s and 

network-based system
s and virtualized environm

ents. 
So there’s a continued consolidation and convergence of 
technologies that are out there that keep driving the foot-
print of data sm

aller and sm
aller and sm

aller. It’s not m
ak-

ing data centers sm
aller, by the way. Th

ey’re continuing to 
grow. Th

ey’re just adding m
ore converged system

s that are 
out there. And then cloud is continuing to be evolving for a 
lot of organizations, whether it’s com

pletely in the cloud or 
a hybrid, som

e prem
ise, som

e cloud, and finding the right 
m

ix for custom
ers is often a challenge.

GABHART: O
ne of the trends we are seeing is there’s a lot 

of sophistication out there and there’s a lot of inform
ation 

and data because everything is connected to the network. 
W

ell, how do you leverage that inform
ation to m

ake good 
business decisions becom

es the trick, and how do you not 
overcom

plicate it to where you’re paralyzed in m
aking 

decisions? So there’s a real need out there in applying the 
data to m

ake good business decisions, com
e up with good 

business solutions. So the world we’re in, I don’t know if 
we’re selling technology as m

uch as we’re looking at busi-
ness processes and helping refine and im

prove business 
processes using technology, if that m

akes sense. Applying 
the technology ends up being m

ore the trick than the ac-
tual technology itself. Keeping it sim

ple for the custom
er, 

for businesses, is tricky, as fast as things are changing.

DURIK: Absolutely. I agree. I think the consum
er now 

wants sim
plicity in design. Th

ey still want to have features, 
and they want to be able to do things that weren’t possible 
years ago, but they want that wrapped in som

ething that’s 
very easy to use and not com

plicated. I think as we deliver 
goods and services to the m

arketplace, it forces us to pay 

attention to those details, and the m
ore we do that, the 

m
ore successful our operations will be because there’s so 

m
uch connectivity going on. Look at a com

pany, for in-
stance, like Nest. Nest went in and they took a therm

ostat 
that had been the sam

e for decades, and they connected it 
to the network, but they built a design that was very easy 
for people to understand and the value proposition pre-
sented itself easily. 

KLINK: I’ve got to add som
ething. Years ago, it was al-

ways technology in business was way ahead of what you 

were seeing in the consum
er 

m
arket. And over the last prob-

ably five, six, m
aybe even seven 

years, there has been this whole-
sale shift where, m

ore often than 
not, consum

ers are walking into 
our businesses with greater tech-
nology in their hands or in their 
hom

es. You m
entioned Nest; that’s 

a consum
er technology, to allow you 

to m
anage everything you have in your 

hom
e. I can’t tell you the num

ber of busi-
nesses that we deal with that don’t have that 
level of technology in their organizations, but yet I 
have it in m

y hom
e. So we have people walking into our 

organizations as em
ployees and as custom

ers who have 
a very high expectation of technology because of their 
consum

er experience. And five years ago, that was not the 
case. W

e have seen a com
plete shift in expectations from

 
custom

ers that are out there.

GABHART: And none m
ore than what Purna m

entioned 
on the m

obility side. I m
ean, anym

ore, you have to inte-
grate these devices into your operation, or you’re going to 
lose to your com

petitor who is integrating those devices. 
Th

e whole concept of work has changed. Five or 10 years 
ago, work was a place that you went to, and anym

ore, work 
is som

ething you do. It’s not a place that you go.

VEER: In order to be able to protect your com
petitive ad-

vantage in the industry that you are in, you need to wrap 
these technologies that are up and com

ing and be able to 
service your em

ployees and clients, as well. Th
at’s a m

ust.

M
ODERATOR: Let’s talk about the cloud for a few

 
m

inutes here. Explain w
hat it is and explain how

 that’s 
changed your businesses and the storage of data and 
how

 it’s m
oved around.

GABHART: Th
e concept and the term

 “cloud” is still a 
very generic, general term

. It m
eans different things to 

different people, and  as we design solutions, when som
e-

one uses the term
 “cloud” or even when they say “voice 

over IP,” they m
ight m

ean one of 10 different things. And 
so there’s always going to be a follow-up question to that 
com

m
ent about “W

e want to be in the cloud.” O
kay. W

hat 
does that m

ean? Do you m
ean the private cloud? Do you 

want to build your own cloud? Do you want to go to a 
m

ulti-tenant cloud solution? And so it’s created confu-
sion, the concept of cloud, but then as you dig into what 
does cloud m

ean, it can drive the designs that we bring to 
the end user, to the custom

ers.

M
ODERATOR: So on its base level, how

 w
ould you 

define it? W
hat is a cloud or the cloud?

KLINK: It’s ironic that we use the term
 “cloud” because 

I think, by nature, it’s intended to be nebulous, so it’s re-
ally hard to define. And so the definition of a cloud really 
depends on your perspective and that old term

, “socioeco-
nom

ic background.” W
hat do you think it is? As a tech-

nology com
pany, I see cloud as just som

ebody else’s data 
center. So we have custom

ers who choose not to build out 
a data center to support their dem

and for independence 
on technology. I m

ean, they’re expensive to build. Let’s 
face it. Th

ere’s a lot that goes into doing it properly. So 
it m

akes m
ore sense for m

any organizations to outsource 
that activity and that function, whether it’s com

pute, 
whether it’s storage, whether it’s applications as a service 
infrastructure. So they’ll look toward organizations – Voi-
tress is a great exam

ple of one – that offers cloud-based 
services – there are num

erous others that are out there 
– as an alternative to investing in that technology in their 
own organization. Th

ere’s definitely benefits to doing that. 
W

e have custom
ers who, m

ore often than not, are doing 
a hybrid. Th

ey have m
any pieces of their business they’ll 

keep internal, m
aybe for com

petitive reasons, m
aybe just 

because they’re internally developed, but we have a lot of 
com

panies m
oving toward cloud-based solutions be-

cause it’s convenient, it’s less costly, and it just, 
honestly, m

akes m
ore sense, depending on 

the size of the com
pany.

VEER: And as it evolves, the cloud 
is allowing that ease of access to 
the data storage on the obliga-
tion services through actually 
integrating, so you are no longer 
tied to a specific solution that is 
hom

egrown or lim
ited to som

e-
thing, that on prem

ise, that was 
used traditionally. You can take 

the best of all the worlds, just take 
what services that are offered by a 

provider that is already best in that 
area and integrate it with som

ething 
else. For exam

ple, we have som
e solutions 

that we integrate with our finance-based ac-
counting solutions and then also used the digital sig-

nature solution and then com
bine them

 into one applica-
tion that is seam

less to the end-user. So it’s m
ore of a ease 

of access to these services in the cloud.

DURIK: I couldn’t agree m
ore. I think when you leverage 

on the cloud, where you have infrastructure and applica-
tions located off prem

ise, then those com
panies provid-

ing those services open up their software for other people 
to speak to it m

ore easily. In the old traditional ways, if 
we have a lot of equipm

ent in our facility, then we’ve got 
firewalls to deal with and network security that we have 
to deal with to be able to give people access in or out of 
our network and in our applications. But what the cloud’s 
opened up for us is the ability to access that inform

ation 
m

ore easily and share it. So where M
ike was referring to 

earlier, previously, consum
ers are dem

anding a higher lev-
el of inform

ation from
 the applications that we’re selling 

to them
. Th

e cloud opens up that accessibility, so now you 
can cross- pollinate applications, with data pulling from

, 
like Purna said, you m

ight have your accounting software 
speaking to your custom

er service or your CRM
 software, 

your ticketing system
 integrating with your phone appli-

cation. And that connectivity allows m
ore inform

ation 
to be provided to our em

ployees or our custom
ers’ em

-
ployees m

ore quickly. And when that happens, you have 
business effi

ciencies and you can drive productivity, so the 
cloud opens up a lot of that.

“Keeping it sim
ple  

for the custom
er, for 

businesses, is tricky,  
as fast as things are 

changing.”
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Advertising Supplement to Business First

enabling the business, then the technology 
is a waste. 

VEER: Th
at’s a good point. I think m

ore 
and m

ore com
panies are looking at what 

is the core of the business and focusing on 
that versus trying to build som

ething that 
is already existing. In the past, we used 
to look at m

ore proprietary and m
ore to 

what we can develop. But because your 
com

petition is developing and growing 
the m

arket at a very fast pace, being ag-
ile and being nim

ble is what is im
portant 

now. Th
e slow adopters are going to be out 

of business because the com
petition is al-

ready leveraging the technologies that are 
already instituted.

M
ODERATOR: Any business is only as 

successful as its ability to attract quali-
fied people. H

ow
 m

uch of a challenge 
is that for you guys doing business in 
M

etro Louisville? C
an you find the peo-

ple you need to grow
 your com

panies?

GABHART: You’ve 
got 

to 
find 

that 
unique m

ix in som
ebody that understands 

the technical side but also understands 
the business application side, and that gets 
tricky. And in fact, at least within our or-
ganization, we default to the business side 
and train the technical side. I don’t know if 
that’s the right way to do it, but that’s just 
how we’ve done it, and that’s been suc-
cessful for us. I suspect businesses, just in 
general, struggle with the sam

e thing.

KLINK: As an organization, one of our 
greatest challenges is trying to find com

-
petent talent. You can find really good 

technical people that are out there that 
you can’t put in front of custom

ers be-
cause they can’t speak the language of 
business and they’re not relevant, so not 
a good fit for our organization. So we’re 
recruiting from

 all over the country now 
to try to bring talent here. You’ve got great 
universities here in our region. W

e’re 
only a couple hours from

 so m
any m

ajor 
universities. 

You 
would think that 
we could be very 
successful 

at 
avoiding 

brain 
drain. 

 
I 

think 
you get there by 
investing 

in 
the 

com
m

unities that 
are here as a com

-
bination of part-
nership 

between 
business and gov-
ernm

ent to m
ake 

the econom
y here 

attractive for cus-
tom

ers and com
-

panies to locate. 
Southern Indiana 
has done a phe-
nom

enal job. Th
e 

River Ridge devel-
opm

ent over there is attracting com
panies 

like Am
azon, for exam

ple. Th
ey’re explod-

ing in growth over there. W
e’re seeing it 

in different areas. Th
anks to Louisville 

International Airport, those are typical 
organizations locating here in our region, 
so there’s been som

e success in attracting 
com

panies to our area by investing in the 
com

m
unity. W

e’ve found that investing 

in parks, entertainm
ent, restaurants, and 

trying to attract those organizations tend 
to attract people who want to live in our 
area and m

ake it m
ore attractive to stay in 

our area. And I know we’re seeing a pretty 
significant upswing in growth, custom

-
er base, com

panies com
ing to the area, 

so the ability for us to attract and retain 
good, qualified people who are technically 

very 
advanced 

and can also com
-

m
unicate very ef-

fectively is, like I 
said, challenging.

VEER: 
W

e 
see 

the sam
e in our 

business. 
Again, 

because 
of 

the 
disparity between 
the 

supply 
and 

dem
and 

of 
the 

resources 
that 

are available, the 
growing dem

and 
for 

highly 
tech-

nical, 
capable 

resources is con-
tinuing to grow. 
So we start with 
actually 

focus-
ing on our brand because that’s very im

-
portant for those who want to work. It’s 
no longer the m

onetary com
pensation or 

the benefits that m
akes a difference. Es-

pecially for a location like Louisville, we 
have a lot of disadvantages. Being seen as 
a sm

aller city, it is very diffi
cult to attract 

folks from
 outside, especially from

 cities 
like San Francisco, or Los Angeles or New 

York City. So it’s very diffi
cult to attract 

them
 to the Louisville, but once they com

e 
here, they love the place and want to stay. 
So the branding is very im

portant. Th
ere 

are som
e com

panies with great culture 
and great branding. It is easier to m

otivate 
prospective em

ployees to take the job at 
those com

panies. 

DURIK: W
e have a lot of software engi-

neers, so there’s a challenge in finding 
folks that fit your organization’s needs in 
software engineering because they’re in 
such high dem

and. I don’t think in Lou-
isville our situation’s unique. You see 
m

ore folks in San Francisco or on the East 
Coast that have these abilities, but there’s 
m

ore technology com
panies up there that 

are pulling from
 that sam

e bed of talent. 
So as I go across the country and go to 
sem

inars or m
eetings, everybody kind of 

talks about it in the sam
e breath. Th

ey say, 
“W

ow, we need m
ore good technologists.” 

W
e’ve found that instead of going out and 

hiring folks, especially if we have a short 
term

 build or specific technologies that 
we need, we can leverage on com

panies 
like Purna’s to go and fill that need for six 
m

onths or a project-based type applica-
tion. And then you don’t have to get into 
all the com

plications of trying to bring 
people in, recruit people, hope that they 
fit your organization, hope that they like 
Louisville. W

e have talked about agil-
ity in the m

arketplace. I think com
panies 

like Purna’s offer com
panies like ours the 

ability to hire technologists for a period 
of tim

e and then turn them
 back over so 

som
e other com

pany can use their skill set 
when we no longer not need those skills.

GABHART: Because technology’s chang-
ing so quickly, because it is so powerful 
when it’s being leveraged for effi

ciency 
and that sort of thing, com

panies are look-
ing at the investm

ent of technology totally 
different now than they did three or four 
years ago, even. Technology used to be an 
expense. Now, it’s m

ore of an investm
ent. 

Th
en the concept of ownership com

es 
into play. Not m

any com
panies want to 

own it and be responsible for it. Th
ey 

want to pay a m
onthly fee, and if there’s 

a problem
, som

eone else takes care of it. 
All they care about is does it work, does it 
help m

e be m
ore productive, and if som

e-
thing happens and there’s a problem

, do I 
have som

ebody to call and they’re going to 
fix it. Businesses don’t want to spend their 
capital dollars on technology because by 
the tim

e they depreciate it off the books, 
it’s not worth anything. So they’re m

oving 
m

ore to an operating expense m
odel.

DURIK: It gives the consum
er a m

uch 
higher level of flexibility, as well. W

here if 
you m

ake a huge capital expenditure and 
put that into your facility, you’re locked 
into that decision for a period of tim

e, but 
with applications as a service or hosted 
applications, we’re seeing m

ore and m
ore 

pressure to deliver applications without a 
contract. So custom

ers or consum
ers will 

say “I want to use it, but I don’t want to 
sign a five-year agreem

ent or a one-year 
agreem

ent. I want to use it, and I want you 
guys, every m

onth, to prove to m
e that the 

value proposition exists.”  And I think as 
business owners and operatives, we need 
to be aware of that, and the com

panies 
that can unlock delivering those services 

without contracts or big CapEx expendi-
tures, I think, are going to be the ones that 
ultim

ately find the path to success.

VEER: Th
at’s true, especially that point of 

transitioning from
 CapEx to OPEX m

odel 
where there’s m

ore innovation involved. In 
the technologies that we have seen these 
days, a new, up-and-com

ing business will 
be m

ore able to 
innovate by doing 
som

e pilot proj-
ects and be able to 
go with a sm

all ex-
penditure up front 
and be able to find 
som

ething 
that 

is m
ore viable in 

the 
m

arketplace 
and be able to go 
to m

arket at a low 
cost and be able to 
find a m

ore work-
able solution.

KLINK: As com
-

panies are becom
-

ing 
m

ore 
agile, 

and just like all the 
people 

who 
are 

represented in this 
panel today, our em

ployees, our team
, our 

com
pany is m

ore m
obile. W

e’re out in the 
com

m
unity. W

e’re not in bricks and m
ortar 

as m
uch as we used to be, so we need access 

to inform
ation m

ore readily, and so we’re 
finding that m

ost all of the cloud-based so-
lutions are Internet-based from

 a delivery 
perspective. If you think about it, the In-
ternet was really the first cloud type con-

figuration out there. So by leveraging the 
Internet, we now have access to our data 
and our business inform

ation anywhere 
we go. And then the other observation was 
just if you’re a sm

all com
pany, you can have 

access to features and technology capabili-
ties today that were only available to these 
large enterprises years ago. You could start 
up a com

pany right now and have am
az-

ing technology to 
really enable you 
to go out and do 
som

e things that 
just 

five 
years  

ago, you were at 
a huge disadvan-
tage. So it’s a great 
tim

e to be starting 
a business.

DURIK: W
e run 

across it all the 
tim

e where we’ll 
go into big or-
ganizations, 

and 
they’re 

actually 
working less effi

-
ciently than start-
ups are because of 
the access to tech-
nology 

and 
the 

ability to m
ake quicker decisions. Look 

at these ticket-in system
s. W

e use a prod-
uct called Zendesk to m

anage custom
er 

service applications and calls and em
ails 

and what have you. Look at the power of 
that product, and it’s m

onth to m
onth, it’s 

cloud-based, it integrates with everything, 
it’s extrem

ely easy and intuitive for folks 
to use. And when you look at the ticket-

ing system
s at som

e of these big organiza-
tions, they’ve cobbled together a bunch of 
proprietary stuff that they’ve built inter-
nally, and it’s not nearly as robust as what 
you can buy for a m

onthly fee at a m
uch 

cheaper rate. So it’s interesting.

GABHART: Right. So we keep using the 
term

 “cost” and “cheaper.” W
ell, that’s all 

subjective because it’s cheaper depending 
on how m

any m
onths you add up in a row 

to pay for the operating expense, right? But 
businesses don’t m

ake decisions like that. 
Th

ey m
ake decisions m

ore quarterly and 
annual, and so it does com

e across like it’s 
cheaper. I don’t know that it’s really cheaper. 
Again, it just depends on how m

uch tim
e 

you evaluate. But it keeps you nim
ble, and 

so you can m
ake changes, you can adopt 

new technology m
uch quicker. Because of 

the way the cloud and just the concept of 
the Internet has changed our world, there 
aren’t geographic boundaries to our ability 
to help clients, which is awesom

e.

KLINK: W
e m

anage custom
er’s networks 

in 23 countries, supporting our client 
businesses around the world, 24 hours a 
day, seven days a week. Th

e tim
e of day, to 

your point, when do we work?

DURIK: W
hen the custom

er needs you.

KLINK: W
hen the custom

er needs us. 
At the end of the day, it’s not about the 
technology. O

ne of the interesting things 
about cloud-based solutions is they allow 
businesses to focus on the business, be-
cause technology has to enable business.  
If I’m

 not satisfying the business need and 
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M
ODERATOR: 

W
hat 

do 
you 

think 
could 

be 
done 

to 
convince 

m
ore 

young people to  at least consider a 
tech career? 

DURIK: Universities are so far behind 
the educational curve because they’re still 
delivering folks with degrees that really 
aren’t relevant. So com

panies like ours are 
having to hire these people.  M

ike alluded 
to it. Th

ey’ll hire the folks with the ability 
to sit in front of a custom

er. Th
ey’ll teach 

them
 the technology, but the university 

should be delivering students to the m
ar-

ketplace with degrees that are relevant 
in today’s society. Th

at’s som
ething that 

doesn’t get fixed overnight, but I believe 
we’ll see a trem

endous am
ount of change 

in the next five to 10 years on what univer-
sities are doing and how they operate.

KLINK: Bachelor’s degrees and m
aster’s 

degrees are wonderful, and in business, 
there’s a need for people in those areas. 
But from

 a technology perspective, we’re 
certificate driven because your relevancy 
is short lived. Just because you achieved 
a certificate three years ago doesn’t m

ean 
that certificate is relevant today. You 
constantly have to reinvent yourself. It’s 
constantly an environm

ent of ongoing 
developm

ent and continuing education. 
It never stops. Th

e expectations of that 
younger workforce are com

pletely differ-
ent than they were when I was younger. 
W

ork/life balance com
es into play. Th

ey 
don’t want to be confined to their cubicle 
or their offi

ce for eight, 10, 12 hours a day. 
Th

ey’re com
fortable doing the work at 

their convenience. So they want to work at 
Starbucks. Th

ey want to work in the park, 
and they’re expecting wireless to be there. 
Th

ese are people who have grown up with 
technology, so their expectations are a lot 
different than what m

any of us have been 
accustom

ed to. Adapting to that is one of 
the reasons why the cloud and that kind of 
ubiquitous connectivity have becom

e so 
prevalent today. It’s accom

m
odating that 

need to be m
obile, to be flexible, and to get 

you connectivity and allow you to work no 
m

atter where you are.

VEER: I think you need to partner with 
local universities and actually try to find 
out what kind of resources are com

ing out 
of the schools early on and adapting that 
into your plan. You also have to m

ake sure 
that your hiring techniques and the reten-
tion processes are aligned with the work-
force that we are seeing. Th

at actually 
enables the recruiting team

 to hire those 
who have the passion to work on those 
technologies and be able to let go and let 
them

 deliver the best. And also design the 
recognition and the reward processes to 
align with that type of workforce that we 
are seeing.

KLINK: Th
e largest university system

 in 
the State of Indiana now is Ivy Tech. And 
Ivy Tech’s program

s are built around m
ore 

vocational but very quick start to finish 
tim

e to m
arket. Th

ose com
ing out of Ivy 

Tech are im
m

ediately relevant because 
of the way they’re doing the program

-
m

ing, m
uch m

ore so than the “traditional” 
type of university. Th

ere’s a reason they’re 
growing like they have been.

GABHART: So they’re com
ing out of 

those vocational schools, or out of Ivy 
Tech, with som

e of the technical skill sets 
because it’s quick and it m

ay be m
ore 

certificate based. But I think that som
e 

of the m
ore traditional institutions need 

to understand what an em
ployer’s look-

ing for in that degree isn’t proficiency in 

their m
ajor. Th

at degree just dem
onstrates 

com
m

itm
ent, a work ethic, m

aybe prob-
lem

 solving, and it’s alm
ost like that de-

gree dem
onstrates som

e of that soft skill 
that you need in a successful em

ployee. 
Because you can go to a vocational school 
and get the technical training or take one 
of the certification classes with Cisco, and 
you’ve got the technical side, but unless 
you’ve got those soft skill sides, it’s hard 
to be relevant in the business com

m
unity.

DURIK: I think we need to train our chil-
dren and our educational system

 needs 
to instill in students the ability to prob-
lem

 solve. If you want a survival trait, the  
Internet 

is 
un-

believably 
rich 

in content. And 
there’s 

Khan 
Academ

y 
and 

there’s free web-
sites 

out 
there 

that can provide 
education on vir-
tually 

any 
topic 

in 
technology 

that you want to 
learn about. W

e 
need 

to 
teach 

our 
em

ployees 
and our children, 
the ability to go 
out and problem

 
solve, so instead 
of hitting a wall 
and stopping un-
til som

ebody can 
answer your question, teach them

 the 
skills to go out and find that answer.  
Th

en, we’ll set them
 up to be successful.

GABHART: So we need our institutions 
to teach our students how to learn. It’s not 
about learning the thing; it’s about learn-
ing to learn.

KLINK: Being prepared to be flexible,  
adapt, m

anage, and overcom
e.

M
ODERATOR: 

W
e’ve 

been 
talking 

about the explosion of m
obility and W

i-
Fi, w

hich  raises questions about pri-
vacy and security. W

hat is the state of 
security w

hen it com
es to technology?

GABHART: Security is going to be a con-
stant struggle because really it’s on the 
network. Th

ere’s access to it. So I think it’s 
going to be a constant conversation and 
challenge for our society.

KLINK: If it’s on the Internet, if it’s on the 
network, it’s accessible, and our challenge 
is developing m

ulti-layered security solu-
tions to m

itigate the risk. You never com
-

pletely elim
inate the risk. W

e’re always 
patching, we’re updating, and we have to 
be vigilant with our system

s to m
ake sure 

that we m
aintain a significant level of se-

curity against whatever that m
ay be. It’s 

not just from
 the Internet, from

 outside; 
it’s often created by people inside the net-
work who inadvertently do som

ething to 
m

ake them
selves vulnerable. How do you 

prevent som
eone inside from

 accidentally 
stepping on a land m

ine? Th
at’s very, very 

challenging to do, and it com
es down to 

not just about system
s and technology but 

awareness and m
aking sure that people 

understand the risk that’s out there.

DURIK: It’s a balance between usability 
and accessibility and security. Because if 
you m

ake it too diffi
cult to get into the 

inform
ation, then you’re lim

iting your or-
ganization’s ability to be productive, but in 
the sam

e breath, the m
ore you allow that 

freedom
, the higher propensity you have 

to get hit. I think you’ve got to rem
ain vigi-

lant. Th
ere’s always folks out there trying 

to break it, right? Th
e evil always exists, 

and it exists on a global level, so as we ei-
ther sell our solutions or consult with our 
custom

ers, you can im
press upon them

 
the need to continue to be vigilant.

VEER: I think incorporating the security  
at m

ultiple levels is an im
portant part. O

n 
the other hand, also m

aking sure that as 
part of your process you incorporate m

ul-
tiple layers of testing the vulnerability and 
m

aking sure that the penetration test and 
things of that nature happen on an ongo-

ing basis. Espe-
cially 

when 
we 

are dealing with 
the agility that we 
are talking about, 
it can be com

pro-
m

ised as far as 
how m

uch testing 
you need to do 
to m

ake sure that 
it is sound and is 
not breakable, so 
that’s a challenge.

M
O

DERATO
R: 

As 
your 

cus-
tom

ers com
e to 

you 
and 

you’re 
talking 

about 
storing 

things 
on 

clouds 
and 

things like that, 
how

 concerned are they that their pro-
prietary inform

ation could be stolen 
and end up w

ith their com
petitors?

DURIK: I think you need to discuss with 
your custom

er what data they really need to 
store on their network. And the m

ore you 
can lim

it high profile or targetable data, I 
think the better service you’re giving your 
custom

er. Th
ere are certain industries like 

health care and obviously, banking that 
there’s no way around it; they’re going to 
store personal data for their custom

ers 
and patients and that’s hard to get around. 
But I think that other organizations that 
just operate E-com

m
erce or what have 

you, do they really need to store the credit 
card inform

ation,  or is that som
ething 

that consum
ers can enter every tim

e they 
log in? Som

e instances, yes; som
e instanc-

es, no. Social Security num
bers are a great 

exam
ple, right? You still have entities out 

there that are referencing custom
ers by 

Social Security num
bers, so if you have a 

custom
er in that situation, get that off the 

system
 as quickly as possible. You can help 

reduce the risk of being targeted if you get 
personal data out of your network, if it’s 
reasonable to do that.

KLINK: And there’s a bind. W
e have com

-
panies that are out there that are regu-
lated that we deal with. Louisville has got 
a very heavy health care presence. Two of 
the largest health care organizations in 
the state are headquartered here between 
Baptist and Norton Healthcare. Th

en, of 
course, there’s Hum

ana as an insurance 
com

pany. Th
ey all have huge regulatory 

requirem
ents to m

eet for protecting per-
sonal health inform

ation. So they have dif-
ferent things that they are looking at, and 
they are storing inform

ation on the net-
work. So the only thing they can do is re-
flect back on the conversation we had ear-
lier that organizations have to be dynam

ic 
in how they accom

m
odate their staff and 

how they m
anage and operate their busi-

ness. But for a huge m
arket that’s out 

there, hacking and penetrating people’s 

networks is their business. It’s what they 
do. It’s how they m

ake m
oney. So they’re 

also dynam
ic and they’re always changing 

their m
ethodologies, their approaches, 

their tools. Th
ey’re always looking for 

vulnerabilities. Th
at’s why we’re always 

patching our system
s to m

ake sure that 
we adjust constantly. So we have to deploy 
tools that allow us to be proactive in that 
process, not reactive. Th

e key is to m
ake 

sure that our security tools are as dynam
ic 

as our businesses, as our network, and as 
the attackers tend to be. It’s a challenge.

DURIK: A lot of that com
es down to in-

ternal policy. Like m
aking sure that the 

entities that you’re working with have pass 
code change policies. So every m

onth or 
every two weeks or what have you, every-
body on the network’s required to change 
that pass code so that things don’t becom

e 
static. You can’t use m

y password that I’ve 
used for 15 years on every account under 
the sun for m

y m
ain business pass code.

VEER: Th
e adoption levels struggled in 

the beginning for both m
obile and cloud 

technologies, but as m
ore and m

ore tech-
nologies becam

e available, the hesitation 
to adopt has gone down and, therefore, 
the popularity of these technologies has 
continued to grow. So I think overall, we 
are seeing a progressive adoption of these 
technologies.

M
ODERATOR: H

ow
 w

ould you say 
com

panies and the governm
ent are 

dealing w
ith disruptive technologies 

that are out there?

DURIK: I think it’s a challenge. I always 
go back to Uber. You talk about a fan-
tastic service for the consum

er. But then 
you have these cities that have refused to 
change,  fighting or excluding them

 from
 

the 
m

arketplace. 
I 

think 
governm

ent 
needs to step in and look at what’s best 
for the consum

er. I don’t think that’s nec-
essarily happening. W

e’ve seen m
ore and 

m
ore disruptive technologies com

e to the 
forefront, and I think a lot of that has to 
do with the younger folks who are so in 
tune with technology. Th

ey’re so dem
and-

ing of effi
ciency. If the folks in this room

 
that are 40 plus years old had to wait for 
a cab for 15 or 20 m

inutes, that was the 
way it was. But kids today, they get out of 
an airport, they want to step into a car in 
five m

inutes. Th
ink about the way Uber 

was structured and what a change it’s 
m

ade to the m
arketplace. It’s am

azing. I 
was thinking about Uber the other night. 
W

ith the investm
ent now in these driver-

less autom
obiles, Uber m

ight fall by the 
wayside because, in theory, if they have a 
driverless autom

obile, in another five to 
10 years, you’ll get out of the airport, and 
you’ll sum

m
on a car, and it’ll pull up and 

pick you up, and there won’t be a driver, 
right? So again, I think we are in such a 
dynam

ic environm
ent with change. It’s a 

very interesting tim
e to live in.

GABHART: As technology has advanced, 
and as we’ve got these disruptive tech-
nologies that m

ake things change even 
faster, it’s funny how m

uch our expecta-
tions as consum

ers and business people 
have changed. About 25, or  30 years ago, 
if you wanted to correspond with som

e-
body, you’d get out a piece of paper, you’d 
write a letter, you’d put it in an  envelope, 
put a stam

p on it, and m
ail it to them

. It 
would take three days to get there. Th

ey’d 
take a week to respond. Th

at’s how you 
com

m
unicated with som

ebody. Now, I 
get a text, and if I haven’t responded to 
that text in about 3.5 seconds, I’m

 getting  

another text. Last night, I had to call 
AT&T. I had to do som

ething on m
y ac-

count. And I’m
 calling a robot at 8 at night. 

Th
ere’s nobody working, and I’m

 talking 
to an IVR (interactive voice response). I’m

 
putting in a credit card num

ber and paying 
a bill online, and I’m

 getting upset because 
the voice recognition m

ade m
e repeat m

y 
nam

e twice. I’m
 getting frustrated because 

this robot I’m
 talking to in Dallas, Texas, 

doesn’t understand m
y English language 

the first tim
e I say it. And I take a step back 

and I think “Th
at’s m

agic. Th
at was m

agic 
that I just experienced.” But it’s indicative 
of the expectations that are out there, and 
with the change in technology and the dis-
ruptive technologies, you’d better bring it 
to the business side, or you’re going to lose 
to your com

petitor that is bringing it.

VEER: Exactly. Like I m
entioned earlier, 

I think every business has to look at its 
business m

odel and determ
ine how these 

em
erging technologies are going to create 

a difference in the business m
arket and al-

ways keep probing and sensing what can 
happen and be able to address the changes 
that are com

ing to the m
arketplace.

KLINK: I’ve struggled to think what is 
disruptive technology anym

ore and what 
does that really m

ean. Because if you look 
over the last 10 years, I feel like I’ve alm

ost 
becom

e num
b to it. In our business, we 

see disruptive technologies all the tim
e. 

W
e all have them

 in our pockets right now 
that we use daily that continue to get m

ore 
and m

ore disruptive. W
e started using 

video as a prim
ary com

m
unication m

e-
dium

 along with our telecom
m

unications 

solutions. W
e started doing it a couple 

years ago. M
ore and m

ore often, we m
ake 

calls or have conferences – virtual confer-
ences where video is part of that equation, 
and it’s expected to be m

ore and m
ore and 

m
ore video-centric as we go forward. I’m

 
not sure that I even know anym

ore what 
the next disruptive technology is going to 
be because there’s been so m

uch change 
over the last few years in how we live.

M
ODERATOR: H

ow
 difficult is it for 

businesses to not only determ
ine how

 
to utilize technology today, but also to 
know

 if there are em
erging technolo-

gies out there that could m
ake their 

business irrelevant in five years?

DURIK: I think as owners, we need to 
be cognizant of the world that we live in. 
Virtual reality is another great exam

ple. 
How is virtual reality going to change the 
tourist industry? M

aybe now I can put m
y 

goggles on and m
y whole fam

ily is expe-
riencing the Grand Canyon. I think there 
are all sorts of things that are happening 
out there that m

aybe we don’t necessarily 
see them

 as disruptive because they’re not 
affecting our industry, but sooner or later, 
they will. W

e need to always be m
indful of 

that, and study up on em
erging technolo-

gies. W
e’re obviously running successful 

com
panies and we’re doing som

ething 
right, but I think that you’ve got to rem

ain 
vigilant and challenge yourself to see how 
those new technologies m

aybe can apply 
to what you’re doing.

KLINK: Th
e reason I struggle with it, is 

that we’re m
ore or less the purveyors of 

technology disruption. W
e m

ake our liv-
ing off helping com

panies m
ake that tech-

nology less disruptive but using it to en-
able their business. 

GABHART: Scott, that’s a really good 
point. I think we get excited about the no-
tion of disruptive technologies because we 
get to apply those disruptive technologies.

KLINK: Right. It’s our business.

DURIK: It’s opportunity.

KLINK: Th
at’s the word. It’s opportunity. 

Th
at’s how we m

ake our living.

VEER: Creating the challenges for the 
custom

ers.

GABHART: Figuring out som
ething they 

can’t live without.

KLINK: Th
ose are the kind of things that 

m
ake what we do fun and interesting. 

Th
at’s why we do what we do. If it wasn’t 

disruptive, and it wasn’t challenging, and 
it wasn’t  fun, we’d go do som

ething else.

M
ODERATOR: A

re the business peo-
ple buying your services m

ore savvy 
tech consum

ers than they w
ere 20

 
years ago?

KLINK: Th
e short answer for m

e is yes. I 
think that som

e of them
, from

 a security 
perspective, though, don’t understand the 
risks, so they head down the technology 
road with a very idealistic perspective on 
it that they’ll m

aintain up to the point 

of where they’re hacked or exploited or 
som

ething happens that caused them
 to 

lose their data, and all the sudden they  
realize that I’m

 very dependent on this. 

GABHART: I think they’re dem
anding 

m
ore of a return-on-investm

ent scenario, 
so they’re willing to m

ake investm
ents in 

technology if our organizations will com
e 

in and dem
onstrate where they’re going 

to get that return or what the bang for the 
buck’s going to be. I do feel like the m

odel 
in businesses has changed from

 five or 10 
years ago where they hire an in-house IT 
director. Because technology is changing 
so quickly, to have an individual and rely 
on that individual so m

uch to handle ev-
erything on the network is an whelm

ing 
concept. So I think we’re seeing a lot of 
com

panies, especially sm
all to m

id-size 
businesses, m

oving to the IT partnerships 
with a boice or other IT m

anaged services 
firm

s, versus investing in a person. It’s a 
pretty significant shift we’re seeing. O

r 
they still have the person, but the person 
is m

ore of a coordinator or leader of the 
division, and they’re using IT partners like 
a Unified or a boice or a Voitress.

KLINK: I was thinking about the change 
in technology. Th

ere are a lot m
anufactur-

ing, a lot of distilleries, a lot of old style 
of production in Louisville. I had a per-
son once say you don’t need technology 
to m

ake bourbon. Th
ey’ve been doing it 

for hundreds of years. But what’s really 
driving som

e of the change in adoption 
of technology in those areas isn’t com

ing 
from

 inside; it’s com
ing from

 outside. It’s 
consum

ers expecting som
e experience or 

the discussion
the discussion

W
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something that differentiates that product 
from another product. And sometimes, 
it’s the things you can find out about the 
product that are consumer driven that 
are making them look at technology and 
saying I really want to be able to get more 
information to the consumers’ hands. And  
I need a grab-enabling technology to do 
that. So it’s just different for everybody, 
but I see it being consumers who are more 
savvy in making decisions using technol-
ogy that are forcing companies to have to 
get data out there. 

VEER: About 10 years ago, the consum-
ers were different in that they didn’t have  
mobile technology. The same thing with 
social media and the connectivity and the 
fiber optic networks that we have today 
versus those days and the speed that we 
are used to those days. So I think the con-
sumers are more savvy today than before 
in that they are demanding more from 
their applications. It may be a user inter-
face that adapts to different devices that 
we use the same application on, the speed 
at which they consume the data, these are 
all the things that they are expecting more 
and more of.

DURIK: I do believe, as we meet with 
companies, talk to the decision makers,  
they’re all readily willing to listen and ac-
cept technology and the cost that goes 
along with it if you can show them ei-
ther they’re replacing an archaic piece of 
equipment, which will solve problems for 
them, or you’re providing new technolo-
gies that will allow them to operate more 
efficiently.

MODERATOR: We hear a lot of talk 
about technology being more human, 
more rational. What does that mean to 
you guys, and what kind of challenges 
does that pose?

DURIK: I know at Indatus and at Voitress, 
we spend a tremendous amount of time 
on the user experience component of what 
we develop. There are great technologies 
in this world, but 
to the consumer, 
if it’s not under-
standable and 
easy to use, you 
might as well not 
even build the 
technology into 
your application 
because people 
today want it 
readily accessible 
and easily under-
standable. I think 
we need to always 
push ourselves to 
make sure that 
we don’t load up 
tons of verbiage 
and information 
on web pages or 
applications that 
our consumers have to sift through to find 
what they need. We call them big ass but-
tons. Stick big ass buttons there for stuff 
people do all the time because that’s what 
they want to  be able to find and hit it.

GABHART:  At our company, we always 
say we’re a service company that just hap-

pens to sell telecom equipment. On the 
front end, it becomes relational because 
our clients want us to keep it simple, and 
they want to understand how it’s going to 
help their business. So the application of 
the technology ends up being, again, more 
important than the technology itself. But 
then on the back end, once they make a 
decision to invest in the technology, they 
need to know what are the tools, how can 

I ensure that our 
users are going 
to adopt the tech-
nology and lever-
age it, because 
back to what Da-
vid said, the tech-
nology is only as 
good as people 
engage or lever-
age that technol-
ogy. And if you’re 
not going to use 
it, then don’t buy 
it. 

VEER: At V-Soft, 
we developed 
some process-
oriented applica-
tions for our em-
ployees and also 

customer-based applications where it’s 
more of driving the same process but re-
placing that with more automation. So 
they get what they need, more self-servic-
ing, but at the same time mixed with hu-
man interaction where there is a need for 
it. But when there is no need for it, then 
we try to automate every aspect of the 

workflow. So it’s available through mobile 
apps, and that’s how they are matching up 
with their expectations, self-service on the 
go, and without having to have to wait for 
something. 

DURIK: As a software development com-
pany, if you spend the money and the time 
building a great user interface, and user 
experience, if you can craft that in a way 
that you’re answering your consumers’ 
questions, you’re going to really cut down 
on the calls to your customer support 
team, and you’re going to provide a prod-
uct that’s stickier because the relevant and 
powerful features of your product, the 
ones that are used most often, are going 
to be distilled to the forefront, so the con-
sumer experience is better. So spending 
time on that user interface and user expe-
rience will pay big dividends long term for 
companies that invest in it.

KLINK: Internet of Everything is really 
kind of predicated on the notion that I 
am going to be able to collect data from 
all these different systems and make it 
presentable to the user or the consumer or 
whomever in a simple format. You want 
to make sure that user interface is really 
simple to deal with, but on the back end, 
you have to mask that complexity and the 
complexity has to be there, unfortunately, 
because we are pulling data from tons of 
disparate systems, talking different lan-
guages. If we make it difficult to use,  if we 
secure it to the point where they can’t ac-
cess and use the data, then it failed.
n

the discussion

We are humanizing communication, 
simplifying the connections in your everyday life.
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Business has changed.
Your phone system should too.
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