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The TFeam

ThomasRambold

B CEO, DESS ConsultitgLevel consulting with global carriers
B Former CTO , Siemens Information Networks
B Former General Manager, Siemens Broadband and Data/IP business unit

Mark Kapczynski

B CEOKontrol Media ¢ media industry incubator

B VP, Advertising SolutiongAtigeo ¢ pattern recognition software

B Former CEQYIESoft Inc.¢ tapeless workflow software for film and TV

B Former Microsoft, Director of Worldwide Media & Entertainment Solutions

Seth Walworth

B VP Industry MarketingKontrol Media
B Former Director of MarketingMESoft Inc.
B 30 years, telecommunications marketing and product management experience
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Our sources

20+ interviews with media industry executives

50+ conversations with thought leaders at media industry conferences

B ad:tech
B Media Summit New York
B 1AB 2010 Leadership Meeting

Secondary research from various online articles and publications
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Our Objectives

Review online threats to carrier and media cash cow revenue streams
Highlight the opportunity gap in online commerce

|dentity key issues impeding online commerce

Highlight intrinsic carrier capabilities that can solve these issues

Propose a valuadd Carrier EZommerce and Media Services platform
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Why Wotkihogethee Main TTthemes

Lucrative revenue sources face long term threats
B Carriers¢ Will mobile voice and data transport be commoditized?

B Studios¢ DVD sales are falling and the TV ad market is stagnant
B Newspapers & Musig The sky has already fallen

E-commerce is a key market
B Carriers¢ How do you participate in $155B* of-eommerce transactions?

B Media ¢ How do you make e&eommerce work for content?
Both industries need each other to figure it out
B Carriershave unique assets they could deploy

B Media firms¢ and their advertisers; can provide critical input
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Carriers Clouds-onitheiHorizon
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B 87% U.S. market penetration*
B Price wars starting

B Massive 4G network investments

Huge growth in mobile data traffic but who gains?

B Mobile will be dominant Internet access method by 2014
More search ads for Google

More Facebook YouTube, and Twitter traffic

Lots of free WAFi¢ why buy expensive carrier data plan?
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Nightmare precedents LD, Local, enterprise datatransport becomes a commodity

Carriers are reacting

B Wholesale Applications Community initiative
B Branded hardware

B Complaints about Google getting a free ride
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Mediac Clouds Overhead

Studios still healthy
B $62B TV ad revenues, $34B cable programming fees , $17B DVD sales/rentals*

But consumers are drifting online

‘B 800,000 households dropped cable in last two years*

B 17 percent of weekly viewing audience watch one or two TV episodes online
B In a networked homeg who cares where the show originates from?

How do you make online pay?

B Internet has 34% of eyeballsbut only 12% of marketing spend*
B Consumers accustomed to free content

B Piracy remains a problem

B Nightmare precedent; newspaper and record label implosion

Media industry is reacting

B DECE content portability

B CIMMCc crossplatform ad measurement

B TV Everywhere Cable walled garden

B Destination Portals; Hulu, newspapempaywalls
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Little Strategic GCollaboratiom SorFar

For studios

B DVDs and TV still rule

B Cable MSOs are the strategic partners
B Carriers are considered
Pipe providers
An emerging TV programming outlet
A source of advertising and sponsorship $$

For carriers

B Been ridingthe mobile wave

B Other vertical markets; financial, healthcare, retait are considered bigger
B Focus on cloudbased enterprise services across industries
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Strategic_ Collaboration is:Needed

For Studios

B Carriersg not cable MSOg, are the dominant providers of online and mobile
infrastructure

B The center of gravity for content distribution is moving online
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For Carriers

B Wireless data usage is expected to grow 4000% by 2014*
B You must add value to thig or you will be a commodity transport provider

B Media firms¢ and their advertisersg will tell you what value is needed and how to charge
for it
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Online Commerce Latent@pportunity

E-Retail: $155B in 20096% of retail sales* (U.S.)

E-Marketing: $26B in 200912% of ad spend* (U.S.

B Consumers spent 34% of their media time online in 2009
B Mobile advertising was $400M

Paid online TV/movie sales and rentals$361M* - 2% of total (U.S)*
Lots of room for growthg particularly with a better platform

How much of this revenue can carriers address?

B Transaction fees, Advertising services, Content distribution services, ???

Source: Forrester Research, "Forecast: U.S. Online Retail Sales, 2009-2 01 4 i

Source: Forrester Research: fAU. Si.201ndtoer acti ve Marketing Fore
Source: Adams Medi a Research: From Wall Street Journal, Janu
Source: Convergence Consulting Group, AThe Battle for the Am
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Key©nline  Challenge$Vhat Yourdoeld Us

Advertising ROI

Get consumers to pay for content

Curb piracy without irritating legitimate users
Enhance the user experience

Anywhere, anytime, any screen distribution
Content discovery
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Carriersccan (Changedthe Game

Massive Subscriber Reac¢imobile, online, TV
Customer Informationg Single, integrated profile

Start-to-Finish Session Management

B Know WHO you are, WHERE you go, WHAT you do, Start to Finish
B Track and log activities to augment profile

B Profile can travel with subscriber throughout session

B In-session content or ads are optimized to profile

Scalable Bandwidth and Infrastructure
Transaction, MultiScreen, and Security Expertise
Clout to set standards

Native strengths, barely tapped for-eontent and ecommerce
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ReaiTimeProfilex A Big-Stepdrorward

Websites
Content

\ / Advertising

RealTime User Profile
- OPTIN (Value Exchange)
ONLINE - Preferences

SESSION - Online History

- No Direct Identifiers

Search Engines

- Inference and Learning Engine
- Web Interface Engine

e AN

Financial
Transaction
Services

Opt-in, secure, intelligent agent that saves time & improves relevance

Social Media
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