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EMC (NYSE: EMC) announced general
availability for EMC(r) Enterprise Hybrid
Cloud v4.0, as well as planned enhance-
ments for both Enterprise Hybrid Cloud
and EMC Native Hybrid Cloud, designed
to help customers advance their journey
for both traditional and cloud-native
applications. The announcement comes
soon after a research undertaken by EMC
and VMware to assess the current state of
IT infrastructure that found 80% of com-
panies aim to run IT as a customer
focused business.  Based on interviews
with 660 EMC and VMware enterprise
customers across 18 industries, the
report indicated that respondents want
IT organizations to be cost-competitive
with external service providers and seek
cost efficiencies by virtualizing, standard-
izing, and developing hybrid cloud archi-
tectures. Most organizations indicated
they want to have a hybrid cloud archi-
tecture for their production applications
within the next 18-24 months, with 90%
reporting they are in the evaluation or
proof-of-concept stage.

Enterprise Hybrid Cloud 
Enterprise Hybrid Cloud v4.0 extends

IT’s ability to update legacy application
infrastructure to meet the demands of a
digital world.  New capabilities in
Enterprise Hybrid Cloud v4.0 include:

Multi-Site Support: enables EMC cus-
tomers with physically distributed data

centers to centrally manage their multi-
site cloud using a self-service catalog.

Enhanced Data Protection options
now span multiple sites and enable
recovery to any point-in-time from out-
ages, corruption or disasters for individ-
ual or groups of Virtual Machines via the
self-service catalog. Anytime VM
Encryption: The ability to add or remove
encryption for VMs via the self-service
catalog at any time in the lifecycle of a
VM . Additional enhancements to
Enterprise Hybrid Cloud are targeted for
later this year. These enhancements are
planned to include new workflows that
automate application to infrastructure
provisioning to reduce the time and
complexity of delivering new services. 

Native Hybrid Cloud
Designed to start small and quickly

scale as demand for new applications
grow, the platform is planned to provide
organizations with a flexible, cost effec-
tive and optimized hybrid cloud platform
for cloud native application develop-
ment. Benefits include:

Customers can now quickly deploy a
turnkey modern application develop-
ment platform into their environment
while leveraging their existing and
proven investments in VMware infra-
structure. Delivers centralized infrastruc-
ture resource management, provisioning
and performance evaluation.

PHILADELPHIA: Paper? Pencils?
Laptops? Robots? Teachers are increas-
ingly relying on crowdfunding efforts to
stock their classrooms with both the
mundane and sometimes big-ticket
items. Contributions to education cam-
paigns have climbed on GoFundMe and
DonorsChoose, collectively, from just
more than $31.2 million in 2010 to near-
ly $140 million in 2015, the do-it-your-
self fundraising sites report. Both sites
are on pace to eclipse that in 2016.

GoFundMe has collected $58 million
in just the last 12 months, and
DonorsChoose saw more than 50,000
campaigns live on the site for the first
time this back-to-school season.

In her first year as an elementary
school teacher in Kingman, Arizona,
Shannon Raftery raised $340 through
crowdfunding to supplement the mon-
ey she took out of each paycheck to pay
for classroom supplies.  Now in
Philadelphia, she’s looking to raise $500
for her new kindergarten classroom at
Roosevelt Elementary School.

She has a supportive principal, she
said, but there is just not enough mon-
ey in the notoriously cash-strapped
Philadelphia district to equip her class-
room the way she’d like.

In her case, reality is a $200 budget
allocated to cover 25 students in a

school where at least 40 percent of
students live in poverty. She has spent
that even before the start of classes
after Labor Day. “I’d rather spend my
own money than have my k ids go
without something,” she said. “Every
dollar helps.”

But even as Raftery plans to continue
pulling $100 to $150 from each pay-
check to meet her classroom needs, she
said, she knows it won’t be enough. She
has bought cleaning supplies, bulletin
board paper, and peach and sky blue
paint to cover her stark white walls. She
hopes to add to seating with beach
chairs and bean bags. “I don’t want a
cold environment to ruin a kid’s first
impression of school,” Raftery said.

Donors can scroll through all educa-
tion campaigns l isted on the sites,
resulting in millions of dollars’ worth of
supplies and equipment infused into
both high-poverty schools and more
affluent districts. “ There still is that
group of teachers that has amazing
ideas even in the most well-funded dis-
tricts, like the sixth-grade teacher want-
ing and currently campaigning for an
underwater robot to restore fisheries,”
said Chris Pearsall,  DonorsChoose
spokesman. Teachers create campaigns
by writing a story about their needs,
often accompanied by classroom pic-

tures. Teachers have turned to crowd-
funding even in states with high per-
pupil spending. But while the numbers
are enough to cause pause, they aren’t
necessarily surprising, said Michael
Leachman, director of state fiscal
research at the Center on Budget and
Policy Priorities.

Post-recession local, state and federal
revenue has been unable to keep up
with states’ needs after deep cuts. Now,
other economic factors, like low proper-
ty taxes and inflation, are preventing
them from a full recovery, even as most
states have seen gradual improvement
in education funding, Leachman said.

“It’s obviously disturbing that teachers
are having to raise the money that they
need to provide good education to
kids,” he said.

With crowdfunding, teachers can
access funding and supplies within
weeks of starting a campaign. Allan
Rogers teaches third grade at Jackson
Elementary School in Jackson,
Louisiana, a rural community damaged
by recent flooding. He works with stu-
dents who are already using crowd-
funded supplies mere weeks into the
school year. 

“There have been people who have
lost everything due to the flooding, and
prior to the flooding they already didn’t
have much,” Rogers said of students and
staff at the school, where there is no
technology budget and about 96 per-
cent of students are get free or dis-
counted lunches. Teachers at the school
have campaigned for basic supplies, like
white board markers, but are also trying
to buy a functioning computer for each
classroom, said Megan Phillips, the
school’s principal. They’ve relied exclu-
sively on crowdfunding to purchase
computers, iPad and iPods for students
to use, she said. “We’re always trying to
give students what they deserve,”
Rogers said. “Not only what they need,
but what they deserve.” —AP

Crowdfunded classrooms: Teachers increasingly solicit online

PHILADELPHIA: Kindergarten school teacher, Shannon Raftery poses for a pho-
tograph in her classroom as she prepares it for the school year on Wednesday,
Aug. 31, 2016. —AP

Under the patronage and with
the presence of H.E. Sheikh
Salman Sabah Al-Salem Al-

Homoud Al-Sabah, Minister of
Information and Minister of State
for Youth Affairs, ArabNet
announces the launch of its first
major conference in Kuwait on
October 4-5, highlighting Digital
trends and opportunities in Kuwait
and the region. ArabNet Kuwait
conference will gather over 500
leading executives and decision-
makers driving digital growth in
Kuwait and MENA, while showcas-
ing the latest innovations and high-
lighting promising entrepreneurs.
“After the success of ArabNet’s con-
ferences in Dubai, Riyadh and
Beirut, we are thrilled to assist in
creating investment opportunities
and further growth in the Kuwaiti
digital space, alongside
Government and Private Sector
efforts” said Omar Christidis,
ArabNet Founder and CEO. 

According to Payfort, the Kuwaiti
eCommerce market was estimated
at $1.26B in 2015, coupled with a
high GDP and a 91% Internet pene-
tration rate. The ArabNet Kuwait
conference will tackle the trends
and opportunities in e-commerce,
as well as omnichannel retail, online
payments, digital banking and busi-
ness transformation.

Kuwait currently leads in MENA

in digital media adoption, on major
social platforms such as Snapchat
and Instagram, and is home to
GCC’s most important online influ-
encers; not to mention a social
media penetration rate of 96% (one
of the highest globally). ArabNet
Kuwait looks to highlight social
media platforms and trends, native
and programmatic advertising and
video content. ArabNet is partner-
ing with the International
Advertising Association (IAA) this
year to engage the media and
advertising communities in the
country - described by IAA Kuwait
President Walid Kanafani as a “one-
of-a-kind strategic partnership to
champion the interests of all the
disciplines across the spectrum of
marketing communications”. “IAA
Kuwait will be working with
ArabNet in close coordination for
the benefit of the industry”.  

Following the $7B Kuwait
National Fund for SME develop-
ment in 2013, and other initiatives
taken on by the Ministry of Youth,
the market has witnessed a surge in
entrepreneurship support and
institutions, from funds, to co-work-
ing spaces, angels and investors.
The region’s largest international
exit since Yahoo! Maktoob in 2009,
Talabat.com is a testament to the
growing digital ecosystem in the
country. In the words of

Talabat.com CEO, Mohammed
Jaffar: “Kuwait has all the needed
resources to be the leading tech-
nology hub in the Middle East.
Given the increasing investment
appetite towards technology start-
ups, I have to say that opportunities
today for entrepreneurs are more
than ever. Kuwait is heading in the
right direction.”  

ArabNet plays a key role in sup-
porting the most promising region-
al innovators, and matching them
with the right investors. Workshops
target startup founders to boost
their businesses, while ArabNet’s
signature competitions, Ideathon
and Startup Demo, provide the
opportunities for entrepreneurs to

showcase their ideas and/or compa-
nies.  The ArabNet Kuwait 2016 con-
ference will be held on October 4 - 5
at the Arraya Ballroom, on Al
Shuhada Street in Kuwait City. Past
ArabNet events have notably
attracted top speakers, participants,
and partners from corporations
such as Smart Dubai, OMD,
Souq.com, Du, Touch, Alfa, TBWA,
Facebook, DMS, Majid Al Futtaim,
JWT, STC, Twitter, Starcom, Criteo,
SkyNews, VISA, Leo Burnett,
Deloitte, LBC, Microsoft, Uber,
Vivaki, GE, MakerStudios (Disney),
FP7, 500Startups, International New
York Times, and many more.

To learn more, go to:  www.arab-
net.me/conference/kuwait 

Arabnet to make its
debut in Kuwait

Over 500 digital leaders and entrepreneurs will be at the conference

WASHINGTON: Brace for a stream of digital
leaks and shenanigans by Election Day.
Whether it’s newly disclosed Democratic
Party emails or someone tampering with
voting machines, this year’s presidential
election could come with hacking intrigue
like none before it.

Consider messages stolen from the
Democrats by suspected Russian-linked
hackers and posted online in the summer
by the self-described persona Guccifer 2.0.
That trove led to so much outrage from fel-
low Democrats that the party ’s chair-
woman, Debbie Wasserman Schultz, was
forced to resign.

Beyond partisan embarrassment from
those leaks, security risks to electronic vot-
ing machines have the potential to do even
more damage. Compromised machines,
producing faulty vote tallies, would raise
questions about the very integrity of the
political process. “Election administrators
are trained to run elections, not defend
computer systems,” said Joe Hall, chief tech-
nologist for the Washington-based Center
for Democracy and Technology. “The voting
systems we use in many cases don’t keep
the kind of evidence one would need to
detect an attack, let alone recover from it,
without disruption or loss of votes.”

Donald Trump has already suggested
trouble is ahead, saying in early August he’s
“afraid the election is going to be rigged.”
He didn’t provide specific evidence. He
asked volunteers on his website to sign up

to be poll monitors in November.
Foreign state-sponsored hacking of the

machines - or even voter-registration
records - would also have practical implica-
tions, like delayed results or hiccups in
allowing citizens to cast a ballot. “The
biggest potential surprise in 2016 comes
from the internet, and the potential for
state-sponsored or hacker-instigated data
dumps and turbulence that are disconnect-
ed from the campaigns,” said Princeton his-
torian Julian Zelizer.

Federal officials are becoming increas-
ingly concerned about the possibility that
hackers, particularly those working for
Russia or another country, will make mis-
chief.  Two US cybersecurity firms have said
their analysis of computer breaches at the
Democratic Congressional Campaign
Committee showed detailed evidence that
the intrusions were probably linked to
Russian hackers. The internet domains and
registrants used in the breach of computers
used by the committee tied back to a
Russian hacking group linked to that
nation’s intelligence services. That same
hacking group, known as “Fancy Bear,” was
previously connected to the cyber breach
at the Democratic National Committee.

Matthew Green, a Johns Hopkins cryp-
tography expert, offered a simple solution
to stave off ballot hacks: “There is only one
way to protect the voting system from a
nation-state-funded cyberattack,” he wrote
on Twitter. “Use paper.” —AP

By: Steve Todd, Vice President of Strategy and
Innovation at EMC

Today, we talk about ‘data as the new cur-
rency’ and we try to give it a price tag.
Typically, data is worth what someone is

willing to pay for it.  That simple transactional
view does not tell the whole story.

By 2024, we’ll  have a fully established
Information Economy where data is critical to
businesses looking to predictively spot new
opportunities to gain a competitive edge.
Standards-based information will be sold, donat-
ed and traded on open exchanges. Data market-
places will facilitate the transfer of data in and
out of siloes more fluidly and people will start to
broker their own data.  We’re already seeing
many signs of this - but it’s only the beginning.   

Within this landscape, your company’s data is
important - that’s obvious. But just how impor-
tant is it? How can you measure its value?  

As organizations race to make sense of the
opportunities and problems associated with our
increasingly data driven world, businesses are
coping with the need to more accurately meas-
ure its true value. 

Savvy businesses will take note and prepare
for the future by ‘architecting for value’ - under-
standing and creating business and IT valuation
processes within the company that reveal the
real value of data. Let’s take a look at some
examples of new data valuation activities being
undertaken by organizations today.

Data Becomes Your New Product: A recent
report on Big Data’s market disruption by
Capgemini and EMC found that 63% of respon-
dents consider that the monetization of data
could eventually become as valuable to their
organizations as their existing products and
services. This speaks volumes about Big Data’s
potential - companies that have long sold prod-
ucts for revenue may start generating more rev-
enue from data value than product value. French
tennis racket manufacturer Babolat makes a
‘smart racket,’ the Babolat Play, which generates
and collects data about a player’s performance
on the court. By creating a smart product,
Babolat took the first step to data value. This
data could become an entirely new revenue
stream. Babolat might, for instance, sell this data
to app developers looking to make new prod-
ucts and user experiences or sell the data to ath-

letic research organizations for data mining. A
tennis racket can only be sold once, but the data
it produces has endless monetization potential. 

Data Valuation for the Worst Case Scenario:
Large-scale cyber-breaches are becoming far too
frequent, resulting in great financial loss for mul-
tiple companies. As a result, data insurance poli-
cies are becoming a necessary part of doing
business. Working with the insured, data insur-
ance companies have to place value on a data
set that not only looks at the value of the data to
the insured’s business, but also takes into
account the multitude of other factors that hap-
pen in the event of a data breach. Customer
notifications, reparations and other costs such as
PR for damage control all must be factored into
the price of insurance. AIG’s CyberEdge, ACE’s
Privacy and Network Security, and Lockton’s
Cyber & Technology division offer companies
coverages in the event of a breach that factor in
the nuanced effects of a data breach.  

Data in a Digital Bankruptcy: Caesars
Entertainment Operating Co., which controls
Caesars Palace, Caesars Atlantic City, Harrah’s
Reno and more than a dozen regional proper-
ties, filed for bankruptcy earlier this year.

Interestingly, the most valuable individual asset
that creditors are vying for is Caesar’s Total
Rewards Loyalty Program, the company’s big-
data customer loyalty program that it has been
built over the last 17 years and is said to have
data on more than 45 million customers.  This
data is valued by creditors at $1 billion - that’s a
fairly large number. It exceeds the value of any
of Caesar’s physical Las Vegas properties, which
really puts the value of data in perspective. The
program is also said to be 17% of the total value
of all Caesar’s operating assets. Since the gaming
industry does not have agreed upon valuation
policies and practices for data, the value of the
Total Rewards Loyalty Program will be contested
in court and could result in interesting rulings
around data valuation. 

Data Deals; Mergers and Acquisitions: Data is
now one of the primary assets companies are
after in an M&A, in some cases more so than the
people, IP, or real estate.  In LinkedIn’s recent
acquisition of Lynda.com, data was likely the
biggest asset to come along with the acquisition
price. LinkedIn’s CEO Jeff Weiner made note of
Lynda.com’s extensive library of premium video
as a compelling reason to buy the company,
meaning that LinkedIn was after Lynda.com’s
data assets to augment its professional network.
Out of the $1.5 billion, it’s likely that a significant
portion went toward the purchase of video data
assets. 

Information Economy for a Better World: The
Cancer Genome Atlas (TCGA) aims to develop
pharmaceutical and diagnostic targets in cancer
by making it easy to share genetic data. This col-
laboration of NCI and National Human Genome
Research Institute in essence looks to code
genomic data so that standards-based, common
data elements can be shared through open-
source infrastructure. 

To succeed in the Information Economy, an
organization must place data at the heart of
everything that they do, every day. Businesses
have to prioritize data valuation for technical
and business-driven content throughout the
organization. They must make it part of their
business strategy by developing tools for valua-
tion and policies and services to acquire or sell
data. In order to leap ahead in this new world,
companies must remain focused on honing their
ability to achieve data-driven insights by predic-
tively spotting new opportunities.

HIALEAH, FLORIDA: In this Aug. 30, 2016 file photo, a voter casts his primary vote. —AP

What if: Hacks, email leaks
could sway election weeks away
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