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Consumers’ dreams and actual use
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simple to use or multi features?

available ATAWAD (time, where, device) or occasional use?
Mobile centric or convergent services / multiscreen?

my tribe / my community ...social network or operators network?
content and media consumption or user generated content?

free, affordable, predictable or all inclusive, unlimited?

need for segmentation to understand market status and
trends — but overall use still strongly device driven
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Complexity of use still an obstacle to many services

"l would like to have all |
care about at arms
reach”

"I didn’t know
my mobile

“l loved the fact
that my mobile
could receive
email, but it was
so hard to set
up | just forgot
about it!”

“l would like to synch with
my computer without any
physical link*

"I like all the latest

stuff ..applications, features,
ringtones that my service
provider has to offer”

"I don’t do anything
with the photos in
my mobile. They are
all mixed together
and it's a mess ”

“There should be a more
comfortable visual
interface that doesn’t
take up much space and
leaves a larger viewing
area’”

“I would be able to
organize my stuff
like on a computer .
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" | have to navigate
into several folders to see
the 5 photos | just took!”
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the mobile markets is now mature
500 M customers in W.-Europe, ie 120% market penetration

country sept-08

Germany 81242400 83459490 86385600 88843440 92027060 95488290 99056020 100511530 101513280
Austria 9 242 870 9 254 230 9 382 000 9 594 500 9 735 600 9978700 10 169 400 10 358 500 10 564 800
Belgium 9 562 080 9 665 780 99001990 10213090 10467910 10753360 10947 260 11 211 800 11 371 700
Denmark 5732 420 5 860 000 5 948 000 6 037 000 6 196 900 6 361 050 6 491 400 6 676 500 6 748 000
Spain 46339000 46972100 47204240 48125300 49013900 50043900 50264 800 50 973 500 51 494 520
Finland 5 594 400 5643 100 5 734 300 5 899 800 5989 300 6 222 600 6 360 200 6 606 500 6 914 900
France 51442000 51622000 52121500 52751000 53457900 55181000 55 444 000 55 933 300 57 391 000
Greece 13004960 13510980 14167750 14567800 15046100 15379650 15986 300 16 823 300 17 427 000
Ireland 4 606 000 4715 200 4796 130 4 910 300 5041 650 5101 510 5186 430 5 262 400 5 360 000
Italy 77605000 80057100 81852340 84068100 85975660 86425440 86 934 340 86 820 500 87 007 300
Luxembourg 643 940 652 620 667 140 663 990 665 860 680 600 681 830 686 400 700 580
Norway 4 969 000 5031 000 5 088 550 5153 520 5 333 000 5 341 080 5 439 900 5 561 500 5 655 000
Netherlands 15929260 16141440 16710150 17029310 19425980 17698010 18073 100 18 345 800 18 728 300
Portugal 11918400 12102100 12263970 12668500 12996600 13342630 13551510 13 860 300 14 634 120
UK 69557200 70239900 70678600 71666700 72738090 73530990 73699 650 74 421 100 76 288 310
Sweden 10460580 10584000 10144000 10441000 10492500 10697790 11011 140 11 159 800 11 532 000
Switzerland 7 406 000 7 553 000 7 708 000 7 891 000 8 057 800 8 270 000 8 393 000 8 537 600 8 810 000

Selon le cabinet Informa, les opérateurs mobiles européens ont connecté 29,5 millions de nouveaux clients en 2008. AU total, le
parc s'établit donc a 492 millions de clients, soit une pénétration de 120%. L'Allemagne reste le premier marché européen avec
101,5 millions de clients mobiles (en hausse de 10,3% sur I'année), suivi par I'ltalie (87 millions de clients) et le Royaume-Uni. La
Gréece est désormais le premier marché en terme de pénétration (155,6%), devant I'ltalie 145,3%) et la Finlande (130,5%).
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E-Plus (ALL)

T-hobile (ALL)

Optirnus (POR)

ool

(4T'08 vs. 4T'07, en USE par mois)

BASE (BEL)

afone (ALL)
WIND (GRE)
02 (ALL) 22,2
TN (POR) 23,1
Telia (SLUE) 24,1

Only 4 out of 38 operators
have growing ARPU

German Telcos have lowest ARPU
due to high competition,
important prepaid market
and low cost offers

Average ARPU was 30,7$%/month in Q4 2008
e compared to Q4 2007

Movistar (E=) 3g.8
Yodafone (ES) 39,9
Proximus (BEL) | | 40,0

Crange (FRA)

Swizscom |
Telia (DK
Telenor (MOR)
Yodafone (PBA)
Metcom [(MOR]

SFR I

44,0
44,2
15,6
45,7
16,5
47,5

48,7



% of non SMS data ARPU

% of data ARPU

Country MNO vs total ARPU Country MNO vs total ARPU*
ltaly H3G | 16 i Philippines  Globe Telecom | 47
Austria Mobilkom Austrig | 14 E Indonesia Indosat | 32
Korea SKT 13 | Japan KDDI | 32
Korea KTF |13 i Japan NTT DoCoMo | 32
USA Sprint Nextel | 12 E UK Hutchison 3G | 32
USA AT&T Mobility | 11 E Argentina Te'f\;‘(’):‘/iifjs | 30
USA Verizon Wirelesp | 10 | Indonesia  Telkomsel | 29
German Vodafone |1O i Japan Softbank Mobile |28
China China Mobile —\ 9 E Argentina Telecom Persongl | 28
Canada  Rogers Wireles§ |9 | Croatia VIPnet | 28
Italy Telecomltalia | ]9 i Singapore  SingTel Mobile | 28
Portuga Optimus :I 9 i New Zealan TeIECeC)vTZealan dl:l 27
France Orange France| |8 : Australia Optus [ ez

(T

i

Source:

When non SMS data no

t available

World cellular data metrics, team analysis



and devices are key to grow: four mega trends
key ingredients for data services, esp. mobile internet to get into place

larger, brighter, evolution mobile CPU

lower cost and power follows Moore’s law,
advanced touch but lags PC performance by
screens 7 - 10 years

cost of storage fell mobile offers basic

100x over last 8 DSL speeds in

years urbanised areas

(today ~ 1€/GB) (large traffic growth)
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but does device manufacturers’ market share allow any new
competition, any new entrant?

Nokia 30,5% 32,4% 34,7% 38,9% 39,8%
Samsung n/a 12,6% 11,3% 14,4% 16,7%
Motorola n/a 17,9% 21, 7% 14,2% 8,5%
LG Electronics n/a 6,7% 7,9% 9,9% 12,3%
Sony Ericsson n/a 6,3% 9,2% 12,7% 11,6%
Others n/a 24,2% 18,4% 16,2% 18,4%
Total 100,0% 100,0% 100,0% 100,0% 100,0%

Worldwide market share (shipping 20)

emmgemms NlOKia eEmgEm— S msung .

40.,6%0 smmgus Motorola SEMC 40,0%6
e | G
O, O,
16,4%0 16.2% 18,3%0 18,720
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altogether keeping the market growing in terms of use and
turnover means offering new services and increased benefits
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Leveraging the mobile multimedia ecosystem through new, accessible
applications and services

Promoting enablers to simplify, support or enrich the customer
experience: content browsing, TV, LBS/GPS, NFC...

Anticipating next facilitators to come: 3D screens/view? spatial
sound/voice? haptic interfaces? (more futuristic, but think about the gyro!)

Rolling out and ensuring QoS for high bandwidth networks for new
services, especially uploads and UGC
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lots of challenges for the mobile ecosystem to keep growing
and maybe mobile multimedia has a crowded value chain!

CurrentBusinessPlayers

&ﬁgn up

Advertising

Media &
Rights
Owners

Brand
Owners

Other

Agencies

Architects

Designers

Developers Technology Distribution
designers shop/vehicle
alternatives
ndependen
T
In-House war 9 ME
3 2
_ Software D 5
Skill Based Enabling EEEE b

Technology
Sideload

Specialists

business models: free versus paid for services

control of customer's access, data, identity, habit S, screenview...

alliances between vertical/geographical and horizon tal/media players...
place for convergent player: partnerships

digital market place to support the development of innovators: app shops?
risks of fragmentation

billing as a core asset: the customer needs to feel safe

the Brand as a trust model, the Customer Care asa  tangible asset

Jawolsn)d
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IS there a new eldorado (again) with mobile apps?

Mobile OS / middleware Handset
providers manufacturers

’ mobile data &

Java B
distribution
market
Content providers Operators
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the W.-European market for downloadable applications (non-
games/music) is expected to grow to >$1G by 2012.
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applications stores: bright future for usage
Apple App Store Key success Factors
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still many mobile internet issues to be addressed

end-user related issues
unpredictable data tariffs
small screens
slow mobile processors
network latency

economic issues

fragmentation (devices, operating
systems and browsers)

different operator strategies

developers related issues
lack of sustainable business model

too many hurdles to get in front of
end-users
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end-user related solutions
bundles and clear “advice of charge
evolving in the right direction
Moore’s law at work

economies of scale

web runtime, Java de-fragmentation
initiatives, etc

developers
economies of scale a pre-requisite
leverage 3-sided business models

orange”



further opportunities to leverage from the web ecosystem?

de-coupling development environment from operating system & hardware

promoting applications and widgets
could be developed based on standardized tools
could be used across multiple platforms and devices without
need for significant additional development work

supporting mobile industry agreement on standards will inevitably lead to “economies of
scale”

web runtime delivers a fertile environment
for open innovation and a stable foundation for a long-term evolution of mobile services
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then mobile broadband is a challenge
which differs vastly from fixed broadband
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shared resource - up to the mobile device

highly variable user speeds

users with worst field strength drains network capacity most
1000x higher Cost of Ownership

scales much steeper in terms of variable costs

capacity limited by law of physics

overall network capacity ceiling depends on radio spectrum assets
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Orange Partner: our mission In life

To globally build, nurture,
leverage, influence & manage
the 3rd party community
throughout the world...

to enable them to

... learn from, buy from, sell to,
sell through, grow with and
support the Orange - France
Telecom Group

63,000 members of the programme
globally

3 levels of FREE membership:

member: general information and
support with no NDA

premium member: one-to-one
support with NDA

contracted partner: for suppliers of
Orange

online and offline commercial and
technical support to help you achieve
your goals

orange”



Orange Partner:

&ﬁgn up

online and physical events
e-newsletter

‘opt-in” mailings

one-to-one contact
developer centres worldwide
technical support

forums, blogs, FAQs
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Orange Partner:

The Orange API Initiative
Q

a source of technical and commercial ‘know-how’ to mcorpora@/k
Orange APIs qb

Open Innovation ‘to’ or ‘through’ Orange

to 'qualify' innovative business opportunities &
‘connect’ to the appropriate stakeholders within Orange

The Application Shop

an end-to-end process and route-to-market
for your downloadable mobile applications
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Orange Application Shop for developers and partners

Major direct distribution
opportunity for mobile applications more than 50 million customers

Orange Partner manages country liaison
for sales, marketing and distribution through
the Orange World portal, country website,
on-device portal and other, future Orange
channels

Free Orange Compatibility testing and
discounted signing arrangements

Streamlined commercial settlements
process including daily, online sales
reports

Low cost, low barrier to entry
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how are applications sold ?

Customers find the Application Shop on their handset (Orange World)

or their local website (e.g. www.orange.co.uk)

or via the Downloads icon on their phone
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how do | get my mobile products into the Application Shop ?

membership accepted automatically

apply to become a premium membership accepted / rejected after
member online manual consideration

\d

do online product testing and application accepted / rejected after
submit product online technical and commercial consideration

|

your product is accepted into the Orange Partner catalogue, ready for
submission into the ‘shop’ via our shop partner,




some good stuff ....

«  PullFace Audio Calendar

“Audio Calendar allows you to speak and record your appointments,
reminders, events...etc rather

than typing them in on the small cumbersome phone keypad.

e  “Stretch, mould, tweak and twist your photos with
PullFace! Go huge, get gaunt or pull to pointiness
with this mobile picture fun-house.

Set a time to automatically playback
each audible recorded event, repeat, duration and alarm

*  Take photos on your mobile phone and use functionality. All via the easy calendar interface.”

PullFace to creatively alter the images. What will
your friends look like? You're the artist so you can
decide. Your PullFace images are photorealistic
and you'll have a lot of fun with the results.”
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some more good stuff ....

«  Stop Smoking with Allen Carr BarBack Cockail Drinks
. . “Get instant access to recipes for a wide range of drinks. Get all the
*  "More than 53% success rate - the most info on ingredients, pouring and mixing directions to serve the perfect

effective quit smoking method according to an

) martini or cocktail -- even down to which glassware to use.
Austrian study!

BarBack Cocktail drinks guide has
it all' You can now impress your
guests with exotic drinks that look
and taste great! Get great value for
money with easy-to-follow recipes
for 1900+ drinks from across the
world. Includes Martinis, Mixers,
and exotic drinks for every
occasion.

e Use Allen’s proven techniques to find out that
giving up smoking will be easier than you think
- as well as a great confidence booster!”

The Search feature lets you easily
search for drink recipes by drink
name as well as ingredients.”
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and then what happens?

Orange Partner provides you with Cellmania NDA and instructions on how to
engage directly

An Orange Partner Developer contract is agreed and signed with Cellmania
Cellmania provides you access to the app shop extranet

Use extranet to provide further details of your product

Cellmania carries out any additional testing required

Ready for shop
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benefits once In the shop....

Distribution i Targeted Sales and
Across Groyp...-«=+=* feeen, marketing programs
( L7
» | *
Leverage one of i Central management by
the worlds most . A i . Orange Partner Team
recognised brands © g =+ et f S
- gl
g I S
:0_2 * “‘ ':
& /‘“’ :'\A :
. e N £ Application
Our in-country teams  * P A i N testing and
are highly -~ ‘ h 3 signing to
experienced / _ support user
with downloads s 1 # 8 experience

1st line customer care
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In summary, end-to-end ....

Become a | Develop & certify
Premium Member......-- froseenn your
..... i ......Applicatign
e ! C #1 '
A ) Product
\.““‘ ’ " .'0. . |
v\:': “\/
e et I s
5 - P A
In Catalogue & . S " ( Initial Product
commercial terms ST accepted by
Orange
. | &

.
®e
®e
®e
°e
.....

suitability of product

.
.
.
.
e".
.
.
o®

compatibility
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the Orange 3 stage approach

Industry standard testing

Java Verified, Symbian Signed, Microsoft Mobile2Market test
criteria

Testing on an Orange Handset

Testing against Orange network interaction (if any)
Network APIs
Network connectivity - GPRS / SMS / MMS / etc.
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Orange application shop for customers
3 routes to market — live in 4 countries

on-device shop mobile portal website ( + SMS with link)
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on-device shop:

discovery and browsing applications

New stuff

Categories

&ﬂ:g roup

Topl0

Search
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on-device shop
downloading experience

Select the application

Initiate download

Confirm payment

&ﬂ:g roup
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on-device shop:
easy access to apps already downloaded

Downloading app Downloaded apps
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Www.orangepartner.com

Thank you!

Looking forward to working with you
on innovative products and services!
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