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Introduction

Our world has changed forever. The 

COVID-19 pandemic has resulted in rapid 
adaptation on a global scale, affecting 

both our personal and commercial lives. 

Our ability to develop and evolve 

business processes and practice has 
never been more important, so we at 

Alcon Maddox have spoken to experts 

from our commercial network in a series 
of free-to-attend webinars.

During this solution-oriented webinar 

series, we have unraveled the current 

top-of-mind dangers faced by business 
managers in the tech sector and pieced 

together actionable strategies with the 
help of industry experts.

We aim to help as many companies as 
possible chart a course through these 

turbulent times, wishing you every 
commercial success in the future.

Richard Richie,
Founder & Managing Director



Overview

This white paper is intended to provide 
an overview of each of the episodes in 
the Alcon Maddox COVID-19 War Plan 
Webinar Series which began in April 
2020.

Spanning topics from people 
management to cyber security, the 
series presents strategies to meet the 
challenges that companies are facing 
during the current pandemic. With a 
practical focus, our speakers, 
approaching their specific topic from an 
experiential perspective, hail from both 
big international vendors such as 
Microsoft, HP, IBM and ASW as well as 
locally focused consultancies such as 
Bespin Global MEA and WDigital.

Alcon Maddox believe collaboration and 
shared development is key, and that 
being prepared gives businesses across 
the technology sector the opportunity to 
fast track upgrades to internal 
operations, security infrastructure, and 
the way we serve our clients. 

This webinar series is intended to 
support our wider commercial network 
in their efforts to not only survive but 
emerge from the global pandemic as a 
stronger, more successful, higher 
performing business.

If you would like to review any of the 
episodes in their entirety, the recordings 
are available to view on our website. 
Visit www.alconmaddox.com/covid-19

Episode 1

Guest speaker: Yousef Wadi, Founder & 
CEO, Nestrom

Consistency of process and practice is key 
for executives wanting to ensure continuity 
of performance.

Monitoring a mentality shift from micro to 
macro: it is important to drive the business 
through a KPI or OKR culture as opposed 
to one that effectively represents a 
transaction of payment for the employee’s 
time. 

We must ensure the right tools are in place 
to drive engagement, in addition to any new 
tools required to collaborate. Decentralised 
software selection at the team level will drive 
greater engagement and ‘buy-in’ and can 
be supported on the condition that systems 
can be integrated.

Allowing employees the autonomy to 
employ tools within a flexible working 
structure will also have a positive effect on 
culture. 

Managing a Distracted Workforce
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Episode 3

Guest speaker: Abe Seksek, COO MENA & 
Russia, Rainmaking

Digital transformation is no longer what 
forward thinking companies chose to do, it 
is what they must do. But despite this, not 
all companies are ready. 

The starting point of any change is to 
assess mindset readiness, both internally 
i.e. employees, and externally i.e. 
customers, achieved through a survey 
and/or interview approach. The insights 
established drive the direction and pace of 
change.

Also essential is a complete review of 
current processes through an audit to 
understand where digital transformation can 
bring value. 

Finally, the business as a whole must  
understand that success is reliant on a 
company wide collaborative effort.

Kickstarting Digital 
Transformation

Episode 2

The Increased Threat to 
Cyber Security
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Guest speaker: Amir A. Kolahzadeh, 
Founder & CEO, IT SEC

Irrespective of who should be deemed 
‘responsible’ for reducing in-home 
vulnerabilities, it is imperative to drive an 
education process that makes quality cyber 
security practice as natural as checking 
door handles after locking your car in the 
car park. 

Simple actions at home can protect 
networks to 90% of the ‘in-office’ level: 
changing the home internet router and wi-fi 
password; ensuring quality enterprise level 
malware software is present on any 
machine connecting to a commercial 
network from home; and confirming the 
home router firewall is operational.

Amir advocates the need for organisations
to embrace a cultural shift towards a shared 
security ‘vision’.



Guest speaker: Bruno Delamarre, General 
Manager, One Commercial Partner & SME, 
Microsoft MEA

A crisis such as the COVID-19 pandemic 
can create an enhanced focus on output. 
However, before we allow that to happen, 
we need to ensure that a human connection 
is established with each relevant member of 
our network. Understanding how and where 
people will be working will allow you to 
manage your communication appropriately.

It is essential to manage enablement of 
communication and prioritise your efforts 
appropriately across the partner network.

When working through ambiguity, it is also 
important to give clarity as to your updated 
expectations. These should be tempered 
with what is now realistic. 

Finally, we must recognise the need to 
change from a business process 
perspective. This may mean not launching 
something that was planned or offering for 
free something that no longer has value. 
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Episode 5

Managing a Partner 
Ecosystem During a Crisis

Episode 4

Safeguarding Reputation

Guest speaker: Eve Hester-Wyne, Co-
Founder, HW Media

In managing any form of commercial crisis, 
communication with various stakeholders is 
crucial. Three primary groups emerge: 
employees; clients, associates, prospects 
and non-paying clients; and investors.

Communication with each group requires 
consistency, simplicity, positivity and 
transparency. In adopting this approach, 
commercial reputation can be protected 
even during times of crisis.

Decisions that impact employees should be 
delivered offering rationale, empathy and 
agency. For clients we must offer simple 
messaging and positive language, being 
upfront and unprompted. Whereas for non-
paying clients and investors our 
communication should only take place 
behind closed doors. 

Decisions that impact employees 
should be delivered offering rationale, 

empathy and agency.



Episode 7

Guest speaker: Amin Islam, CEO, WDigital

Video conferencing is now a part of 
everyone’s life, both personal and 
professional. Not only are such tools a vital 
component or workforce collaboration, but 
from an employer perspective they can 
provide a rich insight into both the health 
and effectiveness of our teams. 

Whilst, for privacy reasons, there would still 
be the requirement to ‘opt-in’ to certain 
features, understanding how effectively our 
managers are able to engage with their 
team members can pin-point never-before 
realised opportunities for development. 

In addition to this, the use of virtual triage 
technology can help organisations prioritise
the order in which employees return to work 
quickly and safely. 

Solving Business Problems with AI

Episode 6

Guest speaker: Fahd Khater, Founder and 
CEO, Sky High Advertising

From a business continuity perspective, the 
phrase ‘improvise, adapt and overcome’ 
rings true. 

As the landscape changes we must  
redefine our reach. Updating our client 
mapping and engagement strategy is a vital 
component of this. Are our past clients the 
same as our future clients? Have their 
needs changed? Can we still satisfy them?  

Understanding the tools we have for 
engagement is now more important than 
ever. In this digital age many can be 
repackaged and repurposed. 

Look for innovation - true engagement and 
true sales.

Business Continuity
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Episode 9

Guest speaker: Kevin Iwamoto, Chief 
Strategy Officer, Bizly

From a business perspective, this period will 
undoubtedly be looked back on by many as 
a missed opportunity. 

Companies with enough foresight to realise
this opportunity, will be using any downtime 
for out of the box strategic thinking. True 
innovation is born in times of crisis. 

There is a definite mindset shift, from survive 
to thrive, that happens during such periods 
as companies begin to reposition or even 
reconfigure themselves for the new norm. 

Of course, the criticality of timing always 
plays a role in opportunity. How quickly the 
market returns, and to what extent is less 
important than being ready. Are you?

Preparing for the Bounce Back

Episode 8

Guest speaker: Dennis Mark, former Vice 
President & GM, Services & Solutions, 
Hewlett-Packard APJ

There are many lessons to be learnt from 
China on ways to emerge from a pandemic 
stronger than you entered. By reviewing key 
insights into their latest investment strategy 
and national priorities, the case is clearly 
made for data driven digitisation, customer 
business model change and a commercial 
gravitation towards China.

If the pandemic has taught us anything, it is 
the requirement to have balanced readiness 
for now and the future. Maintaining such 
fitness requires ongoing effort at both 
a personal and a business level.

We have to ensure that we are financially, 
physically and mentally ready to handle the 
here and now, whilst keeping one eye on 
the horizon for opportunities.

Translating Crisis into Opportunity
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From a business perspective, this 
period will undoubtedly be looked back 

on by many as a missed opportunity. 



Episode 11

Guest speaker: Gareth Way, Chief HR 
Officer, Creditsafe Group

A rapid transition to remote management of 
a geographically dispersed workforce
serves to magnify any weaknesses in 
people management practices.

It is therefore imperative that people 
management practices are maintained to 
the ‘in-office’ level. A focus on process and, 
where people managers require short term 
development, and a more ‘hands on’ 
approach from senior managers, represents 
a good starting point.

Employee engagement is indicative of the 
level to which an organisation’s ‘people 
managers’ are performing to a high level. 
Engagement monitoring as a quality test of 
managerial practices is a must. 

Management Under the COVID 
Magnifying Glass

Episode 10

Guest speaker: Inge Wallage, Founder, The 
Butterfly Effect

What makes good leadership? Knowing 
when to implement structure and how to 
identify areas of blockades is essential. One 
needs to take an integral approach to be 
effective.

When announcing any kind of change or 
communicating a decision, we know that 
one way or another we will find resistance. 
Through the theory and practice of Deep 
Democracy resistance is welcomed and is 
seen as an invitation to turn that into a force 
for good. Embrace resistance, find wisdom 
in the ‘no’.

The role of communication is pivotal and 
listening is fundamental, but we must be 
mindful of the channels we use, as not all 
are appropriate. 

Change Management
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Episode 13

Guest speaker: Abe Seksek, COO MENA & 
Russia, Rainmaking

In order to stay relevant in the new 
economic landscape brought about by 
COVID-19, many SMEs are weighing up the 
opportunity cost of pivoting, or not. 

Pivoting does not always mean changing 
your entire business model. It can be as 
simple as switching focus to a new business 
line that has become more relevant than an 
existing one due to external forces. 

Before doing so, it is prudent to: i) get your 
finances in order; ii) get your team in order -
mindset has to be driven from somewhere 
or owned by someone; and iii) get an 
advisory board that can provide you with 
the necessary insights.

Is it the Right Time to Pivot?

Episode 12

Guest speaker: Mouteih Chaghlil, CEO, 
Bespin Global MEA

Despite a period of extended cost 
sensitivity, the decision to transition is not as 
black and white as some might think. 

For those consultancies advocating the 
latter and offering their services to manage 
the change, the tangibility of what is being 
paid for, the preference for predictable and 
consistent costs, and the perceived time to 
transition are all obstacles to be overcome. 

A successful transition therefore relies 
heavily on: i) having a client-side steering 
committee in place for timely feedback and 
decision making; ii)  aiding the evolution of 
the finance mindset from AR/AP to FinOps; 
and iii) educating clients on how to 
understand the new measures available to 
them. 

Transitioning from CAPEX to 
OPEX with Cloud Computing
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Pivoting does not always mean changing 
your entire business model. It can be as 

simple as switching focus to a new business 
line that has become more relevant.



Episode 15

Guest speaker: Heba Sayed, Strategy Lead 
for Cloud & AI, IBM

With new business pipelines dwindling, 
there is a mindset shift towards Customer 
Success, recognising that short and mid-
term revenue will likely come from existing 
clients, not new ones. 

Understanding the depth and breadth of 
relationships inside our client’s organisation 
is key. Having a single touchpoint, via a 
single sales rep for example, can put an 
account at risk, if our sales rep or their 
counterpart moves on. 

We also need to ask ourselves whether the 
solution we provide is solving a problem 
with high enough priority to warrant a 
continued spend? Is there a way of front 
loading our value in order to instill loyalty 
amongst clients?

Activate Your Existing Customer 
Base to Safeguard Revenue

Episode 14

Guest speaker: Mario M. Veljovic, General 
Manager, VAD Technologies

Staying relevant is a top priority for all 
companies wanting to remain in business as 
our landscape changes. 

Constant partner engagement is therefore 
essential. Understanding what our partners 
want, and what their customers want will 
ensure the longevity of distributors. We 
must be adaptable and always in pursuit of 
new innovation. 

Finding the right sources for research is also 
fundamental. Our personal ecosystem will 
provide valuable insights, as will Gartner and 
B2B Channel Advisory Groups. 

Evolving our value proposition by offering 
client advisory services to support partner 
driven lead gen campaigns ultimately gives 
us more control over our financial future. 

How Does a Distributor Remain 
Relevant?
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Episode 16

Guest speaker: Erik Leung, COO, Simplifai

Irrespective of changing market conditions, 
businesses still need to operate, and 
revenue still needs to be generated. 

For some, COVID-19 has propelled their 
globalisation strategy. Given that most 
businesses are now able to sell or deliver 
their solution remotely, is it necessary to 
only pursue those businesses on our 
doorstep? Opportunities may lie in territories 
that have already emerged from the crisis, 
or ones that are just entering it. 

Adjustments in sales processes need to be 
accommodated on both sides of the table. 
With physical meetings being replaced by 
video conference it has become necessary 
to borrow trust from partnerships to counter 
a likely extension in the lead time on deals. 

How to Conduct Business 
Without a Handshake
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Episode 17
Techniques to Improve Sales 
Performance

Guest speaker: Dean Ryan, Director, if-
development

In their attempt to address sub-optimal 
performance resulting in falling revenues, 
commercial leaders often fall into one of two 
camps: those that bring out the whip and 
those that dangle a larger carrot – in terms 
of commission of course. 

At a time when our usual business practices 
are being challenged and in some instances 
companies are being forced to try new 
methodologies, the idea of leading with a 
positive mindset is evolving. 

Executed correctly, strength-based 
feedback, appreciative enquiry, and the 
power of stories for purpose are all key 
strategies for unlocking sales performance 
and moving into a gear we never knew 
existed.  

This could be exactly what commercial 
leaders are looking for as they attempt to 
make up for lost revenue in 2020.



It is not the strongest of the species that survive, 
nor the most intelligent, but the one most 

responsive to change. 

Summary

It is hoped that the strategies outlined 
throughout this document and the 
insight gained from reviewing webinars 
in full has helped you in your quest to 
‘future proof’ your organisation.

Workforce planning will inevitably feature 
highly on the agenda of many executives 
as we move closer to 2021, and what 
many will hope to be a year of catch-up 
from a revenue perspective. 

Ensuring the right team is in place is 
certainly prudent. As is building 
competencies around your new 
environment, be that cloud strategy, 
selling via video conference or managing 
remotely. 

Being able to define the exact skills your 
company now needs, and then source 
the relevant talent before your 
competitors may prove to be a game 
changer in being prepared.
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Episode 18

Guest speaker: Merritt Baer, Principal 
Security Architect, AWS

Building your product and putting a digital 
fence around it is no longer considered 
cyber security.

Having a mature security organisation 
begins with the mindset of the people it 
employs and the culture created by their 
actions. It requires people of different 
disciplines (Dev, Sec and Ops) to work in 
harmony together. 

Zero Trust is merely an extension of this 
mindset that seeks to keep security top of 
mind wherever you are within the 
company’s infrastructure, not just at the 
perimeter. 

As companies evolve there becomes an 
inherent need to mechanise, removing 
humans from any task that a computer can 
execute in binary fashion. 

How Much Cyber Security is 
Enough?



Alcon Maddox is a niche recruitment and executive search firm specialised in 
sourcing exceptional sales and commercial leadership talent for the IT Channel 
industry. Headquartered in Dubai, we serve clients across the Middle East and 
Europe.

 

We understand the impact of not being able to access top-tier IT sales leaders resulting in a wrong 
hire or even worse, a non-hire, ultimately effecting not only the growth of your existing revenues or 
how quickly you can penetrate a new market, but also how well you can protect revenues in times of 
crisis, like today. 

Partnering with Alcon Maddox not only gives you access to our proprietary Talent Targeting System 
that identifies and nurtures the most valuable IT sales leaders in the IT Channel industry, but you have 
the added assurance that by the time a candidate is delivered to you they have been vetted by a 
company that has a full grasp on the IT Channel industry. You can trust that your time will not be 
wasted on low-quality candidates that do not match your requirements. 

If you would like to learn more about our services, or become an active member of the Alcon Maddox 
network and support your commercial development, please get in touch.

About Us
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+971 (0)55 954 8709
richard@alconmaddox.com

CONTACT

Richard Richie
Managing Director

Alcon Maddox Management and HR Consultancy | 38th Floor Media One Office Tower, Dubai Media City, Dubai, UAE 
DED Professional License Number 862716

www.alconmaddox.com


