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The big news on the cloud and integration front over the last few weeks has been IBM’s
acquisition of Cast Iron, which has put the spotlight on the tremendous demand that
cloud computing is creating for integration software to bridge the gap between on-
premise and software-as-a-service (SaaS) applications—as well as between SaaS
solutions.

While all the press articles and analyst opinions on this announcement were unfolding, |
had the opportunity to attend Pervasive’s tenth annual Metamorphosis conference.
Coincidentally, the main theme of this event revolved around this very topic.

Pervasive’s integration pedigree is certainly first-rate, and the vendor has arguably
been the market leader in the SaaS and on-premise integration space. IBM’s
acquisition of Cast Iron has the potential to shift competitive dynamics. Although
Pervasive competed with IBM’'s WebSphere and InfoSphere integration stacks in
the large enterprise space, IBM—and other-enterprise competitors such as Oracle
and SAP--have not been a factor in the SMB market. Prior to now, Pervasive’s main
competition for SMB customers—and for the ISVs and SaaS vendors that serve
them—has primarily been smaller and/or newer integration players, such as Boomi,
Cast Iron and Informatica.

Now, Pervasive needs to go head-to-head with a behemoth in the race to woo
SMBs and SMB-oriented ISVs and SaaS developers to use its integration platform
and solutions. In light of this, it will be particularly interesting to see how Pervasive
adjusts. Below, | provide some background on Pervasive, the persistent challenge
of integration, and Pervasive’s view of this challenge and opportunities this
presents. | wrap up with my thoughts on what it will need to do to win in this new
game.
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Pervasive Snapshot

In case you don’t know about Pervasive, it's worth taking a quick spin in the way back
machine for context. Pervasive’s roots lie in the database area, when it (as SoftCraft)
launched Btrieve (now Pervasive SQL) in 1982. After that, the company was acquired
by Novell, subsequently spun out, and eventually became Pervasive Software in 1994.
In 1999, Pervasive introduced Pervasive PSQL, a high-speed transactional database
designed for ISVs who build small and medium business (SMB) applications.

Although Pervasive’s database products still account for the majority of its revenues, the
company has been a pioneer and leader in helping to streamline and solve the knotty
problems of data integration. In 2003, Pervasive acquired Data Junction, and has
continued to make substantial investments to build out its integration solution portfolio to
fuel its future growth. Pervasive’s current integration line-up includes:

e Data Integrator, an integration platform that connects a plethora of databases,
flat files and legacy formats and applications, including virtually any software-as-
a-service (SaaS) and on-premises applications.

e DataCloud, which Pervasive introduced in 2009, delivers an on-demand
integration platform that combines the Data Integrator platform and DataSynch
with Pervasive Integration Agent, a lightweight agent that sits behind a
company’s firewall to connect on-premise apps with the cloud. DataCloud is fully
multi-tenant and runs on Amazon’s EC2 infrastructure, offering customers
turnkey integration services and a platform to build additional integrations and
consume and/or deliver data services.

e Pervasive Integration Agent, a lightweight agent that is managed via
DataCloud, and sits behind company’s firewall to connect on-premise apps with
the cloud. The agent can also be used to run complete on-premise integrations
where the process, rather than the data, is managed from the cloud.

e DataSynch, a series of pre-packaged, completely self-service, integration
solutions on demand (running on DataCloud). Examples include QuickBooks-to-
Salesforce and QuickBooks-to-MS Dynamics CRM.
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Pervasive has also invested in other data infrastructure and management areas, such
as DataRush, which debuted in 2009. DataRush is designed to help companies crunch
through vast quantities of data very quickly leveraging multi-core parallel processors.
The DataRush engine enables companies to deliver many data services, such as
aggregation, integration, data mining, fraud detection and analysis more efficiently.

Today, Pervasive has more than 4,500 data integration customers, across small,
medium and large business, and over 1,000 SaasS integration customers. Many of its
customers are also ISV and SaaS developers, who build and embed integration
solutions that they’ve built with Pervasive technologies into their offerings. The
NASDAQ-listed company has solid financials, boasting $46 million in revenues for the
past 12 months, $42 million in the bank and 37 consecutive quarters of profitability.

The “Pervasive” Integration Perspective

As Mike Hoskins, Pervasive’s CTO discussed in his keynote, as cloud computing
proliferates, the integration challenge becomes even more daunting and difficult to
solve. Mike articulated his “Five Laws of Data Integration in the Cloud” and how they
combine to create this kind of perfect storm for integration:

1. Datais widely distributed. It's no secret that we’re drowning in an ever-rising
tide of data. Data resides in many more places than ever before, not only in
company data centers, but in multiple clouds which may also contain many
alterations of said data, mapped to different application topologies—multiplying
integration challenges.

2. Everything happens faster. It used to take months to build a data silo, now one
can be built in minutes. Since we can build databases more quickly and easily,
we’ll build more of them—compounding the amount of data that we potentially
need to integrate.

3. Control becomes increasingly distributed. An ever increasing data torrent in
an ever spiraling number of places equates to a new slew of problems with data
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quality, spotty connectivity, movement of data from one place to another, and
issues with the APIs and interfaces to connect data from one place to another.

4. Connectivity becomes more challenging than ever. As new applications, data
silos and information proliferate in the cloud, so do the combinations and
permutations of things that need to be connected—application formats, APIs,
protocols and standards, business partners and customers.

5. Data volumes increase at an explosive rate. Data volumes are forecast to
grow at 60% a year worldwide due to the rapid proliferation of cloud applications,
cheap and readily available storage and rising data volumes.

The “pervasive” Integration Challenge

Integration has always been a challenge for ISVs and customers alike. Making
applications “talk to each other” and having the ability to pull in information across
relevant sources is crucial to extract maximum value from multiple solutions. But all too
often, integration hurdles are intractable—especially for small and medium businesses
(SMBs) who lack the resources and money for one-off custom integrations or costly
integration frameworks. Unable to fully “digest” what they already have, their appetite to
pile on additional solutions—which will create more data silos—is restricted.

Even a very small company is likely to use a few different solutions—say accounting,
email, a web site, contact management, email marketing, productivity tools, an industry-
specific solution, etc. If they can’t adequately integrate these, they end up re-entering
and duplicating data, creating a lot of workarounds, wasting time and getting frustrated.
As they get mired in the muck, they’re likely to forego implementing a new solution that
could improve their businesses—reducing the market opportunity for ISVs.

While people are always trying to create standards to help contain some of the mess,
these efforts have fallen short. Let’'s face it, most vendors have a vested interest in
locking customers into their stack—whether on premise or in the cloud. With more
applications that need to be integrated both in the cloud and on premise, and more data
in all of these applications and other places, the odds remain high that this problem will
get more complex. Besides the Five Laws discussed above, other trends will also fuel
new integration challenges and opportunities, including:
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e The proliferation of application stores or marketplaces. App stores are
popping up like daisies in spring. Vendors from Google to Salesforce to Intuit to
Microsoft are building apps stores to help build new revenue streams, woo
developers to their platforms, and cement customer ties to their flagship
applications. These “anchor tenants” provide a platform-as-a-service (PaaS) that
help speed up development and provide some lightweight integration Web-
services advantages. But these vendors tend to rely on integration partners for
deeper integration. As the number of these app stores grow, ISVs and customer
will need to figure out not only how to better connect different apps within a
marketplace, but also between marketplaces.

e The explosion of social media. As social media adoption skyrockets business
application vendors are scrambling to integrate their applications with social
media and social media management solutions to bring more value to business
solutions across the functional spectrum.

e The growing trend to sell aggregated customer data. Data is a very valuable
currency, and companies of all stripes are rushing in to aggregate and sell their
customer data. With dollar signs dancing in their heads, companies will place a
premium on integration tools and services that allow them to more quickly, easily
and cleanly integrate—and monetize—data cross many different, disconnected
repositories.

Pervasive’s Challenge--Maintain a Strong Position on a New Playing
Field

Clearly, Pervasive and other integration players have plenty of headroom to grow.

However, IBM’s acquisition of Cast Iron also significantly alters the game for Pervasive.
Prior to the acquisition, Pervasive was one of the biggest players on the SMB
integration field, competing against the likes of Boomi, Cast Iron and Informatica.
Pervasive hasn’t always articulated what it does and how it helps as clearly as some of
these competitors, but its proven solutions, a solid track record, and a strong technology
strategy have put it at the front of the pack.
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Now, IBM’s vast marketing and technology resources are on tap to Cast lron. IBM will
offer Cast Iron to mid-market customers and ISVs as a simple and more consumable
integration alternative to WebSphere. In addition, IBM intends to apply Cast Iron tooling
and methodology to help automate and streamline WebSphere for the large enterprise
space.

Of course, the argument can also be made that Cast Iron will get lost in the shuffle
at IBM—as have happened to many of IBM’s smaller acquisitions in the past. In
addition, IBM already has two complex and disparate integration stacks,
WebSphere for application integration and service-oriented architecture (SOA) and
SOA and InfoSphere, for data integration for data warehouses—and a plethora of
disparate technologies underneath them. However, while Pervasive could bet on
Cast Iron getting swallowed up into the belly of the beast, | don’t think this is a good
bet, as cloud integration is just too important to IBM.

So, Pervasive needs pick up its game. While IBM and Cast Iron busy themselves with
the logistics of the acquisition and the best ways to leverage these resources, Pervasive
should focus on creating a clearer, stronger position in the market. For example,
Pervasive needs to:

e Demystify its own line-up of integration solutions. Pervasive’s offerings are
arguably more multi-dimensional than those of its competitors. But it can be a
challenge to sort through and make sense of them. Pervasive could do a better
job of guiding both ISVs and end-user customers to more readily grasp what'’s
most appropriate for different use cases.

e Differentiate more crisply against the competition. Now is the time for
Pervasive to clearly and articulately differentiate its offerings from those of its
competitors, not only in technological terms, but in ways that really resonate with
business decision makers—such as the time, money and resource savings and
productivity gains that can be achieved by using its solutions versus those of its
rivals.

e Debunk myths. Pervasive’s rivals often knock Pervasive for using “old”
technology that requires a lot of custom coding. Although Pervasive’s on-premise

SMB Group, Inc. Reproduction Prohibited June 2010



Pervasive’s New Position on the Cloud Computing and Integration Playing Field

Ul is and looks “old” (and Pervasive is working on bringing a new version to
market), it is still highly functional and efficient, as evidenced by new customer
wins and profitable growth. However, DataCloud2 is built with Java, provides
open APIs (which Pervasive publishes on its web site) and offers visual, easy to
use interface and data mapping tools. When rivals perpetrate FUD, Pervasive
needs to present a sharper back-story to counter it. Meanwhile, Pervasive must
also remove any technological roadblocks or “old” technology issues that exist
and can hinder its progress—and make sure the world knows about this as well.

e Build a strong VAR and Sl channel. About 60% of Pervasive’s business today
goes through “the channel” but it's mainly via ISVs that embed Pervasive
integration within their solutions. While the embedded ISV integrations are a
great, friction-free way to provide integration in many cases, they won't solve for
the endless combinations of integration scenarios—particularly in the SMB
market. Pervasive needs a strategy to piggy-back and/or build a VAR and Sl
channel to help solve the long-tail of integration challenges.

e Amplify its ISV partner story. I've also heard competitors imply that ISVs are
choosing to work with them instead of Pervasive, when in fact, many of them—
including Salesforce, Xactly, Zuora and several others--work with two or even
more integration vendors on the integration front. And, vendors such as Adaptive
Planning and Xactly—among others--gave Pervasive rave reviews at
Metamorphosis. But Pervasive needs to amplify and magnify this message
beyond this insider crowd to a wider audience.

e Develop a marketplace strategy. Marketplaces will evolve into yet another
solution channel. While the current marketplace bubble is destined to pop, the
strong will survive. Pervasive needs to develop a proactive integration supplier
strategy and programs to establish a strong position in this venue as well.
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The SMB Group focuses exclusively on researching
which is comprised of many smaller, more discrete markets. We take a custom approach to working

with clients, assessing where you are in the market today, and the steps you need to take to get where

you want to be tomorrow. Our pragmatic, actionable research approach provides you with insights and
recommendations you need to capitalize on shifting market requirements and trends, and create

successful go-to-market outcomes. We also work closely with your marketing team to help integrate key

findings and deliverables into your marketing and media outreach campaigns to boost market

awareness and consideration of your offerings.
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