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Independent global survey commissioned by Amdocs
OSS Division from Coleman Parkes Research

Over 125 interviews comprising major
telecommunications companies - wireline, wireless and

cable providers

Typical respondents were Director of OSS, CIOs, COOs
and Product Managers

All regions covered: Western Europe; Eastern Europe;
Far East, Asia Pac; Middle East: Africa, North and South

America
All interviews undertaken in February 2008
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A view of the market

What are service provider priorities?
How is time to market changing? And what is the impact?

What are the constraints and challenges to faster, cost-
effective time to market?

Possible solutions
Conclusion — what have we learned?
QandA
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Fast moving, competitive market
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Over 50% of operators see the number of new products increasing

Service rollout plans
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Source: Coleman Parkes survey, 2007

More than 25 years for the television to reach 30% of U.S. households
Only 5 years for the Internet to reach a similar penetration rate

After 2 years of operation, YouTube streams > 100 million videos per day
Source: Ovum, 2007
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Customer experience/satisfaction
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Differentiation 1s focused on customer
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Source: Coleman Parkes survey, 2008
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Source: Coleman Parkes survey, 2008

Fairly unimportant Not at all important
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Source: Coleman Parkes survey, 2008
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More than 18 months  Unsure but too long
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There Is significant bottom line impact

0 Average impact of time to market on product profitability
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Based on average Year 1
revenue of $100 Million

Potential missed revenue
of up to $33 Million *

60

* McKinsey report states that if a product is 6 months late an average of 33% profit is lost, whilst 1 month early can add 12% profit
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Key factors that impact cost to market

Costs are in two main areas — new network and supporting systems

E Per Cent

Late procurement costs

Dual or multi vendor policy for network equipment
New technology and equipment

Deploying new systems and interfaces

High number of people and skill levels involved
Disconnected, non-standard processes

Legacy systems and integrations (T

Complexity of network and system environments

High levels of customisation required

Poor data quality
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> Are your costs of new product introduction:
> Increasing?
> Staying the same?
> Reducing?
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B Per Cent

BSS/OSS Project Delivering
integration management differentiated
and control Quality of
Service
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Cable companies face more challenges than other
service providers

One third are seeing time to market increase

As they move outside their traditional markets,
challenges are increasing

Need for automation
Legacy system integration
Poor data quality

Cable operators identify BSS/OSS integration and OSS
transformation as the important issues in addressing
time to market
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Clare McCarthy of Ovum says
“Operators recognise the need to address time to market on a
number of fronts:

Converge multiple access networks on one
IP-based network

Ensure a centralised product catalogue

Deliver new products and solutions on a
predefined set of reusable capabilities

Enable more self-help online, including
service activation and increased capacity.”

“It is widely recognised that the first step to rapid
operationalization is the creation of a common set
of OSS tools that will manage any service an

operator wants to launch” LightReading, 2007

14 Information Security Level 2 — Sensitive © 2008 — Proprietary and Confidential Information of Amdocs



Keeping the complex simple!
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mg and future mvestment

> 91% of respondents state that investment in OSS is important to reducing
Time to Market - OSS has a direct impact on customer experience and the
bottom line

B Per Cent

Customer self senice and senice
activation

Senice ready network and
increased capacity

A predefined set of reusable
processes and data models

A centralised product catalogue

Common tools and processes

Process automation

Rationalised network inventory data

Data quality
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Delivering the customer experience
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Delivering the customer experience
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Delivering the customer experience
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themselves from the competition.
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“IThere is] blurring between network OSS and BSS. All the

pieces have to be in sync strategically. Make sure everybody is
aligned and prioritizing together.” — | ' _SF

. they are increasingly focusing on customer metrics, including quality of service,
speed of delivery, time to market and accuracy of order processing, to differentiate
themselves from the competition.
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> Where Is your priority for investment in
customer experience over the next few years?

>

>
>
>

Information Securi

Front Office (CRM, product catalogues, call centres)
Back Office (OSS, associated processes)

Network readiness (planning, service-ready network)
Marketing and Sales enablement
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Service providers caught on the cusp of

a1,

On one hand ...

> A need to compete on new terms in a changing
market by introducing a large variety of products
— quickly

And on the other ...

> Traditional remit is to deliver high quality
services
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Thank you

Any guestions?
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