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· Rogers Keynote; Nadir Mohamed (President & CEO; Rogers Communications)
· Focus on new groups

· Includes customers, technologies, dynamics, and disruptive forces

· Mobility as a point of personalization, not necessarily mobility alone/itself

· Next stage of telecommunications sees mobile penetration on the increase

· Everything in wireless going forward isn’t voice, but Internet

· Question then revolves around mobile broadband

· Trialing mobile payments; using SIM as chip as the equivalent of that chip in a credit card

· (Very japan/brasil)

· Definition of mobile itself has changed

· Revenue growth used to be SMS and email

· Notion of the smart device that connects individuals to the mobile broadband is the source of revenue

· Aim isn’t to change behavior/teach them something new

· Rocketstick, as eg., is a way of letting customers do what they have traditionally done

· Sees the distinction between mobile and wireline broadband as quickly becoming/become outmoded

· Need to understand the ‘net as ubiquitous

· Talking about mobile ‘net as applies to a person

· When it comes to machine to machine we’re seeing a new phase

· 2014 as the year where mobile and wireline are equivalent; following years mobile takes over

· For mobile environment require network, appliances, applications, and pricing

· Maintain that are 75% broadband penetration that Canada is leading the G8 countries in terms of wireline penetration

· At Rogers, we don’t actually throttle traffic in a generic sense. We don’t actually constrain any downloading. The one thing that we do is that we allocate bandwidth on the upload. This is what lets rogers provide their high quality service. Allocate has nothing to do with quality or content.

· Bandwidth management WILL extend from wireless to wired

· Progress of mobile proliferation; phones > PDA/Smart Phones >> aircards (for notebooks)

· Applications now responsible for driving usage of the mobile ‘net

· Seeing massive changes not jiust in consumer, but also in the business market

· Model 1: carrier doesn’t get involved with content (dumb pipes)

· Model 2: carrier includes intelligence in network; where information can be provided for application developers

· Model 3: carriers who lead and have their own application set that can compete with the other app stores (e.g. google, android)

· If pricing doesn’t match where you are in the adoption curve then there are serious problems

· Argues that pricing is in sync; pricing is ahead of the curve

· Recognize that there is a need to provide comfort when a new device is launched

· Found with iPhone that there were concerns with data used

· See the fixed/mobile prices converging

· Now call if a user exceed $100 charge (not clear whether this is an overage charge, or what – re: iphone data caps)

· Sees the smart connectivity as sitting on top of the networks themselves

· Layer includes information, communication, entertainment, transactions

· There is a need to develop innovate and clear ways of distributing information; (note: is this a reference to developing netscapes?)

· Recognize that the birth of the new ecosystem is somewhat threatening, insofar as it is different from what the ISP is used to dealing with

· It’s about a TV in the background, with a laptop in the lap and a mobile in hand texting

· Massive saturation, massive connectivity

· Convergence has almost became a negative word

· Think that convergence takes time, but that we are moving to a point where we really are seeing convergence

· Demand for people to consume data and information and communicate is insatiable

· Questions

· Telecommunications ranked at the bottom (in the US) of the recent trust rating survey that came out last week. What is it about telecommunications that makes it so hard for customers to love us?

· Most difficult thing is delivering great service every single day. Building the brand from tech isn’t an issue; Rogers is a leader, but what is needed is to move beyond networks and create brands and services. Need to create a comfort level for Cnds. Need to figure what, exactly, causes individuals to call in with issues. Symbolically need to recognize service as an issue and make it easier for customers to complain. Solution to the latter is that individuals can now escalate their complaints to the office of the president.
· What is being done about massive costs for roaming charges

· Sees a disconnect with roaming, and will be addressing these issues. Pricing starts with that for the incidental user, then moves to segmented offers for category types, and then move to a mass consumption model. Sees that people are worried about data is a problem, and this is something that they want to change. See being in a different segment/range of the market, and need to address this.

· LTE programs

· Final stages of HPSA 7.2 gbps deployment. Question becomes how to get faster speed on HPSA before LTE. Read of LTE is that it’s not something that’s ready for prime time. Beyond statements on Verizon, see LTE as a few years out. HPSA lets rogers get back in the driver’s seat; LTE is something they will look to lead in but will do so after they properly grow HPSA

· Seems like they are deferring massive upgrades as long as possible

· Nokia Siemens Networks (Monday Morning; Sue Spradley)

· Wants to ask what we can do to make the Cnd. Mobile business different from the rest of the world

· Focus through space shuttle and copyright industry

· Part of telus and bell’s 3g networks, as well as videotron’s

· Today want to ask how Cnd can make broadband a sustainable network

· Last year alone saw mobile traffic increase by 3x, but revenues did not keep up

· If revenue doesn’t increase with it then problem; these networks are incredibly capital intensive

· Important to keep this equation in mind, and see the data growth/revenue issues as a persistent and growing issue globally

· See LTE coming down the pipe; see it will be 26 billion dollars spent in wireless networks, which is more than the investment of space shuttles since 70s

· Means that there must be extreme efficiency in running networks

· How do you attract new customers, and then retain them? What drives and sustains this ecosystem?
· Going to take everyone’s working together to get things to work out

· What is meant by extreme efficiency?

· What kind of change is meant?

· As a manufacturer Nokia has to change

· Becoming large global operator which gives notion of how the global pattern of data uses looks like

· How is Nokia to move from producing product to managing networks?

· Must build products that are must more clever than they used to be

· Low power consumption isn’t just about green, but also so that it can operate in unreliable power spaces – presume means that there are generators that are accessible
· Most exciting thing about Canada is that you have Flexibase systems widely deployed, and they are LTE enabled. Makes networks ‘very green’

· Investment will be there, software will be all that is required. Can use ‘old’ product for future goals
· Operators need to ask ‘what do I do to make a unique experience for our customers?”

· Subscriber data management

· Important to know customers “in a deep and personal way”

· To do this, must know how they are using the network, what for, and what their user profile is

· The ability to pool that data information into a common pool will teach us something and let us avoid throttling down a network because we’ll know when they use a network and allocate pipes accordingly. This is in reference to heavy downloading.

· By 2012 there will be more money spend in wireless from applications than anywhere else, incl. record industry.

· Challenge is new hype

· How do we make sure that the applications will pay for are on the network, and that we can appropriately monetize them

· (Network neutrality? Note sure…)

· Need to attract application developers to make the network more valuable

· Aim is to then cut through the hype applications that use a lot of bandwidth but don’t make operators much money
· Regulatory policy

· ‘must be balanced’

· the ICT for Cnd is very important

· for the children!

· Need to make sure that we are facilitating creativity of application developers but that simultaneously protects the networks and existing customers

· This is another reason why subscriber data management is so critical, so that intelligent regulatory decisions can be made

· The ecosystem matters

· Everyone needs to work together; application developers, network managers, etc

· Sees that networks will be opened
· 3G, HPSA, etc networks bring with them the opportunity for new products and realities

· important to establish common protocols so that products can be mixed and matched

· if we don’t have an open network then people will start going into bankruptcy

· will let us keep customers and maintain revenue
· If you don’t manage networks, unlikely to be around in a few years

· Building value together

· Important to build networks and engage in learning from foreign operators

· More that we can work together the better we can develop and maintain global value
· Telecom now a ‘mature sector’ as well as envious. More money pouring into telecom than most other areas.

· Nokia Siemens here to stay in Cnd

· Facilities will be coming into Cnd and see as helping to grow Cnd telecommunications

· Grown 5x since they entered Cnd market

· Canada become one of the lead markets

· Thinks that we can build a ‘sustainable net’ and can teach the rest of the world to do things successfully and profitable broadband network

Questions

· What lessons have been learned in how to leverage power efficiency?

· In cold of winter tested flexistation. Learned about temperature variance between Cnd and Finland, from India about power, etc. In effect, take learning opportunities from divergent locations and then integrating those learning moments into a common holistic approach to product
· Talked about sharing data/pooling data/etc. Can you give an example of how that’s paid off, and how service provides have been able to exploit and take advantage of this?

· Customer in the US with wireless and long distance facilities, they take information they collect and work with cable companies to develop common approaches. Problem that you run into is that these databases get VERY large, and so you then need to really understand what you are holding. Can be applied to both retail and enterprise customers (how are your employees using the network?)
· Ericsson (Dragon Nerandzic; CTO Ericsson Cnd)

· Believe wireless technologies hold key to telecom expansion

· Depend on many factors; expansion of services are helpful to Cnd society, but if not considered in a holistic way then we run risk of not fully executing these technologies’ potentials

· Only with established strategy and business case can we prove  a new mobile ecosystem

· Country as a whole has to develop a sense of wireless as a keystone of economic growth and sustainability
· Industry needs a growth engine to drive towards next growth cycle

· Networks require a development of a positive growth economy

· Note that both US and UK have stated that broadband must be a key economic growth space/assist further economic improvements
· These networks will foster additional employment

· High speed internet benefit consumers by allowing for egovernment opportunities

· Bridging the digital divide is becoming critical for sustainability of the community.
· By 2014 80% of broadband subscriptions will likely be mobile

· Mobile broadband is expected to grow to 2.8 billion by 2014 – majority will be HPSA and ???

· There is an exponential growth curve of data usage

· HPSA is closing the digital divide
· 21 Mbps possible with HPSA now; expect 42mbps by end of 2009

· over last few years there was a 3x growth in HPSA data capable modems

· favorable regulations would encourage the widespread export of Cnd product internationally
· Also require clear technology performance – existence of this permits for an expansion of the markets.

· See a massive convergence across word to move to LTE. These developments will accelerate mobile broadband growth and consumer uptake

· Don’t expect a large split between mobile operators re: LTE; see first 100 million individuals adopting this in only 2-3 years

· Up to 150Mbps from a single base station

· See self-organizing networks as key and important for business and consumers alike

· If not properly embraced then there will be more attractive places for growth
· Also require a good quality of spectrum that is aligned with international standards will encourage a wider adoption of technologies, and this must be supplemented by positive regulatory policy.

· Must be efficient spectrum and regulatory policy
· Globally adopted LTE has opportunity to be aligned internationally; means that you can get a massive integration of the tech

· One frequency band (2.5-2.6 Ghz) has chance to bcome the world standard

· Regulators have obligation to provide high quality spectrum in alignement with the rest of the world
· Services in smaller areas have weaker business cases; rural cases are weak – additional factors are needed to encourage deployment in these areas. This needs a strategic national infrastructure policy, where public must step up to assist private businesses to provide incentives
· Should not be penalized by taxes/regulations, which delay the rollout of networks 

· With last three points met it is possible to have a successful wireless broadband environment
· Will depend on all participants moving towards the same goal.

Questions

The geographic area that is typically covered by spectrum allocations tend to include both rural and urban spaces, and this encourages spectrum owners to focus on the urban and not so much on the rural.
· Ericsson thinks that it is important to find benefits for extending to rural. Need combination of multiple factors; not just public, and must be totally adopted by industry partners while leaving them space to implement their own business models
· Break

· Session: New Media and Convergence; “Disruptive Impact of Over-the-Top Video

· Intro (Rory Altment)

· From 50 person strategy firm

· Lots of time with service industries

· Four categories of accessing content: Broadband to STP to TV (media PC); Broadband to TV; Broadband to PC; Mobile

· High bandwidth as the enabler of OTT video adoption

· Ecosystem Disruption

· Content creation --> Content aggregators -> devices

· Cut out the content distributers such as rogers, Cogeco, etc

· OTT video delivers very little revenue

· TV program pulls in 900-1500 per 1000 users; only 100-400 per 1000 users online

· How are OTT providers generating revenue?

· Responses to disruption:

· Content distrib.: 

· Switch to metered bandwidth

· Oppose net neutrality

· Develop targeted, set top box-inserted advertising; ie. Targeted advertising
· Improve user experience by expanding VoD libraries, developing superior user interface and speed up HD adoption

· Incorporate OTT video access into set top box

· Devices

· Connect PCs to TVs

· Build side-care set top solution
· Continue improving navigation and browser capabilities built into new TV sets to enable OTT video site access

· There is a real worry/question about what the economic impacts of people cutting the cord and switching to OTT

· Derek Kuhn (VP Emerging Tech and Media at Alcatel-Lucent)
· Asked by gov’t inst and edu folk to do a sizing of what drives internet traffic going forward

· Done this on a world-wide basis

· Whereas once talked about peta- and –exa byte taffic, now talking about video as a massive drive for multi-exa traffic
· Challenge as an industry is how to remain relevant as infrastructure vendors

· Three modes of service provider business models:

· End-user pays the service provider

· OTT pays the service provider

· Middleman/broker pays their service provider

· David Purdy (VP and general manager Television products Rogers)

· Had frightening experience when talking with RIAA folks b/c of double digit loses over 3 years

· @ rogers, focused on the multi billion subscription service

· fear of the 1.7 billion TV business will be in decline with OTT
· want to know how to position Rogers in light of new approaches

· major trends affecting over the top delivery

· 25% more P2P traffic occurring in Cnd than in US

· 99.5% of the traffic (# may have changes) doesn’t respect IP rights. Building infrastructure without any payment for content producers. P2P is ‘robust’ in the Cnd market. Broadcasters in Cnd has been slow, and really missed opportunities to get into VoD
· Demand for HD content has not declined with recession
· There is a fundamental need for time shifting

· PVR

· Online

· VoD

· Distant market signals

· Need for place shifting

· With mobile assets trying to determine how to incorporate with time shifting

· Because rogers has wireless as well, are in unique position to work with place and time shifting
· The Long tail phenomenon

· Used to have 50 channels, now have thousands

· Means that there is an enormous amt of content that wasn’t previously available

· 2009 video plan

· on demand as key differentiator

· accelerate PVR deployment

· drive HD leadership

· launch broadband video service

· build advanced ad services

· Brad Schwartz (senior VP Much TV group) 

· The more you stretch your content across platforms the more you develop emotional content with your viewers

· #1 free VoD content provider

· the more that can connect with our content the better

· operate as content delivery, not TV company

· multiple numbers of cameras, can look at various cameras for free. Need to deliver content easily

· Vod, content access, ownership, ‘digital with attitude’ (e.g. contests, artists profiles, ringtones, past content, photos, news, etc), mobile on the go
· Aim for youth because they experiment with all the new tech and content

· To create emotional connection with young people need content available all the time

· Sean (Microsoft Canada)
· It’s amazing how after pushing so hard to get here that some companies (e.g MS?) are rushing to catch up

· What does MS do in this space?

· No longer just about windows and office; xbox, Zune, OEM TV manufacturers, media centers, etc

· Media no longer the message
· It’s about communication and information and entertainment al the time, everywhere

· Look back a few years ago communications were about TV itself; now communications is about content access and distribution through divergent and disruptive technologies. 
· Have a leadership responsibility to ad groups, infrastructure, etc to determine how to monetize new modes of distribution. Need to establish a monetization system that is fair for all.

· MS is deeply involved in cloud computing (software + services)

· Email now SAS

· Concept of media flowing between form factors is key to strategy

· Advertising strategy linked to this

· MS wants to work with advertisers to bring multiple lines of advertising to each screen individuals use

· Those who invest in innovative technologies in the recession are those who have historically, and will in the future, come out ahead.
· Portability is here to stay

(Question: What approaches is MS taking to expand/harmonize offerings in NA?)

· Chris Van Staveren (Partner, Transaction services)
· Survey on convergence and consumers

· Latest stats: consumer acceptance/demand for OTT is already changing the conventional models and strategies: consumer is king once again

· All surveys done online save in India and South Africa

· Question: have you watched a video clip on mobile phone in past 12 months?

· 38% yes, 62% no

· much lower in NA; this is driven in Asia, but trends (more and more!) are consistent

· 44% in 16-24 were in the yes; next generation of individuals are all over this

· Question: how was your experience?

· 52% were more satisfied with the experience; 33% middle; 15% less satisfied

· Andrew Right (sp) (Bell Mobility)

· All of content is going to be really accessible wherever you are

· Mobile phone is central to content access

· Invested a lot in the recent while in developing this

· Have largest 3g footprint

· View clip – aggregating videos from all sort of places in broadband cloud and working with bell

· Aim is to ensure that individuals can get what they want, when they want it

· Excited about the portability of the mobile internet

· Interested in how consumers want to engage with content

· Seen pervasiveness of long-form/tail content

· Need to do things to avoid ‘sideloading’ (ie capture content from other networks) – NOT through blocking, but by increasing content libraries

Question Period

· How do the carriers make money if the medium is no longer the message? (@ Sean)

· “Don’t think that we’ve closed that channel yet.” 

· Next generation is fascinating; if watch youth behavior then realize that we haven’t solved this question yet. Can’t slow their uptake of new streams however. As a tech company MS provides capacity and works with partners and stand with them to support demand from a capacity perspective. Platform needs to be central to how content is distributed. See a push towards supporting monetization of model.

· @ David

· This will seem self-serving. We have millions of relationships with Rogers. Building on existing billing relationship way easier than finding new models. We can add value at that relationship level. The notion is that in the future assets will be in a cloud; I should have access to video wherever I happen to be (home/bus/office). “A lot of stupid things are going on online. A lot of broadcast partners are throwing stuff online to chance digital dimes for analogue dollars.” If you can add value to the consumer relationship then you can up dollars. Content managers are undermining their position by putting stuff online because their core advertising partners want stuff online.

· @ Brad

· Make money through content distribution and advertising. Will distribute 220 million video streams this year alone. Music companies in trouble because they focused on a disc economy, and ignored the youth and what they would actually do. Aim is to give youth a home to access service (video etc), so that they come into your ecosystem to throw people back to TV and watching more. Online distribution puts shows back into discussion; Susan Boyl meant that individuals would then tune into the next show on cable.

· @David

· Can’t you tether access to the analogue? Will content delivery actually even cover transport costs? Have to tether to the subscriber home.

· @Brad

· The idea David flouting doesn’t even exist. Sounds nice, but when will be arrive? Also, digital dimes can become digital quarters. 25% of advertising money comes from online, and this is in part because they were quick to enter online content deliver.

· How difficult is it to keep customers on deck that you have acquired versus seeing customers go OTT? Does it matter to Bell which customers do?

· @andrew

· the majority of video is OTT. Reason is because it is very difficult to set up a robust content distribution system in the mobile environment. Comes back down to customers and bringing them what they want when they want it. If content not available then customer will quickly abandon the on deck solution. Not only missing long-tail, but also missing the ‘middle ground’ (e.g. desperate housewives). Bell is OK with people going OTT; while building for the future and enabling high speed access, they know that the business model with middle content will come so build the infrastructure now.

· Cord cutting: age thing, or generational thing? Age means after 30 they want someone to be able to call the house. Generation, means that they may never have a land line again. Is your view that we are looking at an age, or a generational phenomenon

· @chris

· Definitely the younger generation that is involved in this. Those individuals will continue to drive this throughout their life; not an issue of age but of generation. Youth are being exposed to something that their adults had never experienced – totally different way of approaching the world. Going to happen.

· @Derek

· Technology is changing in a way that allows the business model to change; corded versus untethered is something that is challenging for technical and billing purposes. Pulling the two together means that some customers will want, others not, have to then decipher how to offer that business model as it exists today. What they are seeing is a tremendous force that is only going to grow stonger that moves from subscription to connectivity

· How would you advice a charge model across platform?

· @Derek

· First thing: we need to be able to embrace the tech change. Two challenges: multiple screen faces a commercial (licensing) issue and a tech issue (in achieving multiple service delivery platforms successfully). Seeing now a way in which we can expand out the business models, not just in sense of Brad’s position, but also build in transactional elements. This might be guaranteed quality of service, or something else (e.g. how do we provide high quality video with mass adoption of video on demand to mobiles?)

· @ David

· The customer is like a schizophrenic customer in a candy store; they don’t understand why they can’t get content immediately. If incumbents were faster to provide legitimate content distribution sources then would have less P2P and other means of accessing content. This is a result of too many lawyers and too few innovative individuals. There are wolves howling at the walls (P2P, sling media), but the Hollywood groups want to beat the present model to death rather than innovate. 

· When you compare content what you offer versus that which people can access via smartphone OTT, to what extent are the economics of the OTT made to be appealing? Is bandwidth caps a pricing mechanism to protect you form slow licensing?

· @ andy

· NO. Can’t really apply television pricing models into mobile environments. Only going to watch one screen at a time (i.e. not ipod, TV, computer all at once) – mobility has a great billing relationship with customers can bring this to customers. “Want more usage on the network”, more customers using this.

· @ Sean

· One thing to be prescriptive about programming, but when we think of technology what is interesting to this generation is emergent from the generation and their interaction with tech itself. The content is driven by their interests in one another (what is my friend interested in) and it doesn’t appear that telcos have really understood this and translated it into a content delivery and payment system

· If this generation continues its present models, then what doe sit mean for the present environment?

· @Sean

· This can spawn an influence of traditional programming. It’s more of a lead in, or sparks an interest in, traditional programming. Television as we understand it today is going to change. The movement of content across platforms is here to stay. Question is how to integrate and make money – tech provides the tools to already content/place/time shift, but need to understand how to serve up the input from this generation into the traditional model

· @David

· Need effective monetization on an ad-based system. 80% of revenue is built around 20% of the highly popular shows. Makes more sense to target hub, rather than long tail, content on the basis that it is easier to target large groups. Has to be easy for young people who are buying advertising to by ads easily

· @ MTV guy

· Total audience measurement access – Olympics. This is the future of their model; an advertiser wants to buy 1million people of relevant audience, as a content company want to be able to target individuals in the various spaces that is only possible through real awareness of consumers across various platforms. Multiplatforms are an expected part of life for youth.

· With all this uncertainty around new platforms, what have you seen with respect to the valuation of media platforms? Can you unwind the current economic climate from this?

· @Chris

· There are some properties that have run into problems and they are going cheap now. How do you buy a company when the models are changing and revenue streams are changing and the predictability of that revenue is changing? This isn’t just a function of the economic downturn, but it’s just hard to predict. There are situations where you will see real bets on new technologies, but on a general basis its hard to get much for a new media buy. 

· @ Bell

· Bell brings CSR and relationships – what content brings is that they have something that will touch a lot of audiences. Question is how do you have enough diversity to maintain current business models and enter into new ones? There is a generation of masses that want to share content – question becomes how do you sell content and make money; reach a customer

· Is it tougher to get a multiplatform ad system together, or is it tougher to get the licensing squared away? What’s tougher right now if you’re a carrier and you’re trying to fulfill David’s vision?

· @David

· The challenge is that you need to take data and analytics from multiple sources. Canoe will impact everything – about building out advanced advertising platforms. Unless you solve ad issue then BitTorrents and limewires will win the day. Licensing has gotten easier because it is now easier to do library licensing – this within past 12 months. Realize that can make money with shelved content in digital spaces easily. Advertising solutions will be here within 12-24 months; will see ‘something’ over the next few months (summer – hinting at something…)

Question: would an aggregated network space reduce costs for transport?

· @ David

· rolling out video service on demand that will let them cache the popular content closer to their home to massively reduce transport costs. 

Question: linear TV fighting for its life. Issue: can’t stand TV because of ad (youth), what are content creators doing to create a compelling TV environment, and is 30 minutes needed anymore for a show in an era of YouTube?

· @ MTV

· Not watched a TV show in ages. Watched EVERY ad -laughter-. PVR is a nightmare situation; see it as becoming a DVD player. See PVR as enabling customers to watch anything at any time. 22 minute show will be changing. Need ENGAGING advertisements. Apple/Mac ads are examples of smart and entertaining ads. People should be programming all 30 minutes, and this entails programming for ADVERTISING as well as CONTENT.

· @David

· People are looking at adding chaptering ads (putting it into PVR); the ability to go from a ad -> new area (e.g. from ad to a website selling) is promising. Less worried about ads than subscriptions.

· @Sean 

· Notion of bringing web as a capability to facilitate two way interaction is key. Build on desire to chance information and investigate some information future. Trackability of this and being focused on user across multiple platforms is something seen as an emerging reality (esp. through IP TV). 

· @Bell

· Think of people who are on all the network (facebook, twitter, etc) and how they talk about ‘stupid ads’ on Youtube. Would be great to let youth capture ads and then forward to their friends – just speaking of viral, how can we make viral monetized? Mobile device affords ability to engage with ads themselves.

· @Derek

· Seeing a lot of multitiered advertising, and Sky has the most successful interactive system in the world. It is more tethered to the individual. Starting to see in Germany. No barrier to bring this technology to Cnd. and need to see it bought and brought to cnd.

· Session: Mining for Data Gold 
· Introduction

· New media discussions were focused around understanding future behaviors of individuals and discovering knowledge about individuals through data mining.

· The world has changed, insofar as the amount of data exceeds Moore’s law of creation. What is important is how we can use this data. 

· Three truths; (1) no idea of data you have; (2) not as smart about your data as you think you are; (3) no idea just how smart individuals who work with that data is

· Victor Garcia (HP CTO)

· New gold rush is quest to store and use data

· See an explosion of information

· Information doubles every 18 months

· New methods of communication normal

· Were to store all of communications that go on we couldn’t actually store this, even if every company was responsible for data storage

· Accessing data has become a challenging task; search doesn’t work; business analytics are expensive and hard to use

· In future, see everything as offered as a service

· Ability to deploy information that is dynamically configured and personalized for individuals

· Connected by a host of various services that work into a broader cloud

· Infrastructure as a service

· Let individuals rent data mining services

· Collective intelligence of the cloud will be created or accessed by and increasingly connected, socially active and mobile world

· 3-5 years 75% of employees in Europe and NA will be mobile 75% of the time (roaming, ~ working from home)

· New modes of communications, collaboration and computing have created a new paradigm

· HP delivering an integrated ecosystem, from infrastructure to services to devices

· Everything as a service will enable a host of new business models

· Issue is that broadband networks are highly expensive, under utilized, and there is a challenge: what is the role of Canada in cloud computing, and how do we achieve this?

· Broadband networks are needed if we are to effectively realize the data that is available and abroad. Need this for users to engage in practices that open up new data sources.

· Kelly, Colloquy

· Environment that we are in now demands predictive analytics and data mining. Question: how are analytics and data mining going to affect pricing and inform products of the future?

· Need to draw insights from existing data in order to establish loyalty with customers as well as to further strengthen already existing relationships

· Is a shift from Churn and cross-sell models in a “silo” --> Segmentation frameworks that span all products/services

· Need to move away from silos if we are to really retain customers; segmentations frameworks offer a way of escaping these traditional frameworks

· Shift from “stranded” model application to analytically-based metrics part of the marketing dashboard

· Thus, no longer do mining for a single moment, but instead a persistent analysis and work

· Shift from life cycle management to dynamic, event-trigger communications

· Want to deliver right message at right time

· Shift from mining only subscriber and product data to combining transactional data, consumer research, and customer-supplied preferences.

· Must move beyond features “arm race”

· Focus on connection to the customer, content and emotional needs

· Focus on inspiring the right desired behaviors

· Leveraging data to dynamically grow customer relationships

· Rebecca (director, Product and solutions, marketing Amdocs interactive)

· Look at helping ISPs enable the online digital experience

· See the teraplay as something where you have trillions of devices that are connected

· When you think of # of subscribers this leads to millions of transactions a day with service providers

· This is a fully connected lifestyle

· To succeed, there are some imperatives

· Must think of how you sell and bundle goods

· Offer more valuable portable experiences across “N-screens”

· Personalize the consumer experience with targeted offers

· Innovate using app stores, etc

· As consumers move off portal, consumers are leaving to find the information that is relevant and appropriate for them as individuals

· Must understand how individuals are behaving off portal

· Aim is to help track consumers

· (of course this is voluintary –in or out?)

· if a service provider knows that I like something, then they can develop the portal for me

· not usual for service providers to have multiple service fronts

· want to move to a universal retailing strategy that is based on a common infrastructure

· must be able to launch new elements quickly (days, not months) and is only possible through intense data awareness

· service providers must move from data silos to a uniform information intelligence management – this means that they can get real-time data to create better end user experiences

· Zarar Rana (President and CEO ConceptWave Perspectives)

· Bottom line is to make money for the telephone companies, reduce operational costs and customer churn, and improve customer experience. Need to rapid introduce new services and find new revenue sources.

· Only possible through mining data; data alone is useless without heuristics

· Data mining from informational point of view

· Traditionally was established in order to control fraud, optimize network resources, improve customer-management experience, enable targeted marketing to the right customer at the right time.

· Challenge is to access critical data from multiple systems; quality fo the stored data (redundant and inaccuracies); available of applications to convert information into actionable items.

· Alternative view to order data mining challenges

· Cleaning the data; indentify and correct errors and inconsistencies capture via order entry

· Customer order is instrumental

· Ensure 100% clean order data

· Building data warehouse

· Archive completed orders (6-12) months and provide parallel archive data repositories which copy operational data structures

· Anything past 6-12 less important data

· Using generic data mining tools

· Use specialized order analytics tool to enable predefined reports and trend analysis

· This analytic tools is part of business intelligence, and should be at top of list of examination for business-related purposes

· Catalogue impact on data quality and data analysis

· Guarantee data quality – order data is always synchronized to catalogue definitions; impossible to pass incorrect data

· Centralized definitions; define all user preferences within the catalogue as attributes

· Base trend analysis on values of these attributes

· TTI Telecom

· On network side of OSS market for past two decades

· Works with tier 1 and 2 operators for fixed, mobile, and cable CSPs

· OSS transformation ready, designed for FMC

· Responsible and agile

· Customers: bell one of them

· A plan for economic oss.t

· Three steps: (1) consolidate duplicate OSSes, Integrate to a unified OSS; (3) ?

· In BSS you find consumer satisfaction

· There are correlations between data at the OSS/network level to determine customer satisfaction

· Target is to provide a customer curve

· Use a huge amount of network CDR information (non-billable) to provide a tool to the customer care rep and then have an intelligent conversation and fast resolution with the consumer

· Requires an easy to use GUI with network data

· Traditional oss data can be better used by integrating with management systems

· New type of data can be collected

· BSS can be fed and processed with oss information

· New groups in the organization can benefit from this data 

· Bohdan (Redknee)

· Page of full legal disclosure –laughs at lawyers requiring it-

· Are a Canadian vendor of converged personalization information

· Aim Is to identify an event and then maximize value of that event by providing clear analytics that adds value in a subscriber-centric position

· Largely an international, not as much Cnd, business work with

· Subscribers must embody the inter-related subscriber values of:

· Self-evident value; complete transparency and control; intuitive and simple controls <-- required for a service to be successful

· Need to eliminate consumer free by being transparent about the control that is held on them and how it is used

· Question: how is this realized? Page of legalese?

· Stuff should be pushed proactively that is simple and easy to use

· Important to have real-time services (billing, enforcement, etc) – should be controlled by the individual per their privacy controls

· Carriers have terabytes of data that is hyper-specific/siloed; need to open the silo and make accessible

· Data is distributed, buried deep, variform, challenging to refine and distribute, sticky and addictive, cannot be spilled -> it is always valuable!

· Forms of data: personal and demographic; contextual identity; derived 

· Latter is unlimited and self-renewing; analysis of historical usage: spending patterns, movements, content preferences

· Can offer substitute service

· You like a music band, the third party includes some sort of advertising related to the music, and the music is provided ‘for free’ to the subscriber

· NOTE this is for the subscriber environment. Meant to deal with copyright infringement. Demands intelligence somewhere in network

· Do not think that operators will necessarily become bit-pushers

· They can leverage the data that they have access to to optimize the end-to-end value chain

· Questions/talk with panelists

· Challenges is separating data prospecting from data mining

· @Zarar; need information to do mining – prospecting is actually getting the information you need to do monetization

· @Rebecca

data prosecting: is data worth mining (Rebecca). Then what do you find in the data and how is it actionable?

· How do you determine what a company knows, and learn what they know?

· @rebecca

one of the things that is most effective is by looking at business processes and then determine what results they are going towards. Talk with customer and evaluate their processes and then think about the data. Start with processes first

· @Zarar

we take a business process and link the system to that. Rather than chaining themselves to the process, they try to monitor every level of the business process and this information can provide the customer with what they don’t know

· @Bohdan

give visibility to data stored in system. Have over 100 APIs method calls that can be leveraged by3rd parties or network operators to integrate new services.

· @Kelly

the way to delpy across customer service system sometimes requires taking information a level up, and put it into a strategic framework. Combining a couple key powerful metrics can leave you with something that can be operationalized. Segment so that you can identify when they call normally, when we need the optimal information to win them back or buy them. Important to frame information for customers to deal with clients

· @Victor

spend 1/8th in analytics. This is for real time; aim is to use tools and techniques to deal with the current environment – this is not possible. Only way to be able to make sense of the data explosion (esp unstructured) is to have machines do the prospecting and structuring. Semantic search and analysis is key – based on this is the kinds of information that we identify that we need. We can then use real time data analysis and processes to make real time decisions – we are not investing in making old systems work, but in revolutionary business intelligence

Isn’t a risk of real time analysis itself a risky business?

· @Bohdan

Look to generate feedback mechanism that supports CRM relationship.

· @HP

combo of semantics and social networks and heuristics led to new tech. We created a system that IDed who talked to who about what and why, and it was ‘scary’ how accurate it is. Where do individuals fit, who are they talking most to – lets you ID social cores – this was done very quickly and allows impressive consumer awareness

· Companies were spending fortunes on data warehouses but not look at already existing data as opposed to creating a single monolithic new data warehouse

· @Rebecca

follow approach of information amnagement where see business management and data management coming together. Being able to make sure that data from BSS and OSS is operationalized in back office system. Challenge is coming to a combination and integrated system. How do service providers get to this catalogue model – integration to realize this is intense. Very strategic. Start moving data around, but must do so in a way that minimizes your business disruptions

· @Bohdan

Older data is often parsed out to identify common behavioural traits/to do a post modrum analysis

· @Kelly

you need to make some kind of an investment one way or another. Need to have a corporate culture that is willing to engage with new ideas and possibilities. This is needed so that the marketing organization can get their hands around it, and must ID the variations that will be managed and likely costs.

· @Zarar

Need to move away from situation where old data is zealously held on to; eventually some data needs to be set aside

What are the new frontiers that data mining is bringing to the industry

· @Zarar

trend is to launch and support new services while controlling costs quickly. 

· Bohdan

Data mining has a role in establishing new revenue streams. Tendency to treat new mobile device as another laptop, but this is not actually fair. If you want to avoid attrition then you need to recognize that there are divergent form factors and so forth. Cannot have multiple steps to integrate devices with content, and instead need to have services and content that is contextually relevant while also being relatively few steps to utilize

· @HP

intelligent infrastructure is key. Need to tag actual sounds (e.g.) and find the data. Given that silicon chips are as small as the will be in 5 years (no smaller than 1 atom) then there will be a shift to quantum computing; manipulation of atoms to power computers. (cnd leader in quantum computing). Once we can manipulate multiple atoms at once with quantum, then we move to a way of more rapidly analyzing and understanding data – this means that the powers of search and heuristics and mining will increase substantially. Will totally change how we can access data. Taking unstructured data at the moment into structures is presently fruitless – slow and inefficient – quantum will let us engage with unstructured data in a useful way

Bohdan

· not necessary using DPI; could be through end-service provider who recognizes who the individual is, then bounces to ISP, then there is a modulation of data

· DPI can proactively analyze what an individual is doing to send packets

· Does the panel have an idea how unstructured data (e.g. phone mail, digitized hand-written notes) be mined and monetized?

· @Hp

yes – looked at all videos of HP videos where term ‘unix supercomputer and cloud computing are noted’ and bring up those videos. Searching techniques for sounds and semantic meaning are all parts of the next generation of searching and data mining techniques.

· @Kelly

There are certain tpes of data that allow the business to know how they treat customers (in terms of costs in dollars, time) – still going to come down to profitability. Analysis lets you know how you deal with customers. Unstructured information offers way for increased relevance, but if a customer doesn’t have much profit in them or valuable then we need to know – unstructured can ID this relationship, but not forget that the aim is always to know who is ‘good’ and ‘bad’ (not her words!)

· @HP

there is a question who uses technology. Youth use information very differently than the older generation; while structured data seems critical to older generation, the people who will actually run the system will rely on unstructured analysis and search. They will expect the computer to know what they are looking for on the basis of who they are and their relationships

More on shift from life-cycle to event-driven marketing

· @Kelly

found that identifying events (e.g. a single service is disconnected) lets individuals quickly identify and capture customers more rapidly and successful than just relying on life-cycle processes. Shift away from campaign marketing to event marketing is helpful. This is very common in telecommunications. Situations like this offer a way to maximize revenue by ensuring that when someone looks at content/purchases item that you have a monetized side-process (e.g. buy a camera, and receive an offer for a memory stick)

Industry or customer readiness: is a typically telecom enterprise ready for new analytics, or is it an up hill sale

· @rebecca

service providers want to get smarter about managing their data. Service providers that recognize the need for new management and willing to pay are fastest to upgrade. Because so many new launches are happening so quickly, there is a massive moment of siloed data – data management emerging because silos are being recognized as problematic

· @Zarar

constant challenge is that silos are torn down and then immediately put back up with a new project. Turns into a game. The most sophisticated customers do know where the data is, not hard to deal with. The newcomers want things just given to them, but then claim that it isn’t what they want

· @TTI Telecom

There is exponential change – next gen techs are blazing out so quickly. Very short periods of time between products which reduces time to expertly deploy new product and analytics at the same time. Lots of taking information from prior launches and trying to apply to new launches. 

· @HP

See cloud computing as away of dealing with the complexities and costs of data storage/search/analytics. CC is about connecting people to people and machines to machines; the benefits in terms of costs in terms of capacity is how companies that find it hard to deal with silos will benefit from systems.

Break
Keynote: Mike Lazaridis (RIM)

· customers are upgrading to smart phones; revolution in shift towards full blown digital communications

· with all this excitement, what is of concern is that data is not being used as efficiently as possible.

· There is a finite amount of data – scalability is critical!

· Applications must provide compelling experience that can scale with rollout to infrastructure and carriers’ capital investments

· Nice thing about voice is that it is a relatively static amount of data that is transmitted; voice compression means that audio data can actually decrease over time. Only thing limiting voice use is the battery life of device, limited (and declining) costs, coverage of phone/network, and there are only 24hr/day

· These are the limitations of the voice application

· Data doesn’t follow rules of voice

· Data grows into the available capacity

· Wireless data grows exponentially

· Because of this, there is a point where the demand will exceed supply

· This is inevitable

· Aim is to provide a sustainable technology

· Desire to put more and more data through the pipes; devices are becoming more complex themselves. Video cameras, audio recording, web browsing, etc

· Consumption is going to continue to grow

· The success of smartphones will also drive the challenges with data

· While we knew that bandwidth would become an issue, what is remarkable how quickly the capacity of the networks is less than the demand

· Think of a high-quality data receiver (e.g. laptop) that is only drawing a limited about of data quickly races up to a few GB/month that is the same as hundreds of phone calls

· Means that a single netbook is potentially the equivalent of hundreds of voice customers
· This is exciting, but is also a time that we need to have vision of the future. Been preparing for this moment for over a decade, but what we need to do now is make sure that we’re considering data growth in our plans, standards, and innovation.

· Questions

· What is vision of 10 years down the road?

Aim is to encourage high security so that you can feel comfortable keeping medical information, passport, credit cards, bank access, etc on these devices. This will require discipline and innovation to ensure that these platforms and servers can offer the reliability and security needed for these innovations.

· Where would be the network elements where problems will first arrive/be seen?

This is a law of physics issue; there is only so much signal capacity within a certain power capability. We’re close, within a ½ db of running out. Solution is innovation + more spectrum. Real issue is spectrum, cells, and infrastructure. Require standards and innovation so we can have more, smaller, cells operating so that we can address bandwidth issues. Backhauls have been biggest areas where dominant carriers have been investing. Cell devices will be used in both cell and data environments. Need to make sure that the network can deal with this dual use, which will require clever engineers and solid standards that recognize the real world.

Keynote: Dean Prevost; MTS Allstream “Climate Change in Canadian Telecom and IT”

· Begin and end with observation that there has never been a time where members of the industry need to work together collaboratively

· Both incumbent and alternative – i.e Manitoba versus other areas that they working into

· Isn’t advocating for a reduction in competition

· Is advocating for competition and for high quality for end-users

· There is an incredible complexity in networking infrastructure, need to work together to have a better environment

· Customers need to be able to leverage their applications; the network is better when the network as a whole and providers as a whole work together

· Question becomes how do competitors’ strategies integrate with one another

· The discontinuity in wireless broadband access

· 35% without access to high-speed

· 95-98% within range of a cell tower

· next generation of wireless broadband in 6-24 months

· the mass distribution of ‘net will open space for heightened entrance for users

· industry is being called on for new services, such as connected localization

· adding new partners, geographies, etc so that tele-everything is possible/virtual workplace

· there are workforce expectations of connectivity; people entering the workforce have a cultural expectation of connectivity and oppose attempts to stymie collaboration

· As we stretch things apart and fragment old models we are simultaneously putting weight on the virtual collaboration between individuals

· Connectivity comes with demise of ‘slow time’, or time away from hyper-active communications

· Growth of the web opens us up to new workplace models, but simultaneously raises rises – there are drives to close networks and data from hacking/theft

· There are challenges in managing work/life balance 

· Everyone is pressured to go green but at the same time there is a need to be in the black; black can actually drive green inclinations

· Can only address these issues if you are willing to reconcile paradoxes as opportunities. There are 3 challenges if we want to capitalize on these possibilities.

· We need a stronger value proposition

· Prioritizes of productivity and cost reduction are always important but need to be integrated into a set of human factors. Need to pay more attention to the metrics that define the corporate – need a more progressive definition of ‘payback’. This can include the ‘human’ side of things – how do we structure work/life and similar ‘soft’ qualities. How engages are individuals, how involved are they knowledge sharing, how are you able to get the right people on the right jobs at the right times? If meet the ‘soft’ metrics then the ‘hard’ paybacks will be pronounced.

· We have to define new competencies

· Integrate the messiness. Need to have all the pieces of a solution working together. Need to institutionalize flexibility – must be able to deploy capabilities in stages to meet the challenges facing an organization and individuals. Must sync talent. Have to develop architectures that capture intuition – want people to function as simply and common-sense as possible.

· Need to better find a way to collaboration – there is a responsibility to the customer to work together

· Can’t go it alone anymore (if you ever could). 

· We operate in a multi-dimensional network infrastructure. We are in the ear of the every-where workplace; in a multi-locational user environment

· Are in a multi-everything space (e.g apps, devices, locations, etc.) 

· Working together = managed complexity + simplicity

· Focused on innovation and listening to the customer

· Paradox: incumbent and alternative

· Incumbent is about trust, loyalty, knowledge

· Alternative is about new ideas, approaches, innovation, new energy, about breaking away from tradition

· Going forward the industry needs both voices competing

· A good company both learns to work with itself, and then with everyone around it

· Questions

· How do small vendors who want to get out of the Cnd network operate?

There are many good things about the telecom market. We are aggressive in launching some things, but at the same token we sometimes forget the spirit of small as good. Small is not longer just ‘bad’ or to be discounted, but something that can bring real value. All of the players are beginning to embrace technology, or are being forced to as customers demand new tech.

· In managing the tension between the open and the closed, how far along is MTS Allstream in facing that?

We along. Have advantage of size. Have sometime embraced changed successfully/unsuccessful. What focus on is that need to bring things together. Being a little smaller means that you develop a recognition that work with others and with what exists. Bringing together is a key way of adding value; connectiveness to desktop AS WELL AS wireless is a place where they play strongly and are capable of increasing value to all involved with the network

Keynote: Phil Sorgen (president MS Canada) – “the New Normal”

· In the midst of a moment of profound change 

· Today talking about new normal in space of economy, future of tech and ICT and 

· All focused on servicing customers and innovating in a diligent way

· Just getting through this economic period is missing the possibilities

· Those who lead going in do not nec. lead coming out

· Invest aggressive and transfer brand in these periods can have positive effects – can exit with leads

· Tech transformation

· See interacting with technology like interacting with people. 

· Screens on everything, with the world being an extension of the mobile device

· Tech will be more accessible, and let individuals drive business from ‘inside’

· Spectacular AR video from MS: http://www.officelabs.com/projects/futurevisionmontage/Pages/default.aspx
· Three screens need to blur and barriers between them need to go away

· Strive to connect the screens (e.g. PC, phone, television) will make a  real impact on people’s lives

· Sees windows work to connect everything because it operates across devices already

· Power of windows is the languge of people in every country and culture around the world

· Bring together the best hardware possible for a great experience

· Software + services next moment in the evolution of technology that will be as transformative as the PC and the internet were on their own

· Three scenarios where windows connectivity is good for cnd business and development

· Connected devices

· About bringing things together using the web as a hub

· Create files in a cloud so you don’t need to deal with emailing files etc. Permissions let you control who can see, and with syncing can always have latest revision on all devices

· Connected entertainment

· Xbox life and such allows for a real way of providing tv services regardless of what device they are on. Allows for a very real consumer relationship that addresses their mobile needs

· Bell and MTS Allstream are currently using “media room” – MS product

· Connected business

· Relevant to businesses because of the live services and online services

· Live is set of stuff for individuals and small businesses

· Online services are for medium-large businesses. For businesses who want to connect with one another.

· Connected productivity

· Experiences are integrated across the MS platform

· This approach to connective platforms means that productivity is increased

· In just last year introduced 30 more devices, gives consumers lots of choice

· Connected development

· Lets rapid migration of product to online environment managed by MS. 

· Thousands of developers are testing services. Many are of keen interest ot MS

· Interested in brining HD using silverlight to consumers

· In a moment of change that creates a new normal overnight, which has dramatic impacts on society and the telecom business. Future is about seemless integration between individuals, devices, and their lives

· Tempting to wait for economic storm to pass, but real innovation is possible in this time and new groups can emerge as leaders in the industry. There is an opportunity to create industry leading services.

· Palm Pre demo

· Just another product demo (though Pre is definitely cool!)

· Konrad von Finckenstein (CRTC Chair)

· Sees his talk giving an account of what has gone on to his stakeholders

· Did: wireless 911 services

· Needed more accurate information than just nearest cell tower

· Now have solution using GPS

· Then required it implemented by Feb 2010

· Did: do not call list

· 7 million Cnds signed up

· 12% registered cell phones

· studies show that Cnds are getting fewer calls

· legislation leaves holes (e.g. charities), people who violate it

· receive 600 complains/day

· most violations are through ignorance

· there is rhetoric that telemarketers were using list

· there is no basis for this

· only legit telemarketers have taken part/bought the list

· limited with what they can do with American companies, however

· Did: accessibility

· Comprehensive hearing; had wide input from consumer services, VoIP, advocates, etc

· Issue decision soon; this is a balancing act between individuals and economics

· Believe stuck to balance

· Did: set up CCTS

· Created by the industry

· Part of scheme of government

· Membership is mandatory for service providers with revenues over 10 million dollars

· There were requests to take away the mandatory element

· At least at the beginning must be mandatory; could chg over time

· 61% of complaints resolved; many service agreements and billing

· see this as the way of the future; industry saw problem, created solution, and then was sanctioned by the gov’t

· in 2010 will see if there are other services that should be similarly dealt with under auspice of CCTS

· Did: look at the existing regulations

· Make sure that the market was able to find solution where possible and to limit regulations to facilitate innovation

· Asked for priorities from service providers

· streamlined recording requirements

· did: improved dispute mechanism between service providers

· January published document about this

· internally set up group designated for dispute resolution; one commissioner is allocated to this alone

· coming up:

· Nomadic Mobile use

· VoIP is part of this

· Need to integrate 911 with VoIP providers

· Made call for working voip april 14 or 15th
· Who should pay?

· Should there any exemptions?

· Require response by august 17th
· Public makes comment by November 6th
· Next month on internet traffic management/net neutrality

· Realized problem was bigger than just bell v caip

· Was a need to look at the larger systematic wholesale and resale effort

· Started off a lively debate, on international stage

· Hearing on july 6th
· Ques is what are acceptable traffic management practices?

· Should ISPs disclose these practices?

· Does ITM invade privacy concerns? Does present legislation address this? Are more rules or intervention required? Is there a need to specify what is permitted in reference to wireless practices?

· When is intervention appropriate, and why? 

· Needed to respond to this, and balance between users and the ISP of wireless carriers

· Broadband access proceeding/next gen broadcast

· Many ISPs upgrading networks

· Competitors want to use these networks

· Ques is whether we should look at telecom and cable corporations apart? Decided to look at together.

· Proceeding launched may 8

· Is supposed ot be done in the fall

· Interjected hearing in September

· Decision by November 16th
· Again, aim is balance

· Dominantly limited to broadband to residential customers; but this will possibly be applicable to businesses

· Spam

· Gov’t has introduced anti-spam legislation

· Spam become conduit for malicious programs

· Delighted to see that gov’t has initiative to introduce legislation

· Can either enforce through prosecution or through private enforcement. Civil action can happen through loss of sales or through damages

· Will depend on who starts first; spammer can’t get hit by fed and civil @ same time

· Staff is being trained so they can hit the ground running when/if legislation passed

· New media hearing

· 2009 decided to forebear

· came to conclusion that new media is dynamic and their intervention would do more harm than good

· new media delivers to a broad customer base and Cnds are widely present online

· realize no one has decent metric on Cnd content online/wireless

· going to impose regulations on new media services so they can measure this for the future

· days were spent asking for a subsidy mechanism

· not convinced was necessary

· does the broadcasting act let us do this?

· This is something they need to decide in the future, and will send to federal court of appeal to determine if this is even possible under the broadcast act; who finances a subsidy? Is a distribution of broadcasting content through an ISP subject to the broadcasting act?

· Showed were only looking at a small part of what is going on online

· National film board

· Said the digital revolution will effect as profoundly as the radio revolution did

· We know that it will happen and change everything (taxes, copyright, gov’t, etc)

· Need some strategy/objective/national consensus – with this can go forward

· Various EU nations recognize digital strategies; need this in Cnd as well

· Really need a holistic approach to tech, cultural, economic, etc issues re: digital economy.

· Element of this is ensuring all cnds have access to broadband

· Conclusion:

· The world is coming in fall for two days; regulators exchanging best practices and approaches and try to learn from each other. Good chance for cnd to show how it leads in telecom sector. All are invited to Montreal (in’t institution of communications)

Questions:

· As part of the national digital strategy do you have views on how Cnd should come up with a converged broadcasting and telecom act? Would a converged act be simple?

· Think that need a converged act, but this is not easy

· Challenge is because there are different aspirations and ministers in charge of two spaces

In the new media decision, there was comment about content on wireless networks. We heard yesterday about challenges that wireless operators have with coping with massive data volumes. Is there anything you’d like to add to the decision

· No key issue is networks work and that small group does not overwhelm the rest of the network. Important that the gov’t does not interfere with legitimate management. When look at specific methodology and tech., then it becomes very clear that some practices are perfectly legit and others are misused.

· Pierre Biouin (CEO MTS Allstream)

· “Fighting economic downturn”

· possible through: hard work; technology, innovation; regulation

· telecom has opportunity to lead the way

· wireless and broad can lead growth

· where these exist then businesses are more likely to flourish

· economic growth dependent on access to economic resources/growth

· suggest ways that as an industry Canada’s productivity can be enhanced

· Allstream principle competitor to Telus and Bell for business customers ADSL

· Lowest debt ratio in the Cnd telecom industry

· Feel size is an advantage

· Compete on agility, innovation, responsiveness and advanced IP services

· Work for customer, rather than push on customer, and this works well

· Delivering HDTV on broadband

· This is in partnership with MS

· How telecom can influence productivity and innovation

· Provide flexibility  in where/how they work

· Develop better contingency plans by building in capacity for employees to telecommute in emergencies

· Facilitate green work through telecommute

· Let small companies communicate with the same sophistication as large ones

· Industry challenges

· Cnd lagging behind Europe/us/asia in leading edge tech and pricing

· Has poor wireless penetration, but faring no better in broadband penetration

· Plunged from 2nd to 10th in OECD companies in past 6 years (think this is using 2008 #s)

· Why is this happening? Lack of competition

· Because there is a failure of facilities-based approach

· UK model is far better

· Change to UK would be change for the better

· Case in point: last years wireless spectrum auction

· While early days, we can already see some benefits of competition

· Over time cnds will experience new innovations in wireless

· Suffering from some decisions: CRTC decision not to define wholesale access to broadband as a requisite essential service

· Wholesale access to broadband networks as an essential service

· Broadband will be everywhere, everything will depend on it

· No one today can build an incumbent network; this could only be done in a monopoly era, and we have all paid for those networks

· Competition must take place on networks, not between them

· Some regulation are necessary for healthy competitive dynamic. Put too much emphasis on market and things go bad (look at present economic climate).

· Require a level playing field

· Decisions government makes today will have long-term, many decade, effect

· Must establish a regulatory environment that will facilitate innovation and competition

· Need to take down some of the barriers that prevent foreign investment

· Break down foreign investment restrictions

· Time that we take a look at legislation to make sure that Cnd can compete for int’l investments

· Cnd businesses must be able to use any tool to be efficient in the marketplace

· Questions:

· While support Pierre that there isn’t enough competition and that we need to integrate networks. Pierre is in a unique situation because incumbent on one hand and underdog in others. Why not open your network first and genuinely act as a leader. Will you do it?

· Current business model in wireless must change; current service providers are subsidizing the devices and as pricing becomes a commodity then loose money overall. Don’t think that Manitoba is important enough to make shift. Over time will shift with the rest of the industry.

· MTS enjoyed success with wireless service. Where is telco TV going in terms of handling multiple HD streams into a home. When will we see fiber into the home?

· Home services increasingly seen as one service (home security, TV, phone, broadband). When lose customer we lose all of it, and when they come they get them all. If you don’t have TV as a service provider then not in a position to serve homes very well. Think that critical to integrate the home through these services. As look at new communities are rolling out fiber, though not actually lighting it up. Evolution of wireless will suggest where we move with fiber.

· Security: we don’t think of Manitoba as crime centers. You’ve added security services, which is unique. What has made this security as a phenomenon, and why haven’t others deployed this?

· Markets are smaller, and for MTS all about offering more services to the home. While home security not huge business it does complement existing businesses and we can package it in a bundle. Over time will work with the wireless or wireline company. 

· Bernard Lord (CEO of CWTA)

· “The Ascent of 21st-century infrastructure, spectrum management and consumers”

· industry is a productivity booster

· creates impetus for more

· 21st infrastructure

· must move ideas and thought

· 72%  of all Cnd households have access to wireless phones

· wireless coming to Cnd home

· with 21% using mobile consumers to browse web are at a critical mass 

· Cnds send 7.8 billion texts 1st 3 months of this year alone

· What does uptake of wireless tell us?

· Mobile broadband already something Cnds like and want more of

· Cnd will be at head of top countries with 3.5G networks as of next year

· Innovation requires continued investment

· Continued investment essential in these unsettled economic times

· Wireless is a proven productivity booster for rest of the economy

· Industry and governments are to give Cnds access to best tech while guaranteeing innovation

· Mobile broadband is key

· 21st century spectrum management

· adequate supply of spectrum

· have millions of Cnds embracing wireless, but to ensure meet demands must evolve spectrum policy

· number of national administrations have moved from Command and control to a market based model; Cnd has begun to move to market based. Industry is support of this; auctions are vast improvements over comparative process in terms of transparency and speed. 

· High demand by consumers for more bandwidth for their tools

· Three principles to be addressed: (1) industry Canada should provide timely supply of spectrum. Know ongoing consultation on wireless bands are good, but must think of how we can find new spectrum. Must harmonize with other nations’ standards. (2) must solidify certainty with regards to licenses will be renewed. To provide certainty the auctions should come with high expectations of renewal. Entities buying spectrum are well known and large companies; cost of having to withdraw would be very high. Minister should be permitted to withdraw license in cases of negligence, but barring that should be renewed. (3) terms and conditions of spectrum licenses. Should only be licensed with the narrowest concerns/licenses. Where required should be minimally intrusive – there is a disconnect between department’s desire for re-licensing at market costs, whereas in places like the US there are only administration fees. R&D license condition should be eliminiated. Wireless industry already invested more than $1 billion just for R&D. Applications of market rules should be applied to all, ~ just business applications. Fees should be structures so that they reward success and encourage R&D – this is what Cnd consumers wants 

· 21st century consumer

· Cnds demanding more – are technically savvy

· Wireless carriers must continue to deliver top-quality networks

· Cnds are knowledgable consumers

· Price is not only consideration to well informed consumer

· Wireless service providers have agreed to creation of wireless code of conduct to provide high support

· Will safeguard their rights as consumers and that their rights/concerns are addressed

· To make change to processes/business models

· Comes into effect sept 1st this year

· Will have teeth an ensure consumers are guided/shielded – in cnd code will be backed by neutral arbiter in CCTS

· With these 3 elements in mind, Cnd can lead in telecommunications

· Questions:

· While you are calling for spectrum, those carriers in the Us are carrier 10X the data with far less spectrum.

· Realize that need to put things in perspective. There is a growing demand for more services in mobile networks. Believes that this will require spectrum in the future.

· Be interesting to see a valuation of the unused Cnd spectrum. Let’s see what value that carriers already have and how well they are deriving value from it

· It is essential to get into this. Should have a summit on spectrum. See it as a valuable resource that Cnds will recognize as a natural resource like other resources over time. Must manage economic and social benefit of resource.

· In states had landmark day; shift from analogue >> digital. Does the CWTA have anything to say about the similar cut off in Cnd and the licensing of that then free spectrum. ($19 billion spent in the US). 

· New entrants may want access to provide additional services, and must encourage

· Talked about telelearning/medicine as important parts of what wireless has come to be. Said time to set up this infrastructure for progress. Should we infer that we are not even close to really being there?

· Some of these things are happening now, but this isn’t going to end anytime soon. Need to ensure that public services are available through wireless. More we can do with spectrum to improve both public and private services. These networks can be used and deployed for public services.

· Break

· Regulatory Blockbuster

· Moderator – Gary Jessop

· Mirko Bibic (VP, Regulatory & Government Affairs)

· Industry and gov’t have been discussing how to develop a national ICT policy

· Need to know how to get ecosystem components to work together

· Focus on broadband networks (one element of ecosystem)

· Despite alarmist notes, the ITU says that Cnd ranks 2nd in supplying affordable broadband (note: puts US as #1)

· Need wireless networks that has fiber to the node and home + DOCSIS 3.0

· Investment is thus require

· BCE investing $3 billion in capital alone

· FTTN networks large portion of money

· Gov’t not subsidizing this!

· Gov’t could encourage investment by removing obstacles to investment

· Competitors should not get access to fiber at cost

· This means that we need to reevaluate the economics of deploying fiber

· At end of day, it is inappropriate to gain whatever access they want to these fibre networks at cost. This is a roadblock to ICT

· Facts: investors are from ILECs, Cable, and Wireless; IXCx and CLECs only 223 million last year!

· Investment not from smaller groups

· Some argue that without extensive wholesale regulation then we will see a monopoly situation

· Think that these are doom and gloom and wrong

· Pulling up 2005 Allstream comments and argue that the complaints today are the same as then – MTS has been fine, why should we believe them now?

· Maintain there is a variety competition at facilities based locations

· Need to overturn 2008 decision by CRTC

· Saw wholesalers getting access to fiber bell networks

· Discourages significant investment in next-gen tech

· Ken Englehart (VP, Regulatory & Chief Privacy Officer Rogers)

· CRTC traffic management proceeding is focus

· Incredible because so many people involved and so many crazy things being said

· Carriers do manage networks – lots of thinking that no need to manage networks

· Engineer network to have a certain latency

· Pick a latency that they think is appropriate

· Could engineer system so that all customers would enjoy P2P – cost a few hundred bucks, but this isn’t what most customers want

· For P2P allocate a particular amount of upstream; that’s the file sharing management

· Not blocking any content

· Every single packet gets to customers, and every single packet sent gets to its destination

· There is nothing in any way that we’re doing to protect our content businesses; we’re not doing anything with our pipes to throttle for content

· Nothing to do with privacy

· There is a machine that puts traffic in a virtual pipe and puts the rest in another pipe

· There is no personal information received or disclosed

· If you look at a packet and open it up, you don’t hear a snippet of the song

· Not a customer issue

· Nothing about rate shaping or traffic management

· Internet has been successful because built and managed by engineers not by regulatory lawyers

· Michael Hennessy (Sr. VP, Regulatory & Government Affairs, TELUS)

· Broadband underpins an ICT strategy

· Economic growth tied to broadband

· Continue to believe that gov’t is looking to tax and regulate away drive to innovate in anything other than most contested spaces (e.g. cities). Require less if we are to invest in recession

· CRTC talks that there should be an unbundling of next-gen networks

· Industry Canada is suggesting that we unbundle our wireless before you build it

· Why would you want to invest if you can get access to someone else’s investment at a discounted rate?

· Asymmetric regulation distorts competition

· Cable industry not subject to price regulation whereas telcos are

· Need to have common rules for telco and cableco

· Never found openness in Manitoba

· MTS acts as a monopoly there

· No one is going to substitute wireline because of high wireless costs – wireline is regulated

· Are networks falling behind?

· Will have HPSA throughout nation by 2010

· What is this talk about not having a high speed service?

· Neither Shaw nor videotron were measured

· If gov’t is not wiliing to invest in digital, then why are they taxing telecom summit and ruining innovation?

· If going to have national int’l strategy, then it has to be built on a private strategy because massive Cnd deficit limits gov’ts ability to do much

· Why not just give industry a small tax break

· Should spend money on digital auctions in the digital systems

· Support net neutrality so long as things are fair and not discriminatory/unjust to telcos

· John Lawford (Counsel, PIAC)

· View from the consumer

· CCTS

· Were happy to be at hearing and have that set up

· Consumers don’t yet see this service

· No carrier has link to CCTS from their own website

· For this to be effective, needs to be obvious

· If it fails, then the policy direction of private direction should be questioned

· Extent to which privacy is likely to be affected in the future by telcos

· (1) because of wireless location technologies

· (2) net neutrality and DPI devices that identify IP address and application in use

· encourage full disclosure to consumers about what is happening with their private information

· just relying on contract will lead to a backlash

· want to avoid backlash – PIAC looking into a do not track list

· telcos at crux of information mean that their practices must be exemplary

· Net Neutrality

· DPI boxes do appear very useful

· Two vendors are selling boxes that are aimed at intercepting traffic

· Temptation to use these boxes for interception is very strong

· Can use DPI for anticompetitive processes

· Do, to an extent, agree with Michael that section 26 and 36 in telecom act is sufficient. Think that fishing around in the message, depending on what is being done, is beyond the pale

· Wireless pricing that they need is not available for consumers

· While consumers were supposed to have access to a wireless calculator, this particular calculator is no longer going to appear anywhere

· Compared companies on prices

· Industry expressed discontent politically

· It was a basic tool so that consumers could look at myriad of pricing plans, with some measure of yardstick to evaluate

· To take this tool away demonstrates fear from wireless industries that prices are too high

· Still hopeful for wireless code of conduct

· Conservatives had promised, but no where to be seen yet

· With wireless there are problems that could be addresses by CCTS by a code of conduct

· Chris Peirce (Chief Corporate Officer, MTS Allstream)

· In competitive deregulated market customers should experience tangible benefits in the form of:

· An enhanced service experience through timely quality service

· Innovative products and services

· Competitive (lower) pricing

· In business market have higher prices than have been experienced across the board

· Where there is competition you see substantial decreases in prices

· 30% reduction in prices

· incumbents have been able to increase pricing by 10% where dominant in market

· lack of wholesale access is limiting reach of wholesalers to incumbent customers

· reach is most substantially an issue for small and medium business

· by int’l metric Cnd is at low speeds and high prices

· have diminished quality of service with tandem with increased prices. This is the consequence of lack of competition

· throttling can increase prices for wholesalers and customers and increase prices

· clear that it is competition that yields choice by driving investment, innovation, and competitive pricing

· competitive of wireless access has yielded a  positive environment – with competition there is innovation

· without competition in wireline will see stagnant growth and high prices, or should increase the competition and encourage cost-based access that will lead to innovation and choice. If you want deregulation then you need to allow retailers to get access to customers. Monopolies will lead to regulation, which no one wants

Questions

Chris on fiber access and wholesaler access

· BCe would not invest much in their CLEC business

· We all know that duplicate networks are not possible

· They are built in regulated markets

· Networks aren’t built on risk

· Once you remove risk people using the network with others then you are able to reduce risk and engage in network development

· References to cable and residential; MTS talking about BUSINESS. 

· BCE getting ample return for their fiber investment, and they should have to release control

· Hennessy

· Spending more capital in Quebec than MTS

· Building for the government of quebec

· Spending more nationally than you’re spending elsewhere

· Not spending all their time in the CRTC

· The TDR didn’t say get rid of the CRTc, but that when we develop new generate networks the prices would be set after established, rather than before

· Should be about commercial rates, not arbitage

· Claims this is MTS’s business stream

· Mirko

· Access to unbundled loops was what was key – local loop wasn’t meant for business.

· In terms of Chris’ comment – don’t be ‘fooled’ by MTS’ statement enterprise. Only a few hundred million in capital. Investments are relatively insignificant

· About 60 million in collective investments

· Ken

· Chris has good point insofar as most businesses only have one wire going into them

· Residential you have cable and telephone; HSPA will provide more pipes into home

· Second wire (per bell) is just a few seconds down the road – national defense contract demonstrates that it can take years to get that pipe

· Has been problematic to use gov’t debundle

· Faciltities based competition is the center of the competition

· John

· Real question: how much of your network is new, and how much is old? Just lighting up old fiber?

· Remain skeptical that only a few providers are sufficient

· Hennessy

· Why has telus been successful in eastern capital?

· Claim that MTS is not competitively investing

· Bell is 16X size of MTS

· Telus is multple times larger than MTS

· Chris

· Investment only happens if you can reach a customer

· Require access to local loop

Hennessy

· If MTS gives open access to telus then will believe MTS is honest

· Question:

· If we had separation of ownership then we would see real investment. Don’t want to use wireless to hurt wireline, etc

· Hennessey – already massively investing. Can’t say that we are developing split work

· Rogers – wireless network is huge, but phone is small. Analysts only ask questions about wireless. If made choice btw wireless and wireline then would invest in wireless because data and wireless is key area

· John – there is always the risk where there is a holding of wireless and wireline then don’t see real competition. Whether see CRTC setting rates or whether competition will actually show up, don’t know. Don’t think we’ll get there if competitors don’t have access to networks

· Chris – if you have wireless and wireline product then don’t want to canabilize one at the expense of the other. 

· Hennessey – see 75% of revenues from wireless and data. Wireless drives the business, not wireline. At time that MTS didn’t buy microcell, Telus bought clearnet. Gave telus opportunity to have larger national reach and portfolio of services. If still wireline competitor would be declining into obscurity. 

· Clearly if bell were not to invest in fiber then videotron or rogers would ‘eat bell’s lunch’. Really, is this not fear mongering saying that we’re not going to invest if the government doesn’t give Bell their way. Can bell really do this?

· Chris – issue is when will investors receive money back. 

· Mirko – we are building fiber to the node; montreal and Toronto are done. Business case is less attractive for small and mid-sized communities. What about Kingston? Now need to start wondering if you bother going there. Will we be able to delay the investment? We should be investing without having to reevaluate economics. Large areas will be done, not necessarily medium or small.

· John – is there a particular way that the consumer will see this

· Mirko – there will be investments; look at wireless as example of willingness to expand

· Telus – capital intensity is highest in Canada. Market would reward company for not investing in low-margin spaces (e.g places like Kingston). If we’re going to be subject to lots of regulatory work and raise costs then we won’t invest everywhere. How does the gov’t ensure that there is broadband expansion when they’re running a multibillion dollar deficient

· Ken – agree with Ed. Companies hate Chris uses the network, but doesn’t think that people stop building network because of people like Chris. The local access network isn’t going to be duplicated, unless there is fair competition. If you can get profitable revenue incremental to other revenue then that helps to defray costs to network investment. Not going to ever get a duplicate end-to-end network. 

· Telus – the network is only as good as we built it. MTS competes with shaw; how is there not choice when shaw is clearly beating telus and MTS. 

· There is another segment of the market that you’re talking about. This panel is the battle of the titan. Small carriers are innovators in the market. Is essential that they have some regulatory protection. What do you have to say about the non-dominant carriers?

· Mirko – don’t think role of markets or telecom regulation to protect individual companies. So long as not abusive/anti-competitive then that’s all the law should provide. Then up to each company to succeed. Regulation shouldn’t protect anyone in particular; competition just needs to be appropriate.

· Chris – problem is that smaller providers that can never build and end-to-end network, and will need access to incumbent infrastructure. Not a question of investment or not – this is an industry that requires investment and you need a competitor. Deregulation came with the requirement that there was going to be competition in the business market. Don’t have a second pipe going into swathes of businesses – this means that need competitive access. MTS paying cost + 300-100% for access

· Mirko – Chris has created picture that the ILEC and CLEC are business unto themselves. Can’t isolate companies and say they are a particular market. Chris shouldn’t perpetuate the division between regulation or no access to third parties; not binary. 

· Hennessy – not saying that distinction needs to be ex-ante versus no regulation. While TVR said get rid of 27(2), we’re not saying this. Recognize that any time you have large players there are moments of undue preference. Regulator is there to deal with this. Discourse of competeition on the network is flawed: its as much to do with application layer as it is to do with the network itself. If you have access rules (i.e. premised on NN) then you have a huge supply of edge based services. Challenge is edge of the network

· Ken – find it distressing that the CRTC is exempting smaller ISPs. Terrible things should happen to all ISPs – laughs. Take issue: Chris said that only incumbents spend money on facilties. Rogers spends billions when their share price was crashing. Cable business and wireless never regulated; spend money without investment. Mirko: said no tariffs – experience is that tariffs have been hard to negotiate. Hardest with telus –laughter.

· Rocky (teksavy): could you discuss issue of remotes and access to right of way. Can take years to develop networks; CO based access basically makes you stuck at office alone and can’t go beyond them

· Chris: this is used to limit competitor access. Access agreements are hard – without you can’t really invest. 

· Rogers – once the remote is put in the copper doesn’t go away. Solution: have people who just negotiate and find that at end generally get loops we need. Same with municipal access. Have to weedle for permits; resource intensive in terms of people. 

· Chris: tracks back to what equation was; when 2 dozen were laying cable most went bankrupt during investing. Municipalities saw revenue opportunity for then given access to local facilities. Now, people don’t sign agreements like those in the past, but this means that it is more challenging to negotiate right of way investments

· Rant towards Industry Canada – what rules are non-reciprocal. What rules was Michael referring to. Seem that even new entrants have requirement to share towers – nothing would give videotron more pleasure to see telus join videotron with building towards. Get rid of the lawyers and add engineers to get something done!

· Hennessey – roaming not reciprocal. General rule saws that no matter the carrier, you have to provide roaming to each other outside of your licensed territory. Eg. If rogers or telus have national licenses. Can’t get access to anybody in terms of roaming rules. Bell can get access in Manitoba, but Telus can’t. Rules shift province to province depending on the players. If government says who does and doesn’t have to provide roaming then it is choosing winners and losers

· Bell – rule that prevents sharing information across affiliates is a challenge/issue. John didn’t present a customer – but the consumer – view. Customer is willing to let the company share information, but retail rep can’t exchange information without opt-in. 

· John – Bell has a system of documenting consent. Whether it is convenient isn’t the issue, but customers need to be able to think about whether they want individuals to share or not. Challenge with data exchange is that as soon as privacy laws relaxed then you get into a case where all data will be circulated aroud all of Bell. Point is to prevent data from being populated from various databases. Customers should have their personal information shielded – consumers don’t necessarily want all of their data polled across all of Bell. Recent review shows a discontent with the notion of sharing data. 

· Admit to confusion at speeched b/c Michael is typically laid back and Mirko cool. But these two were ranting angry – wondered why. Then though: Michael had lost hundreds of thousands of customers to shaw but rates capped. Were they mad because can’t raise rates to regenerate some of that lost income from consumers? Would a duopoly be healthy where in the wireline industry has had too high rates

· Mirko – premise is wrong. Number of cablecos and telcos competing. Not a duopoly

· Telus – unless have price/cost system that reflects what it costs to build in rural areas, then won’t see development of rural systems. Sometimes price needs to reflect cost in particular markets. Gov’t not willing to genuinely invest, so you need a way to encourage it

· Lunch

· Keynote: Richard Stursberg (Executive Vice-President, English Services, CBC)

· Shifting to being a content company – not just radio or something like that

· CBC well positioned to deliver content to Cnds online (strong in each of the below items other than user-generated)

· User generated video

· See this as going into decline

· National news

· Movie clips

· Local news and TV shows

· Sports

· See new news sites as parasidic 

· Get the news for nothing and get revenue, whereas regular/traditional news is without that revenue and faces declining ad revenue

· 88% of Cnds watch online video each week

· 98-99% of television viewed hours on the TV; this will change

· 21,000+- new members a month since launch in March 2008

· needed to comment

· total of 243,105 comments in May 2009 alone

· think that the total number of conversation pieces is same as total of all other blog comments and comments on all other news sites in Cnd combined

· interested in analyzing level of engagement

· want to know what else people are doing at the same time

· can charge a premium to advertisers when people are engaged with web

· have a good relationship with Apple

· 920,759 iphone unique page views in may 2009 alone

· found did not canabalize TV viewership when streamed Olympics

· found that 15-20% of total viewship was online and not on TV

· VoD let individuals watch at home, online at work

· Gone from 32,958 weekly podcast dloads in June 2005 >> 787,945 weekly in June 2009

· In middle of making stimulating and exciting shift from broadcaster to content company that can occupy all devices as is best possible

· Questions

· Where does CBC fit in the new media discussion in a world of downloadable media?

· Right now dloadable video is still a modest part of online viewing. Will be larger and larger part over time. Great difficulty is managing the economics of the content sale unless you can manage your way through the windows in an orderly manner. Optimizing the value of a feature file; ¼ in television. If you optimize that revenue stream have to manage the windows, which can’t happen if various people own different Windows. 

· Similar with TV; moved from just on TV but also through dloads and streams to other devices and DVDs. Only way this can be best managed is if there is unified distribution. Ultimately we will see broadcasters take on the role of the distribute vis a vis the independent producers

· Some who say that ISPs throttling their BT traffic was preventing the democratic access to CBC BT content – what was the impact of throttling with distribution of content via BT?

· Net neutrality diff from shaping problems. Find it difficult to believe that people will be paying on the basis of the bandwidth they’re consuming. Shaping: ISPs will consciously manage traffic for benefit of their content is a matter that will continue to occupy people. This is especially because ISPs are substantial owners of content on the ‘net.

· Panel: MOBILE MARKETING, ADVERTISING AND COMMERCE - Where’s the Beef
· 4 billion mobile devices in market

· mobile king and queen of the digital

· question is where is the money in this mobile environment

· Phil Barrett (Vice President, Digital & Mobile; B-Street)

· Agency side of discussion

· Mobile doesn’t replace anything, but enhances and extends

· Opportunity for marketers and brands is now, not in the future

· Not suggesting forget about online or anything, but that mobile is about 10% of the marketing mix. 70% on tried and true, 20% on emerging fields, and 10% on mobile

· See great clickthrough raters on mobile ads

· Lets you tie things together

· Sara Diamond (President, OCAD)

· Interested in how we can push out strategic mobile capacity

· What are the challenge and potential of our mobile environment/ecosystem

· Has been a shift in balance of power

· Developers and content producers can move to the fore

· Can now give the consumer base amazing mobile experience

· Some tied to broadcast and Internet

· Others just mobile-based

· Opportunity to aggregate applications in meaningful ways and ally with brands to provide opportunities with customers is exception

· Time of opportunity

· See AR as really key

· Rich location aware and intensive apps are awesome for critical delivery of ads at particular times

· Demographic movements offer possibilities as well

· Robin Dua (President, EnStream)

· Announcement; joint venture company owned by Bell, Telus (one other)

· Zoompass – mobile transaction service

· Can send receive and request money through their mobile

· Long term prospects: want to converge wallet and the phone

· Other mobile payments will come

· Want contactless payment

· Transit payments

· Over the air purchases of digital content

· See developing a mobile ecosystem

· Mark Fruehan (EVP Sales, BD and Corporate Development; AdMarvel)
· Drove early intercarrier SMS in Cnd

· Took knowledge gained from Verisign and brought to the AdMarvel tec

· Is an intelligent gateway

· Represents publishers and operators in the mobile space

· Provide platform to create transparency in the mobile ad ecosystem

· Admarvel takes complexity out of advertising to various mobile environments

· Dialogue of Panel

· Payments: new to have a real payment, third-party, mobile environment. How will this change the mobile environment?

· Robin: in an environment where there are fewer mobile platforms to develop to, which makes it easier to develop and apply a payment platform across a large number of devices. Some people responded to why they didn’t use mobile payment is because they didn’t trust the networks themselves. The speed of networks, where you have rapid responses helps with this. People want to do more with their phone and simplify their life and take things in their wallet and is a powerful transformative moment.

· Sara: seen interesting pilots, but customers love it while wanting it to be safe. The design of the interface is absolutely important. Gesture based technologies are useful for this interface. Recent survey: only 10% interested (from Web 3.0 conference)

· Phil: Sees AR as good for branding. As a consumer, if can point a camera at a restaurant and book a restaurant then likely to get involved with it as a helpful device. User experience will trump tech every time. 

· What are main drivers of economics of advertising ecosystem?

· Mark: need to be ease of use. Think about user behaviour – as users are more comfortable doing things online then we will encourage youth to pick up. From an ad perspective: behavioural targeting. What did they buy, and can I present a targeted offer? Need to deliver it in an intelligent manner and grasp the behavioral information may hold to unlock the dollars emerging from brands etc. Need carriers to have trusted partners in place. AdMarvel is one of these trusted partners. 

· Sara: interesting how large sector in Europe and Asia around mobile advertising has grown. Youth is the target – ages 4-10 have phones with rich content. Creates opportunities because kids are hyper social through the phone, but there is also a set of responsibilities. What does it mean to push advertising in a relatively uncontrolled environment? 

· Robin: Important to provide ads without being intrusive. One of the benefits that enstream offers is targeted advetising that is based on previous transactions on the phone. Never before has there been the chance to have unobtrusive advertising on the phone. 

· What is the agency perspective?

· Phil: More and more brands are buying ads. Brands and marketers need to know that there has to be a backend to support the mobile ads. Consumer wants a context specific experience in relation to ad (not just desktop page on mobile). Think that if we can address how privacy is worked with in behavioral ads and retain segmentation data then will be a large field.

· What is the money – how much is being spent?

· Phil: seeing high click through rates even when have a small media buy. High because they are simple sites with single ad. 6-7% clickthrough

· Mark: when operator is involved, talking about on-deck content and engagement. Mobile operators could get involved by releasing targeting data to make ads better. It’s all about engagement – the more they are engaged, and the richer experience you give them the more money you can receive. Monetization of rich media experiment has been very good

· Sara: the return of branded content is back. The mobile space is ideal for this – about individual and collective experiences. Lets the brand really develop a relationship and subsidizing their production. Don’t need traditional funding sources to deliver great experiences to individuals.

· Mark: being on the top deck of a mobile operator; each time someone has to click to find your content is less unless you have someone very engaged. When have opportunity to talk with brands, they want to spend the money but rely on agencies to spend the money wisely. Even if just a landing page to get some personal information is good. Companies that are in MySpace do whatever is possible, and AdMarvel is meant to capture accurate analytics.

· How can ISPs help marketing groups, given massive size of country. What can drive innovation and revenue share amongst ecosystem?

· Robin - Cnd operators have great history of collaboration. Was recognition that working together would mean that more revenue could be generated. Need to be able for customers to work within networks – not siloed.

· Phil: perception that there is still a lot of steps to work with service providers. Need to demystify what is involved in working with organizations so that you can leverage SMS more effectively.

· Mark: comes back to trust. As a user, going to purchase with trusted payment system, mobile operators are my trusted source, have to get back to trusted partner relationship. Must bring this into the mobile ecosystem.

· Robin: integrating services into the handset would be invaluable. Eg. Mobile money transfer should be as easy as SMS

· What are the examples of emerging markets and opportunity in commerce/marketing for Cnds and globally?

· Sara: hugh female demographic that tends to not be focused on enough in this country – women, young women, and girls. Interested in certain kinds of brands. Fabulous children’s products. Don’t see enough cross-platform development. Mobile health shows great potential. Going to lose a lot of talent if we don’t start deploying content to Cnd consumers – need innovation at the edge. Telus has been frank in their innovation here. 

· How is mobile marketing changed over the past 5 years – can you wrap economics in this? Can Cnd businesses really take advantage of this? 5 million+

· Mark: think everyone agrees it’s a big envionment big money. Many analysts have taken from what analysts did re: iPod (how many songs were consumed a month). As devices get better and networks faster there is more opportunity to extract more and more money with downloadable content and so forth through greater subscription. Imagine what I can do what I can start locating them and deploying targeted offers. What are the opportunities: agencies talk about 360 degrees buy; there are many ways of buying in mobile space because of proliferation of devices. Try to look at SMS inventory and start tracking remittance and money transfer inventory.

· Phl: 5 years ago thought mobile marketing was text to win/driving truck. Now seen acceleration of interest/adoption by consumers. Mobile markets have chance to pick what they want to do – can leverage what is on the device itself. There are many ad sellers now with solid numbers – expect that mobile % of market will be 20%+, not the present 10% of today

· Sara: training industry is really planning on working through the mobile. Just in time learning and information systems. This is content to all kinds of demographics. Huge opportunities and there are specific bands that will do well in this space.

· Is it correct ot look at the mobile platform as a form of electronic direct mail? Does it have to be different, or could just do a brand image advertising action? Seems to just ask for the sale rather than advertising, no?

· Phil: limited in what can do because lack of flash and screen space. Trying to adapt work for mobile – has to encourage user to do something. Almost very promotional and very direct and consumer.

· Sara: outside ad context – have to do a lot of work for the small screen. Needs to look at the consumer, their experiences – must be able to consumer very quickly because mobile is a fast environment

· Phil: Engaging is best through an app – this becomes an interactive brand experience.

· Something fundamentally wrong because only ¼ panelists work on a BB

· Phil: yes, it is a problem. User on the BB or on the traditional flip phone that they can get something useful. 

· Apple recently announced in app payment, what do you have to say?

· Robin – great for application developers. In Canada developd payment system that works across platforms and carriers; useable by all including transit, content, etc

· Think other handsets will follow in apple’s footsteps?

· Robin: Their entrance into the payment environment was an extension of their existing competence

· Some of the biggest strives have come from Apple controlling ecosystem, and not from the operator. Will control of ecosystem affect the money flows through providing better environment?

· Mark: you create an ecosystem with transparency and will thrive; apple lacks this and so others are competing to try and overtake. Tight integration with applications is helpful. Apple has created more innovation amongst competitors than anything else.

Keynote: Stephane Boisvert (President – Enterprise; Bell Canada)

· Doing nothing or wrong thing will weaken our economic status

· Need to advance technology for enterprise

· When talk about embracing transformation this is about national productivity and international competitiveness

· Tech advancement is subject of remarks today

· Needed for econ. success

· To refocus attn of leadership on gov’t in tech advancement central – cnd enterprise must hear this.

· Threat to deployment of new ICT is a threat to national productivity

· Need to support and encourage and invest in source of long-term growth; this in in tech and the public and private domains

· Knowledge and organization should be at center of hub to bring about a creative age

· Cnd enterprise and technology innovation to raise collective enterprise IQ is necessary; this is defined by long-term capacity for surviving enterprise problems. 

· Session: Network Neutrality; “The state of the debate in Canada”

· Academic v practice; technical v consumer issue

· Dave Caputo (Co-founder, President & CEO; Sandvine)

· “Making the Internet Better”

· all packets on the ‘net are not equal

· background file transfers compete with real-time transfers that are latency sensitive

· best efforts internet not compatible with long-term way people would use/enjoy the ‘net

· early net was relatively slow and uncongested

· forward to 90s, the ‘net was faster and by end was quite fast with many applications that were rapid on required arriving on time

· early 2000s 50-60% of all data was filesharing (a la napster)

· not long afterwards had streaming media; where persistent stream that didn’t stop (pushing metaphor – burst s still normal for streaming)

· all bits are not created equal

· unmanaged does not equal totally fair or good quality ‘net

· unmanaged is not neutral

· people who have the most to gain from balanced network is ISP itself because they can attract the most customers

· if could optimize what applications are trying to do for the customer then they will have a better experience

· Internet is a network of networks

· Fool if think can regulate part of the ‘net and then have those rules apply to other areas of the world

· Network congestion happens

· Applications’ network requirements are not equal

· Subscribers’ demand and usage is not equal

· Requirement to protect and maintain quality of experience

· Balance the competing needs between real time and bulk applications

· Reasonable network management is necessary

· Have to balance needs between real-time needs and bulky file transfers
· Mike Lee (Chief Strategy Officer; Rogers Communications)

· NN has meant a lot of different things to a lot of different people

· Term is poorly defined

· About network management? Free speech? Innovation? Freedom? Investment? Privacy? Copyright? Clear communications? Solution looking for a problem?

· Fact of the matter is the evolution of the Internet is a four sided ecosystem: 

· Networks

· Customers

· Devices

· Services

· All participants need to evolve to continue the rate of innovation and value we have seen in the last 15 years

· To have same continued rate of innovation; all participants in ecosystem must evolve. Customer must adopt new practices applications, developers need to produce more new things; providers need to invest in networks; device manufacturers need to create new functions and forms hat people are excited about

· Entering into an era of “Internet Everywhere”

· Most innovation from a services and network position has, to the date, been about tethering to a wall

· About to move into period where you are connected to ‘net from anywhere at anytime

· Required continued evolution, innovation, and investment from network provider

· Next 2000 days

· Going to see network investment to power next stage of innovation and growth

· Wireless and wireline network innovation and investment will dwarf all other activity and investment in ICT in Canada

· Services innovation will enter hyper growth mode

· No longer early adopter market

· Necessary to justify continued investment in networks

· Network intelligence will drive value for all participants

· See innovation as critical to deliver increased value and new services to consumers.

· Consumer Internet Service

· Speed and consistency of Rogers Internet Service is a significant competitive advantage

· Difference between what a customer wants and needs

· Diversity of experience – students to seniors

· The product is designed to address a broad range of groups

· Network management is essential to both the integrity of the network and customer satisfaction

· Require network management to make sure that customers are satisfied and their expectations are met

· Network management 

· Broad set of tools to ensure quality of experience for customers

· As rate of usage increases, so does the complexity of managing the network – this is Rogers’ business

· Techniques, practices, and technology evolves over time to the nature of users applications and users

· The product that consumers purchase is the experience not the specs – Internet is a service not a product

· 45%+ growth in traffic annually consistently year in and year out

· if left unmanaged multi-flow symmetrical p2p protocols will overwhelm a network’s upstream capacity

· network management practices are poorly understood – thus much confusion

· do we block traffic? Block encrypted packets? Manage downstream capacity? Manage the network to protect our cable video business? Demand access fees from Internet services for access by our subscribers? Block VPN? Open and read email? Manage to stop independent documentaries? Focus on specific applications? Inspect the content of packets?

· NO, WE DON’T >> really re: applications?

· Summary

· Innovation and value is not the exclusive domain of Internet applications

· ISPs matter too!

· Objective to provide customers with the best quality high speed access suing best possible tech for all content and protocols

· Does not block traffic

· Left unmanaged, P2P can overwhelm network’s upstream

· Investment and innovation in wireline and wireless network to support subscribers and drive economic growth in the future

· Christopher Libertelli (Senior Director, Government and Regulatory Affairs | Americas; Skype)
· Skype: enabling the world’s conversations

· Software company

· Network neutrality is about the ecology of the Internet

· Skype makes money by selling minutes to talk with people at a wireline phone/mobile phone. Ie calling from skype to non-skype location

· Place consumer, not ISP, at heart of the ecology

· View of ecosystem is one that is consumer focus and directed right at consumer, not through intermediaries

· This means that with broadband carries with it the potential for Skype to be everywhere

· Crosses access lines and networks

· Policy makers should consider this jumping across networks as the future

· Skype is a compliment and not a replacement

· Skype is available on various mobile platforms

· Skype on iphone, when released, was most popular app within 24 hrs of release; over 4 million dloads

· Multi-modal model for innovation policy

· In mid 90s policy makers were about creating competition, but this was a stop-gap towards and end-state for intermodal competition

· Ie facilities-based alternatives

· Policies that led to intermodal competition did not lead to expected competition

· Success demands multi-modal @ access layer, between network operators, with application layer (google, skype, etc)

· Have more of everything if have multimodal competition

· Skype and network management

· A balanced approach to NN

· Section 36 and 27 Consumer rights protected through “protocol agnostic” approach

· Based on “narrow tailoring” with respect to access technology differences (e.g. wired v wireless)

· Skype and DPI

· DPI may not “per se” be anti-consumer, but its use should be disclosed

· Hallmark of whether something is reasonable is whether something is disclosed clearly to consumers

· Virtuous cycle

· A policy environment to balance collaboration between device makers, software providers and network operators

· Need clarity for this cycle on reasonable network management

· Question

· What is reasonable network management?

· Dave: more in sync with skype than people expect. Wants to talk about application-behaviour agnostic, not app-agnostic. See reasonable where some applications are prioritized over another. Doesn’t think that the decision of what is prioritized is really hard. Would be good if user could just communicate to the ISP what they want to prioritize – most users would likely prioritize real-time latency sensitive application at expense of bulky file transfers

· Mike: If you could let users self-manage some customers would be happier. Most customers would never understand how to do this/why. Need to make sure that product is sufficiently simple that most people can get it – a group of customers are passionate, but many customers are totally unaware of this very issue. In event that everything works, then this latter group see that NN is an arcane policy issue. 

· Chris: thinks that rhetoric around issue is more clear than it was. Mike had a list of what was NN, and Chris sees this massive list as a strength of the issue. This is good ‘cause shows that large number of users are interested in whether we will have an open network. There are civic values that are caught up in the network. If people are to use the ‘net for commerce etc then we need to be mindful that the ‘lanes’ the ‘net are keep relatively managed to enable thse possibilities. Skype defines what is unacceptable, and thus has a negative, rather than necessarily a positive boundary drawing role.

· Mike: If you run into something that is unacceptable then it can become a consumer issue. Does not believe that this is a consumer issue; special interest groups frame this issue in consumer way but this isn’t actually about consumers.

· Chris: AT&T goes on television who is selling access to the ‘net. This means access to all things online – turns out that ATT is selling less than full access; instead getting something different.

· Mike: sees this as a false advertising issue. 

· Chris: This is why there is a push in the FCC to be clearer

· A lot of cable cos have control over the content – NN has been something that they have shied away from, which has made the subject group driven and not public. Public disclosure then gets important. Protocol agnostic needs to remain flexible – P2P has useful apps, as does DPI, as does atomic power. Network management practices then play a big role, but is something that really needs to be open. Home network cannot be equated the same way as a telco or cableco network; Is there potential to bring DPI to the individual rather than the ISPs? Choice should be end-users, not Service Providers – ISPs are on ramps, not content controllers.

· Mike: if we could control what the media said about this they’d say better things

· Dave: service providers do take guess about what is more important and then apply it. This said, would be better to figure out how to make it really simple for people to enjoy best experience right now – real time is prioritized over not real time

Can use either Bell or Rogers at home; but if I want to use skype then what am I to do? Do you think that this might be a rationale for traffic management for last-mile management? (e.g. a long-haul provider and a local company provider)?

· Mike: traffic management is designed specifically so that Skype works well. This is the objective. Focus not at application level, but on the behaviour of traffic level. Working well means giving customer response they expect when using network. What is challenging is not optimizing for particular applications, but for an all purpose network. Make tradeoffs between resources and investment to put out what Rogers sees as a competitive product and investment. There are people who want a highly optimized network for their specific lives, but this is not what Rogers does not – focus on generic. 10Mbps is not the spec, experiences are. Market a speed and access and then want to deliver top experience. Only in context of regulatory environment do we talk theoretically about blocking skype – engineers never think this way

· Started that the small ISPs were managed in a particular way – what assurances do you give to the SP that is your customer who has a bottle neck? By buying from you and competing at same time they feel like they are having rules applied to them that aren’t applied to the dominant carrier themselves.

· Mike: don’t manage third party access – only manage their own traffic. Can’t speak to issue beyond that. DO NOT MANAGE THIRD PARTY TRAFFIC – treat retail traffic is different for how treat wholesalers. Wholesalers are exempt because of where management occurs

· Chris: question of whether retail Internet access product includes unreasonable conditions is as important as for wholesale customers

Cnd wants to dload Skype for iPhone they can’t, because of relationship between app store and Rogers. 
· Alon Marcovici (VP Digital Media & …. VANOC and Media)
· Aim is to have multiple avenues of choice re: viewing platforms

· Want to inspire Cnds and develop Olympic spirit

· Makes cbc seem small in the sense of amt of partners involved in the media

· Job is to give consumers/cnds at large ‘goose bumps’

· 400000 cnds experience games in Vancouver

· 32.9 million through other mediums

· want content available all the time

· more emotionally engaged cnds are, more will want content

· aim is to deliver experience of games, not just cover them

· have rights over ALL broadcast rights (even on systems not yet available)

· going to create celebration sites across country

· police/security?

· CTV Olympic celebrations

· Expectations of games

· Study shows cnds are more intent on using ‘net to follow games – large (21% growth) from Beijing

· 77%/85% TV; 53%/70% newspaper and magazine >> Beijing/Vancouver

· most sought after events curly and figure skating

· In Beijing 2008 NBC found that both brand recall and message recall improved when advertisements ran across multiple media. The consumer expects to and does engage in cross-platform world

· Try to compare selves with 2006 but so much has changed in media since Turin

· Attend to pro sports for info

· 2008: Teams source social networks for fans; mobile begins to beat online as news source; embrace of video portals (YouTube, Hulu, etc)

· 2009: Teams forced to deal with Twitter as athletes embrace it

· social networks as a space to mine for fans

· data mining for fans?

· Understand priorities

· News and information

· Live sports and unparalleled video library

· Social community

· Deliver exclusive content and enhancements to broadcast

· Embrace user-generated content

· See people as having real role as consumers to improve content

· User content where someone shooting stuff with cell phone will add to/compliment HD (as an eg)

· Focus on youth

· Want to help with life – make things easier so that you can watch when you want

· Really aim is to be simple but customized environment

· Aggregate traffic through disaggregation of content

· Use consortium partner sites

· Syndication widgets to sponsors and partners

· Still to come:

· YouTube

· Etc

· Globe will be printing special Sunday edition because of Olympics throughout the games

· Even online will be HD

· Media misalignment continues

· As population Cnd getting older

· VoD is essential

· Multitasking is increasingly common

· Digital divide is cultural, not so much socio-economic

· Different places in Cnd will have different sports ‘pushed’ on basis of regional preferences

· Eg on TV; can still see others online

· Content plans

· Every second counts

· Unprecedented video player functionality; marrying two-screen experience

· On demand library of full-length events and 1200+ short-form videos

· Contributions from Consortium personalities, incl. the Glob and on air talent

· In depth bios on every Cnd athlete; 350+

· Real time expert coverage

· Hourly updates

· Personalized viewers’ guide/schedule

· Want to integrate social comments and actual video

· IOC wants pervasive presence

· YouTube as piracy control

· Enable commenting throughout site

· Widgetize content for distribution throughout social networks

· Socialize online experience within video player

· Build fantasy gaming on social platform

· Utilize twitter as a communication vehicle

· Other considerations

· How to monitor blogosphere and social conversations?

· To what level is content moderated?

· Need some content control (family site)

· What if nobody builds content?

· How to abide by global platforms in regional property

· How do we measure unique audience across multiple platforms?

· Haw of we plan for figure given industry’s trends?

· Aim, ultimately, is to have biometric data so that we know athletes heartrate, pressure on knees, etc

· WOW

· Not nec. for this games, but certainly for future

· Want ubiquitous Olympic presence

· Less about platform but about driving experiences

· Pipe is irrelevant – just matters that you’re paying attention/watching

· Fan participation (judged sports) included in scoring

· Again, future

· Think of how this could be included in a performance – could be broadcast? Live?

· Real time anti doping measures included in performance

· Again, future

· Sports as PVR-proof

· Questions:

· Athletes embrace greatest and latest technology. They need to focus on gold medal; how much can you use them for your work? 

· Olympic athletes not the ‘brand’ of Shaq. One reason so good at what they do is because they focus so much on the games. Aim is to prevent broadcasters from taking up athlete’s games much. Illegal per Olympic bylaws for an athlete to work as a journalist – they can’t really turn the ‘cameras’ on each other (e.g. twitter, blogging, etc). Likely try to find just a few athletes (4-7) to do in depth interviews. During games themselves will only really focus on aggregating athlete tweets etc

· To the extent that you’re working with telcos and IP networks: is there a tech strategy for easing the impact of Olympics on congestion/management etc?

· Think there is some work on the wireline end. On the mobile side, they are selling broadcast and stream through handhelds – delivery networks are chasing for the mobile market. Only one will be able to wave their ‘flag’ on their handhelds. 

· But, independent of your work, there will be more traffic?

· Yeah, sure.

· There is a demographic and technology paradox that exists. Focusing on youth, but there is a fact that Cnd is an aging population. What are implications for content delivery and media used to deliver content?

· Seen that after 1996 has been a drop off in Cnd attention to games. Part is because not been significan games presence in NA since. Important to create a viewing habit for youth for long-term growth. Also: youth are disposed to participate and build content – helps generate more content for Olympics. Older are aware of history of Olympics, so they have a memory. Not really seeing difference between youth/older markets – instead focusing on ways to content delivery. Know won’t serve everyone’s needs. First, they are news and information, then video and entertainment, and only thirdly focused on the social.

· Nitin Kawale (President Cisco Cnd)

· “Connected Life”

· lines between personal environments and business environments are blurring

· eg wikis for corporations and Wikipedia

· what does the connected life mean for service providers?

· As go through this, need to think about what this means for us

· We are at a critical reflection point

· Service providers have unique opportunity to drive new revenue streams and shift from service to experience providers

· What is connected life?

· Personalized experiences to many screens

· Personal and work experiences

· Gps tracking/travel info; custom video or music or games downloads; mobile video streaming video; presence based services/search; business video telepresence; remote access/productivity; unified communications/business collaboration tools; connected home media/storage

· Experience provider growth

· Requires expansion into new markets

· Entails working with consumer/any play environment; enterprise in global IT services, and SMB for managed services

· Each of these is a new situation to get into

· SMB- small medium business

· SP as a cloud computing provider

· Need full architectural approach

· Why connected life now?

· Look across four pillars:

· Explosion of digital media

· Growing by 41%

· In near future all homes will all Internet Protocol

· Means a proliferation of IP connected devices

· Expect that there will be at least 3 billion IP connected devices in home by 2012

· Skyrocketing support costs

· Cost of support is growing by 21%

· In Cnd this is compounded by most expensive broadband in the world

· Video is everywhere

· Massive bandwidth sucking application (BSA)

· 90% of all traffic video by 2013

· we need the connected life

· market transitions of the connected life

· phase 1: connected home >> information

· phase 2: media enabled home >> entertainment

· includes rich media for business

· phase 3: visual networking >> communications

· Content is everywhere, it is all converging

· Traditional services (SD and HD) are being drawn into Internet content

· These streams are coming into the home, and should be personalized for what we need

· About improving IP networks into media nets

· These are open platforms that aggregate disparate situations into our own personal environment

· Service providers that understand, evolve, and monetize this environment will gain tremendously

· Video 2.0

· Enables the connected life

· 1.0 >> traditional sources like NBC, Fox, etc

· 2.0 >> personalized on-demand internet, my tv and friends and family TV, advanced video search and discovery, rapidly changing content popularity, precision advertising

· Challenges of video 2.0

· Competition form non-traditional space

· Have tech challenge

· Security

· Scalability

· Bandwidth

· Ability to interoperate multi-vendor environments

· New business models

· Revenue sharing?

· Creative partnerships

· Differentiation will be key

· Combine best of web 2.0 with services

· Skinning

· Rapid service deliver

· Rich portal experiences

· Internet video and other content

· Personalized on screen experiences

· Downloadable video 

· Web based apps

· Etc

· Power of personalization

· If web 2.0 could be about interaction, the 3.0 must be about recommendation and personalization

· Deliver needs of one but scale to many

· SP must become experience providers

· Must be a profitable transition

· Under threat of being commoditized by OTTs and Content providers

· Profit from movement of content within the home and business

· SPs are in an advantageous position because they are already in the home

· Human network effect

· When humanity meets technology to change business and social change

· This changes how we live

· This is web 3.0

· What businesses need and want

· Creating opportunities for service providers

· Questions

· How do wireless mobility fit into connected life?

· Part and parcel with this life. Wireless and connectivity should be seamless

· How do we deal with tremendous growth of demand on the networks? How are carriers going to cope with these changes in demand patterns? Where do you see things going and what are the tools that are getting out there? Are carriers really prepared, or will network management be part of our lives?

· Bandwidth: think that SPs in cnd have great position to be ready for this. Big next step is that it’s not just about bandwidth. About toggling between personal and business. Foundational infrastructure is all there, but need to move to the service now. By 2010 just telepresence traffic will be same as the whole ‘net in 2000.

· Daphna Steinmetz (VP Chief Innovation Officer Comverse)

· “Communication for the @ Generation: Where the future of telecom lies”

· address is digital, disconnected from the street map

· need to address under 30 – this age group is the future

· what will impact how we talk?

Comverse mission:

· be the first choice of telecom service providers

· world leader – int’l company

· sell to about 500 SPs 

· 2 billion subscriptions in 130 to their services

· innovation; in company’s DNA

· aim is to shape tomorrow’s experiences; element of this requires educating the public

· Is the industry in crisis?

· Thinks that this is the best time for innovation; too good a time to waste

· Where conversations begin

· @ generation is screen-based

· telecom facing a webquake

· referring to surging growth of web conversation

· e.g massive extension of social media

· Facebook alone: 350 billion min/day are spent on facebook between 200M subscribers

· Spend time here without paying in

· Might get to point where those without facebook will be as social outcast as current day’s homeless

· Suffer from shorter attention span

· Does Twitter demonstrate death of SMS?

· @ generate have found a one-to-many system through Twitter

· 12% of people married in the US last year (2008) met online

· ‘net is becoming compassionate communicator

· are telecom cheese shifting: is the traditional telecom prepared to meet the @ generation requirements

· Web 3.0 == Semantic Web

· Is a web capable fo understanding content and context

· Context is one object that can be different things to different things

· “Context means relevancy of data to situations, settings, personalities, locations, and access terminals” Berners Lee

· web is becoming personal

· all are different

· attention economy

· new age

· more choices than ever before

· too much info, services, apps, etc

· people develop blindness to all of the world because they are flooded

· to be successful need to fight for attn of consumers

· can’t afford to be boring anymore

· what favors the telecom industry?

· Context sign. Reduces content overload

· Mobile usage is booming

· 2x growth in 2008 alone in NA

· broadband; mobile (4G) v fixed

· presentation is key

· qwerty is to the consumer on mobiles

· iphone inflection point in UX

· android – open source and app store is a modern innovations bazaar

· GPS – new service bedrock?

· Industry

· For some time industry has buried its head in the sand

· Key to evaluate true position in market

· Challenges: new competition; consumers perceive telco offers as largely undifferentiated; threats to traditional voice traffic

· Age of Mico/Nano

· World is small, life short

· Shorter attention span

· Minituraized content and services

· Demand hyper connectivity

· Connected all the time

· Hyper transparency, everyone is visible to everyone

· Name of game is fragmentation

· Now we are aiming for homo contextous

· Services designed around user situation

· No more mass market services; need micro targeted services

· Operators opportunity and challenge

· Fight on the users’ attention

· Continue to dominate the communications landscape

· Leveraging the telcom assets for better communication

· Need to bring web culture to the mobile

· Bring mobile to the web

· Embrace open context to web

· The Future: Cool Stuff

· Bring web culture to the mobile

· How to do?

· Today mobile phone is the center point of telephony and rest

· Must such in URLs, IP addresses, etc

· Native address book of phone should be the center of all communication

· Problem today is that there are too many of their social networks

· Need to bring it together, as operator, aggregate the social and take care of consistent profile for users

· Bring mobile to the web

· The @ generation are ‘netizens’ >> must work with them

· Integration locational awareness with friends

· Integrate voice message on desktop

· Sticky SMS

· To be successful

· Understand users and adjust practices accordingly

· 4 types of context:

· (1) situation – where are they physically located; (2) conversational – what is someone doing with their phone right now; (3) social – is user alone, with family, boss?; (4) behavioral – understand how user acts, who call, who does he call, how long, what are bills like?

· Useful to set up an alert – lets a person know what the status of the phone

· E.g. when call someone, says that the phone is on silent/vibrate/etc and gives option

· Only operator can really take advantage of this chance to ‘build intimacy’ with individuals

· Know the user: enhance the search engine

· E.g know which Paris, Hilton is (ie. Hotel in paris, woman – done by understanding where individuals goes geographically and digital preferences)

· Summary:

· Must understand the users behaviour

· Can provide powerful semantic services

· This is the future of telecom

· Break

· Terry Canning (Senior VP Business Network Services; Rogers)

· Why strategic partnerships?

· Global telecom services market 1.6 trillion in 2008

· In 2009 the market is expected to reach 1.9 trillion and highest n the emerging markets

· Canadian telecom market forecast is @ 3.8% growth

· While good present in Cnd not a large int’l market

· Need int’l to exchange data and get their traffic on Rogers network

· Distinct from pure buyer seller relationship

· Network outsourcing

· Functional outsourcing/out-tasking

· Service delivery, service assurance, customer service

· Service outsourcing, international voice carrier relationships

· Situations where other people can do particular actions better than rogers

· Decision to pursue a strategic partnerships depends on

· Priorities

· Core competencies

· Bigger, faster, more efficient

· Three benefits from strategic partnerships

· Lower costs

· Reduce risks

· Build relationships rather than using legal system to ensure compliance/work with you

· Speed to market

· Ability to respond to growth is key – need to be able to immediately deliver services

· Criteria for selecting the best partner

· Select with someone have strong historical relationship with

· Want to terminate data closest to person you are communicating with; best partners to take is to look where you send the majority of your traffic

· Compatible technologies with strategic interconnection points (geographic meet-me points)

· Competitive SLAs

· To be a true partner in the development of networks must actually own part of the network itself

· Organic customer base (both partner having a consumer, retail/and or mobile base so tat each has a vested interest in managing quality routes

· Free peering is a bit scary; someone has to pay for the network

· Mutual communities of interest: exchanging on-net to on-net (peering), ethnic bases, mobile platforms and operations, etc.

· Carrier outsourcing strategies

· When distill model down: require Cnd relationships between cable and telephone companies

· Choice of partner is key: can’t work with everyone

· Rogers’ Communications Divesity

· Rogers cable, wireless, and media

· Have SIP ready; Ethernet and large bandwidth services

· Partnerships go beyond pure commercial arrangements

· Leading roles in groups like i3 forum

· This forum stuggles with when voice becomes data – how is it then metered, monitored, and recognized

· International trade show sponsor and participant

· While have retail competition; behind/underneath there will be a scales collaborative and safe data sharing network

· Lets you remain a low cost operator (in the expense, not nec. the revenue, sense)

· Questions:

· Contentious parallelism

· Parallel prices from this in oil, and to be this way in ‘net as well

· Term ‘kept me out of jail’ >> note was a former oilman

· Spent time talking about partnerships, can you give some concrete examples of some that have borne fruit?

· ½ industry domestically and ½ internationally owned. This domestic is typically because of gov’t rather than economy. Emerging part is global networks, the large, large corporations for business operations. Big driver is to be efficient. If don’t’ have relationships with bigger companies then they don’t realize that Rogers can provide transit in Cnd. >> buying relationships are happening off shore (e.g. AT&T will get a large contract from Exxon, and Rogers with a partnership can facilitate Cnd side of operations)

· Yesterday talked about wireless demands will outstrip the capacities. This is normally voiced from consumer standpoint; how is this playing out in the business environment?

· Follows the customer. Part of what they are doing in contracting is to reduce costs and manage systems/networks more efficiency. Want to create accurate supply chains. Seeing data growing, now seeing development of data centers that require substantial bandwidth – this is a moving target rather than a disaggregated multitude that is static. On wireless, we need to backhaul data from mobile to the data transit network – this is still an area where capacity needs to be developed.

· Session: Connected Broadband Home

· Peter Bates (Vice President - Consumer Operations; Cisco)

· Key message is about market transitions

· Customers need to be able to reliable share their content throughout the home

· Consumers want to be able to benefit from immersive experiences that benefit their quality of life

· Network in the home is key to this

· Key is more visual, social, and experiential

· Key transition points have been around disruptions in certain markets

· Consumers; entertainment, personalize, and interactive are now key

· Telepresence is going to be intense – massive increase in video broadband usage

· Service Providers; monetization, competing effectively, transition to experience providers

· Most pervasive issue is from the OTT challenges

· Driven to spend more on capital expenses to accommodate large increase in bandwidth. Taking expenses of investment with declining revenue as a result of not monetizing this OTT

· Businesses; integrate to global operations, go green, increase collaborative productivity

· Market transitions:

· Connected home (information) >> media enabled home (entertainment) >> visual network (communications)

· Cnd between #1 and #2

· Visual network is where social networking brought together with video; coming very fast

· How to enable services?

· Using ‘media net’

· Technology platform

· Doesn’t matter where video is from, represented as a single view to the customer to a screen

· Web capabilities can be represented across devices

· Drive end-to-end IP based infrastructure service

· Web based application widgets are based on standard widgets so don’t need to wait months to drive product to market; instead rapid development and deployment

· Media net integrates across all platforms (TV, desktop, laptop, mobile, etc)

· SPs benefit from the connected life

· Will find a way to roll out the connected life, but need consumer managed services to establish value in the consumer retail chain

· Brand needs to be based on rich immersive experiences that have positive effect on consumers’ life

· Kelvin Shepherd (President, Consumer Markets; MTS Allstream)

· What do consumers want?

· Information, communications and entertainment services, preferably from a single provider

· Like one bill and dealing with a service provider that can deliver their needs/wants

· Connectivity and inter-operability of devices: TV, PC, PVR, game boxes, handhelds

· Simplicity

· Value

· Beyond just price

· Do I get good support?

· Are you going to be there when I need help?

· What do we want?

· Be provider of those services

· Long term relationships with customers

· Churn is costly

· Getting a connection to the home costs money

· Profitably deliver value as seen through eye of customers

· Lot of money going into infrastructure, but customer needs to see value in this investment

· How can we deliver on both?

· Continue to invest in networks

· Partner with application, content and equipment providers

· E.g. with MS for connectivity and IPTV

· Need to work with content providers to participate in that revenue stream

· Excel at customer service

· Reliability is critical

· Hold our competitors in high regard

· Principle competitor is cable; they do a good job and have particular strength

· Must determine ways to do things differently to differentiate from cablecos

· Full service strategy

· Acquire>>upsell>>retain>>winback

· Want to bundle and engage customers in multiple service relationships

· See broadband as center in a mobile space

· Chris Draper (Vice President - Product Management; Rogers Communications)

· “Key industry trends and resulting opportunities”

· Key industry trends
· Cnd leader in broadband penetration

· Ability to chase new and emerging customer base is coming to an end

· Internet usage has surpassed television viewing in the 18-24 age bracket. Lots of opportunity in 25-34 and 35-4x, less in 50+

· Expect to cross 20 hours per week watching online will be crossed this year

· With right implementation of content it is possible to explore and extend market growth in Internet viewing

· Smart devices are connecting more and more within the household

· Going to have to happen: figure out how to reach a friendly hand across chasm – services and products are too complex. More simple will turn into a growth engine (for business)

· Been a 70% reduction in access speeds as there is a large increase in bandwidth

· In Jun 09 was only $5/ speed of Mb service

· Household spending has remained fairly normal

· Customer is reindexing and rebuying product for new platforms

· With growth has come challenges:

· 60% computers lack adequate security (issue for user and network)

· 50% of wifi networks are unsecured

· transient activity could driver sign. costs to carrier networks

· 25% of broadband service calls are for products not sold/monetized by ISP

· Shifting customer spend is further driving tech adoption

· Growing trend to bridge internet content to L.S. TVs

· Household ‘hubs’ converging command and control apps

· Sharing applications and personal content across any device

· Economy is driving consumers to re-evaluate their real needs

· Speed will be the enabling factor of the connected home

· Cnds are overengaged right now

· Can really start monetizing beyond just access

· This will happen through new applications

· For success needs to be more accessible to average consumer

· Sean Seaton (Director, Communications Sector; Microsoft Canada)

· Trends for a tech and software side

· Two fundamental shifts surrounding broadband growth penetration

· Cloud computing

· Software that was consumed was off the server/client but this is changing to cloud

· Youth and millenials are looking to enjoy experiences through cloud to enjoy through multiple devices

· Generational shift

· Spend a lot of time watching their behaviour across devices

· Traditional push broadcast of content is believing that the content they provide to themselves and peers is more important than traditional pushes of content

· See MS as gluing experience across devices, and ISPs as central to that process

· Think about connected entertainment

· Consumers expecting increasingly immersive experience

· Want the experiences to be seemless

· Media flowing and advertising with them is fundamental to this 

· Advertising subsidization and subscriber are the two dominant models

· Must be addition models

· Connected devices

· MS used to be a consumer based company

· Then shifted to the enterprise and ignored the consumer

· Turned back to consumer with windows 7, live mesh, etc

· Device management, data management is key

· Connected entertainment

· Social network connected to network is through xbox live

· 20 million active members

· makes it larger than any city on the world (???)

· Questions

· Common themes was on experience providers and partnerships. But the reality is that for consumers there are a lot of services and hard to decide between. How do you just make things easier?

· Chris – need to operate in multimodes; just need to build on heritage of innovation. Consumers talk about the value of your products and this is the key point to strive for

· Kelvin – how do you marry good support with get people to spend more on their monthly bills? Is about total experience; are products reliable and easy to use. How does the industry do this well – doesn’t think that this is common, or done well, which is a weakness of the industry. As service provider, to get experience right need to resolve problem even if it resides at the device. Not a great experience in the end for the customer because they are on the phone with tech support – connected home is complex. For a consumer they are looking to the service provider to help with that (really – or are they looking for common hardware/software vendor and want service provider to just do basic stuff for them?)

· You have routers and all kinds of stuff connected and in different parts of the home. Cisco is playing bigger role in all this – how does the company bring user friendliness to their devices?

· Peter: Cisco sells the router, and it is the SP, not Cisco, who gets the support call. Needs to be a common interface so that consumers not only manage the devices but can be troubleshooting. 

· What is the role MS can play in developing the consumer dashboard? How can they help the SP problem by making it easy to configure and set up devices?

· Sean – issue is making things easier to people in the right places. The interconnectedness of what is happening from a television point of view and IP perspective; is critically important to work with advertisers to really target consumers in this IP environment. Many opportunities to target in this space. With regards to gluing up devices across home, Windows 7 has ‘home group’ which will go onto network and pick off devices automatically in the home. Content around those devices is identified. 

35% of service calls are not for products that SPs are actually responsible for. What is the response to dealing with these OTT service questions/problems

· Kelvin – investing in bandwidth which is driven by video. Not participating in that revenue stream or have an effective way of generating return on the network required to deliver it. This could be read as a need to restrict video, but from an opportunity point of view this is a space where we just need to work both with the OTT providers and also with customers to effectively manage both ends. There are many thorny issues with this (e.g DPI) but need to tackle both ends and package broadband in a way that consumers understand. Customers don’t mind paying for connectivity and speed but need to understand what they’re paying for. Must know that when they dload something from a website that they know what this means. SPs could work with content providers to support their needs and ensure that they fit best with the SP network. Ultimately more opportunity than threat.

How to provide great services for non-Rogers products attached to the Rogers network?

· Chris – see customers as highly engaged. This is good because are monetized over long period of time. Cold reality is that expectations of consumers and bandwidth are doubling every 6 months or so. Provide video content now, but why not bring everything together (e.g. video and broadband) for a full package. 

· Peter – when it comes to multiple devices attached to a network a common interface (cloud computing, standards, etc) mean that you can have a common simple way of working with a product. This generates revenue opportunities

· How big does a pipe have to get to meet consumer needs?

· Kelvin – from a TV point of view providing a managed service. As SP deliver enough bandwidth so there can be multiple streams of HD into the home. The speed question comes up with regards to the broadband connection. The majority of consumers find present (7Mbps) adequate. At end of the day, with current tech, speeds aren’t the issue but they are using networking technologies to really use high bandwidth over periods of time. Speed isn’t the issue, consumption of the very few is. Where does this go? See 100mbps as not unrealistic technologically but how it is offered, charged, and used for has questions remaining. 

· Chris – NA see that speed and reliability is key. Individual transactions aren’t key, but the proliferation of devices is driving need for speeds. Other driver of new behaviours is that internet transactions are impulsive; can’t let it wait. Will see more TV watching shifting to broadband. People will want to see it real time, which will demand both hardware and software backend.

· Session: Advanced Wireless Services – The new kids on the block
· Dave Dobbin (President, DAVE Wireless)
· Backed by Obelysk funds and Quadrangle Capital Partners
· Has an all-Cnd management team
· Dave dobbins – President
· Stewatr Lyon – exec VP
· Sharyn Gravell
· Sara Moore
· Have 10 of 13th largest markets in wireless auction
· Covers 16.1 million people
· Launch in early 2010
· Toronto
· Guelph
· Edmontron
· Vancouver
· Ottawa
· Kitchener
· Calgary
· Victoria
· Hamilton
· Niagara
· And more
· Deploying HPSA+ network
· Handsets are UMTS 
· What offering?
· Good value, simplicity, flexibility
· Tony Lacavera (CEO, Globalive Communications)
· Globalive launch plans
· Launching end 09/10
· Plan to be national competitor in all markets but Quebec
· Will launch when happy that they have a quality network in place
· Initial build
· Vancouver, Edmonton, Calgary, Ottawa, Toronto
· Is a Cnd success story
· Founded in 1998; privately owned
· Uses high speed ‘net, mobile phone services, and VoIP
· Benefits to consumers and Cnd economy
· More transparency to consumers, more flexibility, etc. Listen to Cnds
· Investing in Cnd tech
· Policy to favor Cnd suppliers where there is competitive terms and conditions
· Directly investing in people and capital
· Alek Krstajic (CEO, Public Mobile)
· People who won’t win in the new market is someone who stands out from current market – ie really differentiate themselves from Bell and Rogers
· See market opportunity in the underserved 1/3 of Cnds that lack a cell phone
· Made choice to not go upmarket and sell small phones
· Going after market that doesn’t presently have a cell phone
· Aiming for working class Cnds
· Launch date is Q4 2009
· 3 priorities: need flawless launch; need to be first to market; make sure launch with something that resonates
· regions first covered: Ontario and Quebec
· 1 rate plan at $40 a month
· unlimited talk and text
· will not roam into other areas like US
· lead backers (two earliest founders in this syndicate and helped purchase spectrum)
· Columbia and MC leading
· Rogers, Bell and Telus not competition
· Is new entrants going for bottom of the underserved market
· Cover 18.7 million people
· 2/3 of Cnd’s pop lives between Quebec and Windsor
· see wireless communications as a right rather than a privilege
· think that flatrate billing to all people is key
· Questions
· Who is your competition?
· Tony – not with other new players. 
· If look at incumbents, how do you differentiate between each other and dislodge the incumbents
· Dave – disagree with Alek; there is room in the marketplace for all three companies to thrive and survive. There are lots of opportunities to be addressed. 
· Alek – wireless been around for 20 some years; if competed with incumbent then haven’t won. If competition was working, then prices and penetration would be lower/higher. No doubt that going after top end of market will become competitive with incumbents, then they will make it tough to work and live. Need to go after market that they can’t/won’t serve. 
· Tony – flanker brands are already out and getting competitive to deal with the new players ahead of time. Can look at market not as top or bottom of market, but from the perspective that there are targets across chain that are vulnerable
· How do you get heard in a market where there are already 7 brands, and maybe 5 more in the near future?
· Dave: looks like there is choice, but there isn’t really that much choice given how its bundled and what the services really are. 
· Tony – Cnds will remember their bad experiences with incumbents and be looking for chg
· Dave – the bell who are running the incumbents are smart and will learn how to be compete.
· Have any of you been surprised by how incumbents are revising pricing ahead of new players?
· Tony – clearly have an effect because flanker brands are trying to replicate prices. Need to be broader than price alone. Is a substantial market that is opened, and there is only a certain amount of enterprise value that can be adjusted given that they need certain things for their shareholders. 
· Dave – issue is that bell WILL drop their prices.
· Alek – what they shouldn’t do is cut off their nose to save their face. Financial markets won’t let them do REALLY stupid/stupid things. IF Rogers drops costs a lot to compete, will lose money. Makes more sense to let players work and then buying them a few years down the line.
· Dave – Bell and Telus are laying in a HPSA network which will leave a depreciated CDMA network. Don’t think that poking is the way to do it. 
· Alek – poking is that launching a data one cent lower that’s a poke. Pitch to a market that isn’t part of the incumbents and not erode their market capital then they will leave you alone (hopefully!). Will be concerned when they launch a flat-rate, unlimited plan to compete. This will ruin their finances and market cap. Prior to that, will focus on Tony and Dave.
· Are you keeping friendly with ISPs and hope for a buyout?
· Alek: only his company can be bought out in 5 years because of the spectrum that he has. Other two on stage (Dave, Tony) can’t for 5 years
· Tony – the new entrants need to work together wherever it makes sense. To the extent wherever it is possible must work together or will be killed by incumbents – look at deregulation in 98,99.00
· Alek – tony has good things, devil is in the detail. Doesn’t want to go against top-end. Thinks that spent too much on spectrum. Would work with individuals running companies (e.g. Tony) rather than their actual company. 
· Tony – if we don’t work together than incumbents will pick everyone else off with a  sniper rifle
· Alek – don’t see other as competitors because not chasing bottom end
· Tony – the incumbents have made some reactions and will have more over time. While can’t be certain what they are, need to focus on customer service and be sure to be fast and flexible. 
· Questions from the floor
· Government set up auction to get more competition and customer choice and penetration and serve average Cnd better. If we assume that this is true, then from seen by presentation all of you are focusing on cities. Understand the business motivation, but if not moving beyond the city then how are you solving the problem of underserved Cnds in those areas?
· Alek - Incumbents have been forced to do certain things (e.g. rural Canada). Will build in areas of vast population dense spaced. Not actually going to target some rural areas because the economics are not good. Not going to eliminate the problem, but target the people in cities. 
· Dave – spectrum license cover metropolitan areas, not beyond. 
· Tony – objective long-term is 80% population coverage. Positioned to be 4th national wireless carrier in Cnd. 
· How long do investors give you to get traction?
· Tony – try to build long term competitor
· Dave – backer never sold a business
· Alek – investors keeping on a tight business plan. Patient for growth but unpatient for profitability. Building for next few years.
· What’s going to happen to people who buy your devices and then leave your territory. Does roaming take place seamlessly, or does the call drop?
· Dave – NDA prevents talking about it
· Tony – can’t have reliance on too much off-net. Happy with regulatory framework that led to current auction and business possibilities. Need to est a business plan that plans to go it alone in many respect. Even if have cost-effective roaming, still erodes early day earnings. Need to try to minimize this without presence of a widespread national network. 
· Alek – don’t think that it’s realistic to do a soft handout, but instead to do hard drop. The prudent new entrant will assume there are some benefits with tower sharing, but should try to just go it alone because of problems.
