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Three key points

>Drawing Value From The New Paradigm

>Possibilities in the “W2 Economy”
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The New Wave: “Exploring New Frontiers”
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The New Wave: “e-Commerce to m-Commerce”

e-Commerce to m-Commerce
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The New Wave
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. A Tale of Two Paradigms
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>The “New Wave”?

>Possibilities in the “W2 Economy”
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Drawing Value From The New Paradigm

Critical Components to Secure Market Capitalization Gains

Critical Components Key Drivers

» Customer
knowledge?

* Intellectual capital?

* Brand loyalty?

» Working capital efficiency
(e.g., i-Kanban)?
* Network manufacturing
(e.g., outsourcing)?
* I[P focused collaborative engineering

* Web-based alliance architecture?

* Community based on
psychographics?

* Customer owned interfaces?
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Activation of Hidden Balance Sheet — Customer Relationships

Customer Interface Mechanisms

Personalization User chooses content based on preferences

Cross-Selling/ » User chooses content; site suggests additional content
Promoting » User gives preferences; site suggests content

Targeting » User does nothing; site gathers basic user info and suggests

content by E-mail
* Site suggests content via on-site promotion

Personalized » User provides detailed preferences; site delivers personalized
Targeting content

Loyalty Programs |+ ‘Frequent Flyer’-type programs
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Improvement of Capital Efficiency - Evolution of Logistics Management

Predominant System
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Improvement of Capital Efficiency - Network Manufacturing

Conventional Model Direct/Internet Model lllustrative
Financial Flow/Production Cycle Financial Flow/Production Cycle
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Enhancement in Value Proposition - The New Reach

Wireless: Degrees of Freedom ‘Immediacy’ of ‘Psyche’

Speed . Responsiveness * Time lag between Thought & Trigger

Strategic Vector
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Enhancement in Value Proposition - Dell Computer

Customer Driven Configuration: Dell Computer
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* Main classes, over 1,500 memory options
** Based on these 5 criteria actual total can be much bigger depending on peripheral selection
Source: Dell; Consumer Electronics Manufacturing Association; We analysis



>The “New Wave”?

>Drawing Value From The New Paradigm
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Manufacturer's or Infomediary’s Business (?)

Estimated Revenue Stream Over 100,000 Miles
Dodge Intrepid (Not Discounted) in Dollars

New Price mmmmiwmm $20,341
Dealer Margin mm 1,311
Incentive mm 1,500
Warranty Cost m 700
OEM Holdback 1 500
Shipping B 550

Typical Auto Maker

Participation Equals 43%
Dealer Preparation 25 Of Revenue Stream

National Advertising 109

. ESP0..0...0...0..I025Q.00.000..00..00‘.0...0...0...0.0000000..00..00..0...0..
1st Finance I 3,689 >

Financing $8,189 < 2nd Finance 2,900 ]
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Floor Plan 1316

Dealer Options 1 400
Dealer Advertising 1285

i i Maintenance 2,600

Vehicle Service $4,600 { T _92’000
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68,101

Source: Various research organizations
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Basic Beliefs

In view of the increasing influence of the "Web" on the industrial world, established
companies across industries have to undergo fundamental metamorphosis — a wide-angle
view is an essential prerequisite.

End of Conventional Business Models

Beyond the constructs of vertical industries:

As traditional economic/market structures crumble, different industries are
converging to create "new value-creation (economic) clusters" around
customer-centric delivery models

Wide perspective

Dynamics of "Network Intelligence": )
which cuts across

Competitiveness of emerging economic clusters/coalitions will be

determined by how I3 (IQ Imagination, Information, Infrastructure) is conventional
mobilized and incentives are evolved and shared between external and constructs of
internal resources industry structures

Strategic synchronization of Digital and Cartesian

economies:
Networks will be required to be strategically synchronized between
Cartesian parameters — the physics and thermodynamics of physical

processes with digitized services and commitments
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The New Time-saver(?) or Time-user(?)
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Moving forward....

The uptake of the mobile Internet has the potential to be faster, and more
pervasive, than that of the fixed line internet.

The freedom that it gives us to access the Internet when and where we want will
change the way we live our lives.

In this space successful businesses will understand, and address, three factors:

> Advancing technological landscape
> Evolving consumer behaviour

> Changing value chain dynamics

Given the uncertainty and rapid change of these factors we believe that
businesses must follow a program of ‘disciplined experimentation’ to capitalise on
the opportunities that the mobile Internet presents.
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The Mobility Opportunity

Wired vs. Wireless Internet Users
Number of Users in Europe, 2000-2005

Million
Drivers of Growth Growth

B Fixed Line B Wireless

CAGR 93% > 242

124
108 108

2000 2001 2002 2003 2004 2005

Source: Merrill Lynch
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Wireless-Internet Disrupting the
Business World

Classic World
User Anything
Convenience
SHTE Retail E-Commerce
Transaction

Business > Face-to-face service and
?:/Ir?dels Iand transactions
annel- )
e > Established and secure
Specific ¢ lationshi
Benefits customer relationships

> On-site product testing

> Delivery of physical
products
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Wireless-Internet

Anything
Anytime
Anywhere

M-Commerce
V-Commerce

> Immediate accessibility from any|
location with any wireless device

> Possibility of personalized
targeted advertisement

> Location-based services
> Mobile to fixed
> Mobile to mobile
> Mobile community
applications
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Success In Mobillity

Success in the Mobility arena will depend on understanding, and dealing
with, three factors:

> Uncertainty related to the Technological Evolution;
> Evolving Consumer Behaviour;
> Changing Value Chain Dynamics;

... In order to create strategies to capitalise on opportunities in an uncertain
world
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Proliferation of New Devices

Wireless-enabled Devices
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>Tailor Internet
content to many
different devices

>Evaluate and
select optimal
devices for
market-entry
strategy

>Build flexible
wireless-web
channels and

platforms
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Wireless Channel Technology

Planned Evolution of Wireless Networks
GSM Evolution

* Maximum Data Rates: 56-115 kbps  Maximum Data Rates:

» Minimal infrastructure upgrade 2 Mbps (indoors)

» More efficient packet overlay on * New spectrum required
circuit-switched network « Significant infrastructure

* No new spectrum required upgrade required

» Applications will grow
more sophisticated over
time

» Match user expectations
with available connection
speed

* A range of wireless
applications can be

« Maximum Data Rates: 28- « Maximum Data Rates: 384 expected in the next three
56 kbps kbps years, ranking _fro_m

« No hardware changes « Significant infrastructure simple to sophisticated
required upgrade

* New EDGE capable
handsets required
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Developing Consumer Relationship Through Mobile

Mobile Advertising — Shifting Paradigms

>Low value, mass market adverts > High value, highly targeted

: : adverts
> Privacy a minor concern

: > Privacy the prime concern
> Advertisers control content y P

> User controls number, type and

> Mass market adverts build brand . :
timing of adverts received

awareness through recognition
> Advertising has to provide a
special deal or discount — m-

coupon
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Developing Consumer

Relationship Through Mobile

Typical Characteristics of Mobile Advertising services

7502_X1442

> Personalised

> Location-based
> Free to receive
> Opt-in required

>Timely delivery of adverts
essential
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New Competitors

Competition for Wireless Revenues

Sprint, AT&T, Verizon, Vodafone/Vivendi (Vizzavi), BT
Cellnet's Genie, France Telecom, NTT DoCoMo (i-mode)

Nokia, Motorola,
Ericsson, Palm

IBM, Oracle, BEA

HP, Compaq, Phone.com, Infospace
Dell, Apple AvantGo, Aether Systems
AOL Anywhere, Yahoo!
Everywhere,
Alta Vista Wireless Search
7502_X1442 Partha S Ghosh
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Intermediaries As the Winners

Growth in Market Cap by Economic Model

Jan 98 = 100
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Source: We analysis
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Emergence of Wireless Infomediaries

Role of Wireless Content Aggregator

Implications

>Emergence of “Wireless
Content Aggregators” signals
the need for repackaged web
content and bundling of critical
services

s, <

Infomediaries

> Content is best delivered
through user-friendly wireless
applications; multiple
applications are currently
being tested in the
marketplace

Wireless- Offer
enable sites bundled

nd distribute  |nternet conten

> Alliances and partnerships

with the right content
Wireless providers are critical to build
Operators an attractive wireless-internet
offering to end-users

Internet
Content
Providers
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Uncertainty in the Mobile Revenue Opportunity

Key Economic Drivers and Related Uncertainties

Uncertainties and Key Questions

-

-
—

A

A

A

A

Source: We analysis
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What applications are feasible?

How popular will those
applications be?

How much will will users be
willing to pay for
applications?

What pricing models are
accepted and economically
attractive?

When will enabling
technologies roll out?

To what extent will users
take up mobile internet
services?

What is the infrastructure
needed and what is the
cost?

What is the cost of
development?
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Due to the high growth and rapid changes in the industry, the mobility value chain
IS very complex. Traditional players in industries such as computers, telecom,
content and finance, new internet players, as well as private and public services

firms are all trying to play the mobility game.

Mobility Value Chain

= Cisco = phone.com = Vivendi = Yahoo! . = Omnisky = Nokia
Selected = Sun = SAP = Sony = AOL CeIInet Cellnet = loBox = Ericsson
Key =Nortel ~ «Microsoft  «Bertelsmann = SOL = Zed = Telenor = Samsung
Industry = HP = Oracle «Time Warner = AvantGo «VIZZAY  Mobil = Motorola
Players «IBM = News Corp «AT&T = Sony
Wireless
= VVodafone

We understand the value chain and we have
relationships with the key players from the
Technology/Platform vendors to the Handset

vendors.

7502_X1442 Partha S Ghosh Proprietary and Confidential P29



An Approach

Methodology

7502_X1442

» Strategy
» Technology
* Branding

» Strategy
» Technology
* Branding
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* Branding

» Technology

» Technology
* Branding

» Organisational
Change Management

* Programme
Management
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The Winning Formula: Innovation through Action

DoCoMo’s Winning Strategy (()Soroowth in I-mode Subscribers
'S

mmm # of Subscribers —— # of Voluntary Websites
20,000 r

18,000
16,000 ~
14,000 ~
12,000
10,000

8,000 |

6,000 ~
4,000 r
* Introduce consumers to new technology 2,000 |
gradually
O 1 1 1 1 1 1

* Incremental changes

» Constant improvements

 Application development guided by proven
consumer needs

1/00
2/00
3/00
4/00
5/00
6/00
7/00
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Shell GeoStar — Mobile Delivery of Internet Content

Challenge

>We created a new Internet portal for
European travel covering 16 countries, over
500,000 destinations and six languages for
Shell.

>Redefined critical content for wireless
delivery and prepared first WAP and PDA

: applications.

vug‘j:'?' >Shell now wants to commercialise the site

o and explore business models

Ge&oStar

Your Eurapean Car
Journey Planner & Ask

& e e | RE—— Approach
>Define traveler needs by analysing how

individuals plan and organise their car
journey

>Develop customer value propositions
meeting different traveler needs

>Financial modeling of alternative business
models including becoming a travel
intermediator, selling application software
and becoming a mobile service provider

Results

>Completed analysis of mobile offering.

>Now extending analysis to cover fixed
access to portal
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ComCab Background

>Europe’s largest taxi company, with a history dating
back to the early 1970s.

>Acquired by the Singapore based transportation rf

conglomerate, DelGro in 1997. ’ comcab i

>The company supplies licensed radio taxis, on an
account or credit card basis, to London's business
community, private individuals and the public sector.

> ComCab is the industry leader in terms of market
share and technology, with advanced GPS driver
tracking and cab booking system.
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The Solution

An online booking service which will allow ComCab’s

customers to order a London taxi using their WAP
phone.
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ComCab Online: The Booking Process

>The user browses to the site on the WAP phone
> Enter their desired pick up point.
> Enter their desired destination.

> Finally, enter the time the taxi is needed and
click on ‘Enter Booking'.

> Once the user has confirmed the booking, the
pick up time and place are once more displayed
and the booking is entered into the Bookings
Database.
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ComCab Online: The Dispatch Process

>The operator, using ComCabs current systems, allocates the job
and dispatches the cab.

>An SMS message is generated to inform the customer that the taxi
IS en route.

>When the taxi arrives at the pick up point. The driver uses his in
cab unit to inform the dispatch database.

>A second SMS message is generated to inform the customer that
their taxi is outside waiting for them.
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ComCab Online’s IBM Technology

>The system is built on IBM’s Websphere platform.

>The data is stored in a DB2 database and updated using Java
servlets operating in the Websphere Application Server
environment.

>The key technology is the Websphere Transcoding Publisher which
identifies the make, model and browser of the mobile device and
makes the any appropriate changes to the format of the pages.

>This enables the system to operate across a variety of devices and
additional platforms can be quickly and easily catered for without the
need to rewrite the core application.
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The Wireless Stadium — 3Com Park

3Com is developing a new wireless product to make the stadium experience more
convenient, memorable and enjoyable
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Wireless Youth Portal

A market leader in beer and beverages in Norway, Sweden, and the Baltic Region seeks to

dominate a major marketing channel heavily focused on the youth segment through the
creation of a web and wireless community service
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The checklist for moving into wireless

>Does an investment in wireless Internet offer you sustainable
competitive advantage?

> Why would a consumer use your wireless services over others?

> Are you tailoring your wireless services for the appropriate device
as opposed to adapting current online services?

> How big is the potential market? Will participating in this market
open up opportunities to move into other business lines?

> Are there substantial barriers to entry or sustainable competitive
advantages through the provision of wireless services?

>Do you have a clear vision of where your wireless service will be
in five years?
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