
Uniquely positioned in a brutal market

Thomas Vasen, VP Product Management & Marketing
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Market challenges
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Key market drivers

Unstoppable 
data explosion

Shifting 
revenue mix

Disruptive 
competition

Inevitable 
commoditization 
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Unstoppable data explosion

1 ExaByte = 1 Billion GigaBytes

Source: Ericsson Mobility Report

Global mobile traffic (monthly ExaBytes) 
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Shifting revenue mix

Overall margin: 45%ς50% Overall margin: <45%

Source: Ernst & Young
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SMS

Disruptive competition

OTT(WhatsApp, iMessage, etc)

19 billion

41 billion

18 billion

20 billion

2013

2012

2013

2012

Source: Eurocomms
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Inevitable commoditization
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Pricing causes rapidly declining 
per-unit data revenue

Telco revenue & margin by service

Data revenue per MB Network cash cost per MB

Source: Acatel-Lucent
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From operator trends to operator concerns

Investment in capacity

New pricing models

Customer retention essential

Revenue from content

Costs 
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Three actions we see:

$ $$

REVENUE 
GENERATION1 CUSTOMER 

SATISFACTION2 OPERATING 
EFFICIENCY3

CAC

TCO

Data price plans Increased transparency Cost containment
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Widespread shift from minutes to bytes

Revenue from integrated plans

2011

2012

2013

27%

44%

67%

1 Data pricing models

Operators strategies:

Å Major transition to 
buckets

Å Triggered by LTE

Å Happening now 
everywhere

Vodafone Europe 
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Increased transparency for the customer

Operators have to 
display actual usage 
faster as a result of:

Å new pricing models

Å regulation ƻƴ άōƛƭƭ ǎƘƻŎƪέ

Å customer expectations 

2 Increased transparency

Event 

Balance:
$120
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Seeking a reduced TCO

» Merging systems is 
difficult 

» Transform at the same 
time takes significant 
time

» High risk of failure

» But the stack stays the 
ǎŀƳŜΧ

» Managing change will be 
increasingly difficult

&Outsourcing
System 

Consolidation

3 Cost containment

Operators strategies:

Å Reduce operating cost
Å outsourcing 
Å system 

consolidation

Downsides of:
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MediationZone is instrumental to these changes 

Data pricing models MediationZone is capable of 
counting with dynamic buckets

MediationZone is capable of sharing 
and notifying the actual balancein 
real-time

We have numerous consolidation
references enabling transformation, 
reducing risk of failing

»

»

»

Increased transparency

Cost containment
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What can operators do more?

REVENUE 
GENERATION1 CUSTOMER 

SATISFACTION2 OPERATING 
EFFICIENCY3

Faster TTM

Network quality Radical simplification

Turn insights into revenue

$ $$
CAC

TCO
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Partnerships with content and OTT providers

OTT Partnership

Ą kickback for usage

Quality as a paid 
differentiator 

Ą kickback for prioritization

ESPN in talks with U.S. Carrier on 

Sponsored Data plans

REPORT

There are content providers who have come to 
us and said, 'We would be willing to pay for 

content to your end userΦΩΧ

έ
ά

QUOTE

New 
revenue
streams

$

1 Faster TTM
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Non-billable

Capitalization on 
Intelligence by:

Å Selling knowledge to 3rd party

Å Acting on own usage BI 

1 Turn insights into 
revenue

Bigdata monetization

Billing

New 
revenue from 
data insights

$

Enriched

Billable

Anonymized

$

Operator
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2 Network quality

Network quality drives loyalty

Å Bad quality is the 
number 1 reason for 
people to lose their 
loyalty, resulting in 
churn.

Å There is a direct relation 
between value for 
money and quality. 

19%

16%

10%

10%

10%

Network performance

Value for money

Ongoing communication

Tariff plans offered

Customer support

Source: Ericsson Consumer Lab

Drivers of loyalty to operator brand (NPS)
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Simplification for radical cost adjustment

TCO

Traditional 
Services

3 Radical 
simplification

Rating Balance ChargingInput 

A simple IT stack to 
enabling a bypass of 
traditional systems

New 
Services
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MediationZone positioned for these trends

Enabling monetisation of both 
billable and non-billable data, heaps 
of volumes J

High speed collection and 
aggregation of OSS purposes

MediationZone as a starting point for 
Lean Billing

Online Control enables new use 
cases like Sponsored Data

»

»

»

»

Fast TTM

Turn insights into revenue

Network quality

Radical simplification

$ $
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IT costs correlate to age of operations

1 !Φ¢Φ YŜŀǊƴŜȅ άL¢ ƛƴ ǘƘŜ ¢ŜƭŜŎƻƳ LƴŘǳǎǘǊȅέΣ WǳƴŜ нлмл

Years since start of mobile operation 
(through 2008)
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32 34 35

11 12 13

2010 2011 2012

BILLION $
OSS and BSS Services OSS and BSS Software

ά{ŜǊǾƛŎŜǎ ǊŜǇǊŜǎŜƴǘ тр҈ ƻŦ ǘƘŜ h{{κ.{{ ƳŀǊƪŜǘέ

ά!ǘǘǊŀŎǘƛǾŜ ϧ ƎǊƻǿƛƴƎ ƳŀǊƪŜǘέΣ έ/ƻƳǇƭŜȄƛǘȅ ƛǎ ŀ ƳŀǊƪŜǘ ŘǊƛǾŜǊέ 

Source: Ericsson Investor Conference Nov 2013

Growth 2012-2016

OSS and BSS 5-7% 
CAGR
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3,4% 3,8% 3,7%

96,6% 96,2% 96,3%

2010 2011 2012

License Services

Revenue distribution
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Q410 report: ά{ǘǊŀǘŜƎƛŎ ŀŎǘƛƻƴΥ 5ŜǾŜƭƻǇ /ƻƳǇǘŜƭΩǎǎŜǊǾƛŎŜǎ ōǳǎƛƴŜǎǎέ

Comptel Revenue: Services vsLicense



What DigitalRoute delivers



© Digital Route AB 2013 - Proprietary and Confidential Information

32

Uniquely positioned

Network

IT applications

Network

IT applications
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Empowering IT systems 
with the right data at the 
right time

Extremeperformance for 
managing ever increasing 
real-time volumes

An open integration platform 
fit for future use cases

Our platform values

Scalable Smart

Built for fast deployment, 
easy operation and 
customer self-sufficiency

Flexible Efficient
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We provide crucial benefits

Providing cost 
efficiency

$ $$

Improving time to 
market for new 

services

Enabling data 
monetization

Increasing 
customer 

satisfaction

TCO

Faster
TTM
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With a platform approach

License & Support

Services

32%

68%

DigitalRoute 2014 pipeline
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é at the pace the operator needs

Transformational   ς Incremental   ςComplementary



Recap
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Recap

We have no motivation to protect the inefficiencies!

Market Trends Complexity Uniquely positionedChallenges


