NETWORK SECURITY
Check Point wins channel mindshare
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hen it comes to netv
security, the solutions have
predominantly become
hardware appliance drive
and this has helped widen the channel

participation in this category. Gisco, which

wan the title in this category in 2008, was
shockingly relegated to the fourth position
in 2009, while Check Point, whi

company. Fortinet came s
by Cyberoam. Juniper and Son
failed to make it to the last ¢
they received less than 10 percent vol

1l because
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Check Point
Till 2008, Check Poin
focus o

mpletely lacked
and vsed 1o
engag wct Lier-1 pariners.
Howe last 12-18 months,
following the appointment of

Bhaskar Bakthavaisalu as head of India
operations, the com as boen

aggre

onl
, over th

initiatives and has put in place a strong
partner engagement program
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‘The company improved its product
availahility and channel penetration by
adding two new distributors, M-Virtual
Technology and Texonic. While it is price
positioned at a 20-25 percent premium
or Fortinet, many Fortinel pariners
said that th large enterprise
deals to C} use: thi company

In terms of p
gy Check Point i
with a proy
strengths of Check Point UTM products
vall technology and
-point security.
The company has put in place & strong
pre-sales and sales support team in every
Point needs to
-.u.vpur because the

include its fire

region. However, Chec

tributors is not adequate. \leo while the
company anjoys good brand-pull among
large enterprises, it lacks brand awareness
and customer pull in the SMB segment.

Fortinet
Respondents agree that in the UTM space
Fartinet enjoys a brand-pull that no other
vendor does. Consequently, the company
scored better than its peers on the brand-
pull and customer marketing criteria. The
company alsa scored higher than its peers
in price-performance. Fortinet is priced
about 20 percent less than Cisco and
Check Paint, and in terms of performance
it's rated at par with Check Point. The
company has opened its India support
center in Bengalury, and introduced RMA
support with a 24x7 advance replacement
service. Respondents rated its post-salos
support below Cyberoam but ahead of
Chock Point. i

While respondents said that the quality
of pro-sales skills at Fortinet is good, the
toam has a laid-back attitude, Also, a few P




P ofits partners complained that Fortinet
sided with tier-1 partners for large SMB
deals, and that in seven out of 10 cases the
deals were passed in favor of tier-1 part-

ny deal registration and
rson-dependent and
hence sometimes lacks transparency.

Cyberoam
Cyberoam’s strength lies in the less-than-
250-user UTM appliance segment.

Many partners in class B and C ¢
reported product availability issuas.
They said that the distributors did not
have ex-stock availability of entry-level
UTM products, and that they took
5-7 days to deliver.

Respondents said that Cyberoam has
made notable improvements in its product
offerings over the last two years. The
30-user box which the company launched
last year, and which was priced at less
than Rs 30,000, has found many takers in
smaller cities

Cyberoam was ranked mumber ane on
channel training and certification because
in 2000 the company conducted free train-
ing and certification programs far even
non-parners in several cities.

The company's after-sales support is
rated the best among peers, with prompt
response and even same-day replacement
in many cases. Respondents said that

Cyberoam should focus more on improv-
ing partner profitability, customer market-
ing, load generation and pre-sales support.

Cisco

Cisco, which won the category in 2008,
got the lowest ratings across all channel
preferance parameters. Respondents
complained about pricing, product

availal and the pany’s channel
policy and management. They opined that
after integrating lronport's operations with
's, the company has lost focus on
Ironport products, and is largely pushing
its ASA range of UTMs.

In 2009, the company changed the
licensing policy—from unlimited users to
limited users—and this led to significant
price hikes over 2008, It also raised the
cost of renewal for customers. Many
respondents said that as a result of the
new licensing policy, existing customers
waere asked to pay renewals which
doubla the cost of the price of the security
appliance itself.

The company faced availability issues,
and there were delays in receiving its ASA
range of products. Cisco products demand
at Jeast 20-30 percent premium over
Fortinet, and in same cases 10-15 parcent
above Check Point. Consequently, the
company is losing to the competition in
tarms of price-performance. &

Respondents
said that
Cyberoam has
made notable
improvements
in its product
offerings over
the last two
years
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