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Bill Rojas
In our Group we do research in wireless services, fixed line services, managed services, UC in collaboration as well as carrier capital expenditures and infrastructure research.  For this session I'd like to quickly give you an overview of how IDC sees the taxonomy and share with a few data points that we have on visual collaboration.  And this will then open up a presentation from Tata and Cisco.

The taxonomy that we have for collaboration falls into four categories.  You have the customer interaction, enterprise collaboration, email and IP telephony.  The video conferencing is part of the overall enterprise collaboration. This is the taxonomy that we have.  And of course mobility, if you look under the video conferencing, is right under it.  Over time obviously there'll be probably more and more mobile aspects of video conferencing, but certainly the mobile operators aren't ready to handle this traffic yet.

We conduct annual surveys on UC collaboration.  Typically when we do the surveys it's across each of the countries in Asia Pacific.  We tend to take pretty large sample sizes.  Can be anywhere from a few hundred to a few thousand, depending on the study.  And in the case of the UC study we had 1,100 samples.  And we do it by country.  And we also look at the way that IDC breaks up the company sizes is shown on the right pie.  You can see larger than 1,599 and then the various sizes, 250 to 499 in the medium.

Now, based on that study, we - it's quite interesting, the idea here was to understand are we using desktop video, video conferencing or telepresence, or are you planning to use them one year or is it going to be after two years?  So you can see, for example, desktop video, about 5% said that they are already using it.  And about 7% said that they're planning to use it.

Now if you go to video conferencing and telepresence, which is going to be the discussion coming up with Tata and Cisco, is that you'll see that video presence is already over 10% and there's another 7% or 8% that are planning to use in the next year.  And telepresence, similar to the desktop video.

Now we asked what best describes your organisation's video conferencing solution?  And not surprisingly, small/medium-sized conference rooms was the majority of this, the majority of answers of users said that it was small/medium-sized.  And then you have large conference rooms after that, and then desktop video, in that order.  And that makes a lot of sense, especially for Asia Pacific, because I most countries, even including Japan, although Japan wasn't part of the study, SMEs is usually anywhere from 100 to 500 times the number of large firms in terms of the number of firms.

Now this is an interesting question here, is what is the rationale for the visual collaboration?  And you can see on the far left that in the case of telepresence, which is the red line, 40% said that it's for collaborating internally and then another 10% said that it's for sales demonstrations, and then after that it tapers down.  So those are the two principal reasons for telepresence, which intuitively make sense, but it's nice to see that in a large sample.

Now 2009, with the global financial crisis, was I guess highlighted the importance of telepresence and how it can save on cost savings.  So the question we had here was which of the following best describes your minimum return on investment requirement for implementing telepresence and video conferencing.  And you can see that about 15%, 13% said that they would require at least a 51% or more reduction in travel expenses, whereas between 11% and 50%, well, between - around 65% of the respondents said that it would be between 11% and 50%.  So you can see that's split out.  

So clearly this shows that you don't need to have 50% reduction in travel expense.  Maybe a 20% or 30% would be quite enough to justify the investment, which is important, I think, for us to know because intuitively you wouldn't really, you know, if you spoke to the CFO and said well what would your requirement be?  What would justify the expense of the system?  Would it be 15% or 30% or 50% reduction?  And this survey shows that it can be as little as 11%.

Then the next question is what is the organisation's preferred deployment model for video conferencing and telepresence?  And if you look to the right on telepresence,  you'll see that about 10% is for hosted and another 10% is as a service, or as a cloud service, and then another 7%, 8%, 10% again for managed and then on-premise as being the remainder.  So clearly about half of the users said that the reason that they would want on premises.  But it's the other 50%, the other half which is broken between the managed services, the hosted and the SAS, which is the interesting area that you may not have intuitively thought would be as large as they are.

And the same for video conferencing.  Now, on video conferencing, on-premise will not be, intuitively will not have been as large.  As you can see, it's a smaller amount.

So our future outlook is that, to put it in a nutshell, perhaps 10 years ago video conferencing and visual collaboration would have been a luxury.  In the next decade it's going to become a requirement, whether it's a mobile service, if it's a portable service, if it's at a hotel, anywhere video conferencing and visual collaboration will become a required service.  And whether or not cloud is the way to deliver or on-premise is the way to deliver, this is up to the commercial enterprises that carry out the service to see what the best business cases are.

And this leads up now to the case study, where I would like to introduce Sunil.  Rahul is going to present first.  Okay.

Rahul Ambegaoker

So my name is Rahul Ambegaoker.  I'm the Client Director from Cisco for TataCom.  And we've been working with Tata for the past five to six years, actually making these managed services, creating them and running them out into the market.  And the managed service that we're here to talk more about is basically on telepresence.

Just wanted to go through a bit of genesis as to how we decided to get into this service and what is the model that we work towards when we actually roll out the telepresence this way.  So the two organisations basically have to come together in some sort of value differentiator that you're looking at, or some strategy.  And Cisco was extremely keen on going after the video space, be that in mobility, be that in consumer, be that in enterprise.  And Cisco was betting extremely heavily on video, which is why you see a lot of acquisitions that we've done in the market as well.

Tata in their turn were extremely gung ho on the video market itself and looked upon it as one of the key differentiators for them to go out into the market.  So we kind of had a strategic alignment and a value proposition that we were there talking about doing something together.

We kind of mapped that, getting into rolling out a telepresence service.  We just had to figure out how to differentiate it from what other companies would do later on.  So we ended up co-branding the service.  We also came out with different [creeks], different models on the way that it would be operated and run to differentiate it from the market.  And then we had to make sure that we execute on this plan and actually take it to the level where it becomes a service which sells, which is commercially available and which delivers what it set out to do.

So from a Cisco perspective, we have kind of moved from a product-based company into a systems-based company, into a solution-based company and now in architecture.  More and more of our solutions and the way we go ahead, our road maps, are being desired by the architectures that we think will fuel the world.  So with that in mind, we have various services coming out from various of these architectures.  So we've got borderless networks from where we see managed services, like MPLS, VPNs, connectivity-based services, Ethernet-based services come out of those architectures.  From collaboration we see unified communications, telepresence as the kind of services that are coming out from these kind of architectures.  And from cloud, right.  And when we say cloud we do not just mean data centre services, but we're talking about various kind of cloud services that would be rolled out.

So with all these in mind, we worked along with Tata to see what is it that we could leverage as a base of their managed services, and be able to create newer managed services to be able to deliver value.  You can't have just one managed service and run it for three years and expect money to come out of it.  You have to keep on evolving and you have to be one step ahead of the market.

So Tata and Cisco had worked together and come out with a managed VPN service, because MSCP service co-branded by Cisco and Tata some time back, where we had the MPLS layer two, layer three VPNs.  And this was pretty much a global service.  Tata on their own also had a digital global Ethernet service.  So you had a base platform which was derived between both the companies on which you could raise or come out with newer services.

What we did when we were thinking of this is to this we added the collaboration suite.  We added our call managers, which gave us the possibility of actually coming out with voice-based services, we added conferencing solutions.  And we added to these the endpoints call telepresence.  Telepresence is now ubiquitous.  People are aware of this.  There are multiple endpoints, be this consumer, be this enterprise, be this large enterprise.  And we married all these together to come out with a telepresence service.

Rather than stop there, we went one step ahead of that and Tata, along with Cisco, built out a telepresence exchange or a video exchange which enables it to give B2B services and now puts it truly in a place to roll out telepresence as a service.  And I know Sunil has different acronyms for it so he'll be able to speak on it when he comes here.  But it now actually enables Tata to go across to a customer and says you don't need to invest in everything.  I'll build this as a service for you, whether you want to use it dedicated, whether you want to use it part time, whether you want to use it B2B, B2C, it's up to you.

So here are the three models that we actually kind of worked around to roll it out.  So you've got the managed CPE.  If you just mapped this from a telepresence perspective, this maps to a private enterprise offering, where Tata can roll out into the market and manage, let's say, a customer like Tata Steel and build for it telepresence rooms in different places, manage all the operations for it in the back room, and at the same time, be able to give it the SLAs that you are requiring also.  So that was the managed CPE service.

We took it to a next level also, to the hosted services, which maps, if you look at it, to a public room offering.  So you have a public room offering which can be given either to enterprises or to consumers and raise it out [in the back here].

And the third one which is the process, which is already rolled out but is getting more and more popular, is with the exchange coming in, the TPS service perspective.

Now what is Cisco's role in this whole equation is a question very often tossed at us by various folk, and what does Cisco actually do?  Cisco has multiple models.  And we've evolved those models over the last two years.  Primarily we have been known as equipment manufacturers and equipment sellers. So if you look at the model that we had two years ago when we actually built telepresence along with Tata, we were in the left-hand side of this equation where we would have technology and implementation and management experience, married along with the service provider, where Tata owns and operates the entire telepresence offering and takes it to the market.  So we worked on the first phase along with Tata.

Over the years our risk appetite might be slightly increasing, and we are looking at moving in the next [2Tel increase] and we will work with Tata along that as we go ahead, where we are now beginning to say we might even help operate some of these service.  And the one on the last side is still something that Tata and Cisco are trying to figure out, how we can work along that path.  So that's where Cisco gets in.  It gets in its experience of technology, to do the system delivery, manage the actual project and build a solution which is both scaleable and which can deliver the particular SLAs which are required to roll out in the market.  And then at the end of the day you have to have your commercial models to make sure that this service is a commercially available service.

So if you see what Tata has done over the last two or three years is it's really added value both to itself and to its consumers.  It started off with having a pure, and I don’t know if the first thing is visible, but it's an access provider.  Started off with just a VPN service that it offered on a global perspective.  It built on top of this service by giving, let's say the collaboration telepresence suite of services and it gave it across the spectrum, across the board.  And now, what we're looking at over here is it's now branded that within a vertical-based solution and going after the travel industry, and which Sunil will speak a little bit more.

So this is kind of like the framework that we actually followed to enrich the service.  And we had consultants from Cisco within the IBSC group and the product management within Tata sit together and actually create the service, because in creating the service and thinking it through, there's a fair amount of business analysis that goes through.  For example, a private model for enterprise services is kind of still easy to understand because you're expensing it over the period of time you can build that model.  But when you get into the public suite, you've got to figure out what kind of concurrency, what kind of utilisation factors, what kind of footprint, where do you want these footprints.  So it's quite a complex model that had to be evolved, for which there were a fair amount of working between both teams, fair amount of models that actually got delivered, base of which the decisions were taken to actually have a larger footprint because this service would not work if it had a very small footprint.  It had to have a large footprint.

Having said that it has a large footprint, where do you actually place this footprint?  I'd love to have it in my home town.  You'd love to have it in your home town.  But it has to make sense, right.  So there were various models drawn around, does it make sense having it near where the airline traffic is maximum, where the business flight is a lot?  Based on this, Tata came out with the locations that they wanted to do in a phase-wise manner and we actually ended up rolling it out in that perspective.

So once this was more an envisioned service from a private and public room concept, we had to actually get in, that's where the Cisco engineers and the Tata engineers sat together, designed the entire network so that you could offer the SLAs across a network which is relevant from a video perspective, managed it in such a manner that it should scale ubiquitously so whether you're rolling out 20 rooms now to 100 rooms later on, to let's say 100,000 consumer endpoints, the service and the network still has to scale across the board.  And that is why the engineering aspect of that was critical, which was done by Tata and Cisco service engineers, to develop it and actually roll it out.  

This process would have taken anywhere from a year to a year and a half, I think, to roll it out.  And we rolled it out in phases.  Private rooms went out first.  Public rooms followed.  And now the telepresence exchange, which is the B2B exchange, is underway.

After that, what we do with service providers and Tata, in this case, is we work with them to put marketing machinery as well as sales machinery behind it to see how we can go and make this service a success in the market.  So we have been developing marketing programs to make sure that this service gets the visibility that it needs to be able to actually get it into people's horizons and agendas and see how it goes through and sells.  We've also followed it up with a lot of training in-house as well as externally to make sure that the sales teams are in position to go ahead and sell these services.  So there's a fair amount of activity that we do even from the market and sale perspective.

And so this is just the engagement that we've had with Tata.  I don't want to take a lot of time.  But we worked with them on the MPLS/VPN area.  We signed that off in 2008.  We worked with them on managed security, giving the enterprise customer the faith and the guarantee that these services are clean, clean pipes, managed CPEs, hosted.  And then we got into the telepresence service which we have rolled out.  And the customers have been fairly attracted by the value proposition that they're seeing in the market.  We saw a relatively leaner year during the recession.  But if you look at it in the last six months, we've started seeing traction happen and joint sales happen both from an enterprise perspective and a public room perspective.  So we see the traction happening by way of actual sales in the market and we're looking forward to a lot more that can be done.

With that, I'd like to hand over to Sunil.

Sunil Joshi

Okay.  Thank you, Rahul.  Thank you, Bill.  Thank you NetEvents for having us here this afternoon.  It's always a pleasure to be here and being able to talk about how you can use technology and find market opportunities and be able to leverage those market opportunities to create new paradigms and actually start destroying some old business models that we conventionally know that have existed.

Good afternoon.  My name is Sunil Joshi.  I represent the Tata Communications family.  And we are driven by one vision.  And the vision is to deliver a new world of communications, to advance the leadership of our customers, our customers being service providers, those who are in the audience here, as well as enterprise customers, and some of them may be on the internet watching this program at the same time.

So many of the services we build, we build based on the fact that it has to have applicability.  Also it has to have an effect of some shape or form that enables expansion, growth, scale, something that Rahul talked about from a technology standpoint.  Telepresence is what we're talking about now.  But our journey of telepresence started about three years ago ourselves, and we deployed telepresence for our own selves and therefore started using it.  And we started with about five rooms.

We saw the value of telepresence. First concept was all the people said can we get a return on investment based on all the money we're spending?  And when we looked at the application, the usage of telepresence over a period of time, but more than just the return investment, an era with cutting down on cost became another element that says are we getting more productivity out of our people?  Are we getting faster decision-making in our business?  Are the executives able to collaborate a lot quicker, better, faster?  And therefore for us as a business to react to market change.  And market change is happening a lot, whether we have economic downturns or upswings, or rebounds.  And therefore it becomes imperative for having people be able to converge together without having to wait for weeks or months for those calendars to come together.

So we invested in those private rooms and saw the benefits way beyond a return on investment of any percentage you could see in terms of the value we derive from the business.  But we also found that what we've learnt out of applying it to ourselves, we could actually take it to the market.  And therefore in taking it to market, not in the form of private rooms, but more in terms of public rooms, as Rahul mentioned before, therefore reducing the bars for entry and enabling the people to be able to experience telepresence as it was and it has evolved now.

Our first telepresence public room was launched in July 2008, which is two years ago.  And we knew that the uptake will be slow, but as the hockey stick impact or the  Metcalfe effect kicks in, the ramp will be quite steep.  Having implemented six telepresence rooms in India alone, and also extending it beyond India, we started to see collaboration amongst public rooms happening and people, as in individuals, would use public rooms, but also corporates would start using public rooms.

But we came across an interesting barrier.  You either had a public room, and you could use the public rooms, or you had your own private rooms and you used those.  But they weren't connecting.  So the third leg of that strategy was to ensure that those two are able to communicate.  So therefore the leverage and the value that one can then derive through a global meeting exchange enables enterprises to be able to have a private room for themselves but reach out to a set of public rooms that are available in the market.

Now the rollout of the public rooms I'll take you through in a couple of slides.  But it was certainly an interesting shift that then occurred because all of a sudden the barriers for entry dropped.  But one other thing we also embarked upon was building a global carrier-grade global meeting exchange capability which then enabled service providers to look at this as a global infrastructure, as we do with our cable subsystems and other services that we serve our service providers with, and enabling them to come into the network itself, and therefore leveraging some of the investments already made, reducing the need for them to invest a lot of money, but things like the benefits that service providers derived was faster to market.  

So it’s a new product line that they could take to their respective markets and certainly leverage some of the global presence.  Quicker access to technology because you don't have to reinvent the wheel.  You're actually piggy-backing on investments as well as infrastructure that have done the two years or one and a half years of stabilisation to build a global carrier-grade capability and, for enterprise customers, deeper popularity within various geographies. So in a way it started to serve both the enterprise customers because it gave them a much bigger and easier choice and it started to enable the service providers to create new product lines, new service lines that they could then take to their respective customers and hence grow their own business.

So far in the public room story, we have, as of now, rolled out 13 public rooms.  There are six in India, in the major towns of Mumbai, Delhi, that's the NTR region, Bangalore, Hyderabad, Chennai, and we have public rooms in Boston, London, as well as Johannesburg, with Neotel, PLDT in Manila, and a couple more others.  But by the end of May we will have about 17 rooms rolled out across the world, which will be some other locations out of the US.  And by the end of summer we will have about 20 public rooms around the world.  And the July rollout schedule is more to cover some of the European locations, like Paris, etc.

And as you look at the rollout plan that we have, don't worry about the colour combinations and what that means, but the message here is that we see an opportunity, an opportunity to break paradigms.  Paradigms that say I need to keep everybody on my network and therefore I'll be able to grow with all the users on my network, but by enabling our network and bringing down the barriers for entry, whether it is service providers or enterprise customers, to be able to leverage the value of collaboration and being able to communicate using a technology like telepresence and the real fun and the exciting part kicks in, is how you deploy that technology as a service into the markets, whether it's a local or a domestic market that a service provider may serve, or an enterprise market that they cover their entire global presence with.

All of this is backed by a managed service underlying.  Our partners in technology are certainly Cisco, but we have built and augmented a full suite of managed service.  But the key underlying theme is one of modularity and second of flexibility and a third of partnerships.  So as we have worked with Cisco as the technology partner, on top of that we have ensured that every service that we have deployed is modular.  So we do not expect all customers to take the entire suite or ensure that that's the only option they have.  They have an option to look at the entire suite of services, from a 24-by-7 concierge service down to reporting, using any mechanism of contact, i.e. fax or email or voice, to just a piece of any one of these services that they believe is what they need to get a service up and running, dependent upon the needs of  their customers or their own business opportunity that they see.

I mentioned about the technology partner.  Now when we assessed the various technologies and we did work with Cisco quite closely as a technology partner, but all the service ramp that was built is engineering and worked predominantly by Tata Communications.  And therefore being able to take the technology, put the service there and offer that as a service to the end customers, and end customers being service providers or enterprise.

Again, marketing and making such a technology pervasive requires awareness to be built, and therefore the marketing engine has to work over time.  Many people want to understand what video conferencing is because they have used it for years, albeit sometimes we needed a rocket scientist to make video conference work.  But it's certainly evolved over the years and now it's a lot more easier.  But when you have to explain to somebody how will a telepresence infrastructure work, it's almost in the context of video conferencing on steroids.  But even that does not help somebody relate to the telepresence infrastructure.  

So some things that we're doing, for example, is in the Shanghai World Expo, working with Cisco, they've set up a few rooms and we're opening up the global telepresence public rooms to enable families in Beijing to be able to reach out to their families in places like Toronto.  And actually they may not have met for years or months and at least give them an opportunity to come, use the technology, see how it's working, and experience the telepresence effect and what it would have in terms of long distance collaboration communications.

I am sure there are many people in the audience here, and those watching on the internet, would have travelled long distances or 15 to 20-hour flights for possibly a half a day meeting, but those are quite essential for us to have as well.  This capability gives an alternate option.  And those alternate options are now being made available, we're not saying telepresence will take away the need for people to travel, but it certainly presents and alternate choice to users to see how best we can leverage, whether it's on a year ago in Cisco Live, for those who were there.  We also helped demonstrate telepresence connected onto our network to talk to a telepresence in AT&T's network and BT's network and that was at Cisco Live forum.

I mentioned one of the themes has been partnerships.  We talked about technology partnerships with Cisco, but also to build the ecosystem of a telepresence capability that has the Metcalfe  effect, we entered into a partnership with Starwood Hotels.  And they have roughly about 1,000 properties across 100 countries around the world.  And certainly they're in the hospitality business. We know chains like Sheraton or Western, etc., are part of this group.  And as we entered into the partnership, it is to roll public rooms out in their facilities around the world to enable public rooms to be set up.  And certainly our role was to enable them to have the infrastructure, create the right set-ups and ensure that the marketing engine is then supported to ensure the customers know about the capability.  

So that gave us access into many other cities. And some of those are the ones I talked about before.  But that's just on the real estate side.  But we've also entered into partnerships with the travel management companies, like American Express and Carlson Wagonlit.  Now they serve many of the Fortune 100 or 500 customers around the world to do what was otherwise called as a ticketing option and I will book your flight options for you, depending on if you would like to go from A to B. 

Currently we're working with them to also option an alternative that says if you'd like to go from A to B, and it's short, would you also like to look at another option, which gives you a choice and gives them a choice of an added service into their service suite and certainly broaden the capability that they were otherwise offering and support the customers into today's world of how can I help you manage your costs better?  And there are other technologies that are now available.  And therefore we're creating new business models, if you like, that enables organisations like these to be able to offer an additional product line or a service line to the customers that they serve.

So it's a revolution in evolution.  And when we look at it, as I explained earlier, to keep it a bit simple, one can look at using the public room infrastructure without actually having the need to buy.  And that you can use on a per-hour basis and it's pay as you use, as any customer would be able to go ahead.  And it connects into the Tata Communications network.  And therefore it's a low cost of usage, it's pay as you use, it brings down the barriers.

So as the experience enhances, and it's all about a seamless user experience and the usage it enhances, customers can then look at investing themselves, which comes to step two.  So one may look at having a private room of themselves, dependent on where a big part of their collaboration needs are.  For example, in this I've just put New York and Tokyo as two front rooms, but they connect also to the spread of public rooms that are available.  So with one or two rooms I also have access to the entire suite of public rooms that are around the world.  And therefore dropping the cost for entry or otherwise, I would have to look at maybe five, six, seven or 10 rooms.

For example, a customer like Cisco who has the technology, I can't keep track of the number of rooms we have, but last count was about 715 rooms around the world, and it keeps increasing.  But Cisco has deployed that many number of rooms around the world for themselves.  Now, having that number is certainly quite pervasive.  But also if they had access to the public rooms, it ensures that they can actually have a better spread and leverage the rooms, and Cisco actually allows public usage of some of the rooms as well.

The third leg is when you take your public rooms and add a private room and then you leverage the travel management companies, like American Express and Carlson Wagonlit, it gives choice, choice to see which option is best for me and my employees and staff to be able to enable my business to continue.  So during the natural events like the ash cloud, we found a significant usage of telepresence, especially the London room, during that period of time because people could not travel.  And in order to ensure that the business continues to run, they went for alternate technologies, some of them being the core voice and audio conferencing that was talked about earlier, but also telepresence where you need human interaction and almost like being there, almost being there type of environment.

Then, on top of that, you say well what if I have an ecosystem of customers and suppliers?  And my customers may not necessarily be on a Tata Communications network, and neither would my supplier be on a Tata Communications network.  So therefore we have enabled the global meeting exchange, as I mentioned earlier, carrier grade, and therefore connecting other service providers to our clouds.

Now we have implemented three meeting exchanges in our network.  One in the US, one in Europe and one in Asia, which is based out of India.  Now we're the only organisation to have implemented three meeting exchanges in the cloud globally right now, which says two years ago our public room strategy started, nine months ago our global meeting exchange journey evolved.  

And now we're at a point where we can take this technology and the learnings that we have of deploying this technology and offer that as a service, or a white label service, to service providers who would like to say I am not one of the few around the world who will be implementing a global meeting exchange.  But I see an opportunity for my enterprise customers in my local market.  And therefore I would like to have an opportunity to be able to connect to that as we have enabled PLDT and worked with them from Manila to connect and invest in one room, but get access to all of the other rooms that have been deployed around the world, therefore making it easier for service providers to leverage a technology that's already up and running, reduce the risk of entry, quicker product to market, and certainly enable faster decision-making for the markets that you serve.

All of that then connects into something that we've talked about earlier,  many investments have been made by customers in video conferencing technologies.  And obviously people don't want to junk those technologies away.  So we've built a capability to have the video conference endpoints and provide a managed service for the video conferencing endpoints for our customers and connect them into the telepresence exchange, therefore creating an environment that says it's seamless, there's a 24-by-7 support and it's a managed service.

Now, again, it's modular and we do not expect every customer to say I will go end to end and work with you on it, because they have capabilities, they have requirements.  Some IT departments are strong and therefore they have their own capability.  What we are also giving is the freedom of choice as an alternate to say you can pick and choose any option you like.  You can white label it as a service provider, take the elements that you believe are necessary for you to grow your business and your markets and leverage what we have built and the experience that we've had over two to three years of this journey.  And what we have seen is as an enormous uptake in terms of interest levels, as well as deployment of telepresence rooms around the world.  Now when you have this infrastructure available, then you can start leveraging the whole Metcalfe effect that kicks in and therefore for businesses to be able to collaborate and communicate a lot better.

Is it about cost of investments and return on investments? The answer is yes.  But if I ask anybody in the audience, would you be able to put a price tag on one hour of your time that you would spend in a plane or waiting at the airport, and would any organisation be able to take that into a business? Those are harder things to try to pin down.  But I think many of the decisions do come in to say it is something that is meaningful.  It is something that will create value.  It is something that will break some paradigms of keeping everything and keeping control, but open it.  And once you open it up, you will find that the ramp-up and the hockey stick impact will have its necessary impact.

The applications of such an infrastructure are immense.  They go from internal board meetings, which are now done, which we do ourselves on telepresence now, therefore reducing the need for a lot of travel to occur, to personal meetings where people cannot travel but still want to be connected with their loved ones.  And therefore the public rooms create an interesting option for families to start reuniting.  But therefore the applicability of such a technology is vast.  And then it depends on how each service provider can take that and create more value for their own customers in their own market.

That's it from me at the moment.  I will now pass it back to Bill.  Thank you.

Unidentified Speaker

I would say, before Bill gets up, that we have had a question from [Ujal Bomik] in India who asks just how widely is telepresence really being used in the enterprise?  So that's from one of our online questioners.

Sunil Joshi

That's a good question.  The usage of telepresence ramps up over time.  For us right now, internally, if I can give that as an example, our utilisation is about 75%.  We often find it very hard to get time now to book on almost a 20-hour window because our business is spread in Asia, Europe as well as US, and those timeslots are also not - there's only a few hours in the peak demand, but outside of those it's about 75% is our own utilisation.

Now it varies from organisation.  And I think Cisco, with the 700 rooms they have, well you can probably share some of your experiences.

Rahul Ambegaoker

Absolutely.  Just a couple of points.  We found out that we've gone from having one telepresence room at each place to having multiple telepresence rooms at each place.  And people have actually said that has increased the capacity utilisation, because now that there is more possibility of getting a telepresence room, people are saying yes, it's viable to try and book that room.  And our utilisation is going well over 50% to 60% now.  We'll have to check.

But there was another interesting thing that actually came out, and I don't know if this is part of the question, but how many people are actually utilising telepresence?  One of the first things people think about is cost reduction and reducing travel, and hence one would assume that recession would have fuelled telepresence.  An interesting observation is telepresence pick-up after recession has been much faster and much higher and we are seeing much more traction, leading one to believe that cost reduction need not be the primary factor for actually taking this technology up.

Bill Rojas

I think I would like to kick things off by asking a couple of questions to our distinguished panel.  The first one is could you talk a little bit, Sunil and Rahul, about the business case when you would, say, approach a group like Starwood?  How do you present the business case?  Is it based on utilisation?  What are the benchmarks that you encapsulate the sales pitch?

Sunil Joshi

Okay.  With partners that we've tried to work with in the market, it's certainly about putting ourselves in their shoes and saying if I had the real estate, how best could I leverage it and how well could I get a return on that investment, and would I have enough people using it and therefore getting a return on the investment, or managing the opportunity lost if I can and therefore work through it.

Our first public room rollout was with the Taj Group of Hotels, India Hotels, as they're called.  And we rolled those rooms out in the four cities.  Along with that, we had partners in the shape of CII, which is Confederation of Indian Industries.  So those two combined is where we have the India public rooms rolled out.

It helped us establish the business case and the models to work, the utilization that's required, and therefore the factor to draw people in to be able to use it and create entry points.  And some of the entry point dynamics one has to work with as well, you have public video conferencing facilities as well and at what price point and what return one would work the telepresence return on investments for.  So when we built our business case it was based on an assessment of what's the market, what's the price that the market would bid for an hourly usage.  And obviously the markets vary between what would somebody pay in India versus Europe and US and dependent on travel distances, and the utilization rate one would require to break even.  And after breaking even how would you be able to leverage it so that you can actually justify future investments.

Rahul, is there anything else you want to add?

Rahul Ambegaoker

I think Sunil you've covered most of it.  And there was a huge amount of details actually, Excel sheet modelling that went behind that to figure out -- and it's complex right.  Because when you have a single room to a single room it's a straightforward utilization that you can just map out.   But if you have multiple rooms talking to multiple rooms, you have to add to it the effect added by GMX or the global xxchange where you will now have other carriers also talking to Tata Com and they have multiple rooms out there.

So it was a pretty exhaustive exercise that was carried on before actually these things went (inaudible).

Bill Rojas

What about the communication costs needed if you were to build a large network of 50, 100 or a few hundred?  Do you see -- in the case of Tata obviously you would want to do this on your network.  But suppose that you didn't have the benefit of owning a network, would communications costs become an inhibiting factor?

Sunil Joshi

Initially it was, when it was point to point or [many] private rooms being connected.  And that was three years ago though.  And the technology and the capability we now have has evolved where the bandwidth needed to connect to the cloud that we've now architected, reduces that cost eventually.  And therefore while you do need a separate network for telepresence, you can use that same telepresence network for other business [inaudible].   And certainly that's adding on to the ability to leverage existing investments in network but also making it easy to have entry points.  

So by having a GMX in the US and one in Europe and one in India, doesn't require somebody to have a long line into another geography and therefore helps them get more efficiency in their investments because the architecture that we have put in place now enables customers to have a lower entry point in network services.

Bill Rojas

The next question is for Rahul, then I'm going to open to the floor.  What kinds of tools -- you mentioned I think that you have 700 rooms inside Cisco.  Is there a way to manage the 700 rooms like you would a NOC centre?  Are there the tools that look at utilization and connection problems?  We think that that would be very useful for the carriers.

Rahul Ambegaoker

Absolutely.  So managing 700 rooms can be chaos, if not managed right.  And we actually did this internal to Cisco.  Cisco has a philosophy, first eat your own dog food and then try to go out and sell it.  So that's the same thing that we followed here.  
We first built out the number of rooms, had a mix of Cisco internal IT and our Advanced Services organisations actually manage this NOC.  And then once we figured out that we've actually understood the effect it has -- the video has on the traffic and how do you manage this traffic, the SLAs, how do you manage the last mile access, how do you manage that, we've actually made that into a commercial offering called CROS.  And with that as an offering we've been talking to multiple people and we are even in talks with Tata, as to how we can leverage that to be able to give you the scalability as you grow.  
And I think that is one of the huge applications that we're looking at because you've seen what iPhone did to AT&T.  Similarly once telepresence actually starts going up, the hockey stick as Sunil said, we're yet to figure out what will actually happen to your traffic and to your network.  And to make sure that we have the right set of parameters and the right set of people looking across it we've come out with the servers which we've taken to the market now.

Bill Rojas

Great.  I'd like to open it up to the floor.  But before I do that I'm going to give you an idea.  
I was in JFK Airport on an overlay six, seven hours and I was thinking boy, I wish I had something to do, besides fiddling with my phone.  Then it occurred to me for international travellers, most people are members of the lounges.  Wouldn't it be nice to have a TP service there?  And I think people would pay for it because you could actually do something while you're waiting for, just to find out if the flight's been delayed again.  So I'll just float that out.  And it's close to the hotels so it could an interesting idea.
Sunil Joshi

Can I answer that Bill?  There are people who have thought that through.  And we are actually in discussions with -- they call it the Airtropolis so everything around the airport, the hotels and the infrastructure, how can -- and their intent is how to keep their customers in that area and therefore maximise on their presence.  
Some global customers in the financial services area have built private telepresence rooms in the airtropolises and they use it for themselves because the utilization is quite high.  But there are certain discussions and certain organisations looking at how can they leverage the infrastructure they have built to have telepresence type facilities to ensure that that utilization occurs now.  One can also think of it as, if I have to get to the airport, might as well fly.  But it's the part from thereon.   It's not at the airport, it's at the Airtropolis.  And therefore it's sometimes people just come into the airport and go into the Airtropolis, do the telepresence and out they go.
Bill Rojas

Right.

Sunil Joshi

So you avoid the city travel sometimes, which in areas like Europe where travel within Europe is an hour or thereabouts and therefore for you to get to the airport is easy.  Sometimes it's getting from Heathrow to somewhere else, it takes a longer time.

Bill Rojas

Okay.  I'd like to open it up now to the floor.  Please identify yourself.

Uday Pai - India Telecom News
I'm Uday from India.  My question is about Asia.  
The majority of businesses in Asia are small and medium.  The cost of UC, unified communication or whatever is still a barrier for them.  This couples with poor infrastructure, lower bandwidth, no quality Internet.  So the projections made here about telepresence, videoconferencing and UC, don't you think it's a bit optimistic, over-optimistic? 
My second question is what would be the future of standalone videoconferencing providers?
Sunil Joshi
This is where you shift the hard question to somebody else.

Rahul Ambegaoker

So let me take the UC question first.  And India is the market and let me first talk from an Indian perspective, which is extremely cost sensitive and price sensitive.  So does UC as a technology [India is expected to take up].  
We've done some analysis over the past couple of years and we've found out that if you look at one indicator of UC, let's say a Cisco IP phone, we've found that by way of number of lines of IP phones that have been shipping, we have outstripped TDM phones that are being shipped in the area, from the organized sector of [inaudible] access.  So the UC growth and demand has been pretty large in the last couple of years and we've pretty much been number one in that.  
And the whole issue of course is getting the right price point and getting the right model to go to the market.  And in that is exactly where the Managed Service makes a difference.  So if you give an IP phone and you say here's the IP phone and you buy it outright maybe he might not.  But you couple it along with a service provider and say here's what I'm going to charge you per month, it'll actually work.  And though TDM-centrics never took it on, we've started deploying pilots within India and we're seeing IP-centrics as a facility.  We have already started seeing people getting extremely interested in this.

So just to answer the question, though it is a price sensitive market it has the opportunity to manage it if the price points are right and the model to go to the customer is correct.  And that is where the service provider and the vendor alliance is actually crucial in exploding that particular market and that's where we're working together.  So that was on the UC part of it.

Even from a videoconferencing and a telepresence perspective, telepresence has multiple end points starting out from three large screens to a single screen.  So you have the flexibility to determine what your usage pattern and what your requirement is and be able to map it.  

Whether it will become as pervasive as UC will become, it'll take a little bit more time.  But we're seeing there's a thrust to try and eventually put telepresence down to the consumer.  And John Chambers who's the CEO of Cisco announced that he will come out with consumer TP by the year 2011 and just from a price modelling perspective he wants to model it around the same cost of an LCD TV.  So just to answer the UC part of it.

Sunil Joshi

Okay, I'll make a couple of comments on that.  The infrastructure in emerging economies, which obviously we have quite a few in Asia, is growing.  And therefore on the back of that the broadband growth is certainly following closely behind.  Internet and Internet connectivity and having video over Internet and video over the Internet is certainly driving a lot of the big bandwidth growth that we're seeing, whether it's leveraging YouTube or any other capability or even just pure Skype communications on webcams which is at its -- call it the crudest form.

But when you get into business grade collaboration and communication services that's where there is a need to have an infrastructure that'll support it.  But as Rahul mentioned it's how do you reduce the barrier for SMEs, who necessarily may not have the capital to invest or the IT teams to support them because it is still technology and how to leverage it.  And that's where the public capability does come in.  
Now the public rooms and the price points and the usage certainly will help, but also you have public videoconferencing facilities as well.  And there are organisations in emerging economies that have seen that opportunity and built and mushroomed a lot of videoconferencing centres around the geographies.  That enables people to collaborate.  
Now when one looks at how they're actually used, you'll find there's almost a grading that the people that use telepresence and can afford it and the businesses can afford it are X and then you have audio conferencing at the other end and obviously video in between.  All three have a role to play.  And all three will ensure that there are elements in the markets depending on the price points one can afford as well the need one has and therefore will ensure that all three do exist.  
The challenge for organisations like us is how to do you make it seamless and how do you make sure it's ubiquitous such that any customer can reach out to whichever type of technology they'd like to use.  And the whole GMX capability combined with videoconferencing combined with others and UC being one of these, enable that to occur.  
So in my opinion, certainly video conferencing stays, especially in emerging markets which are quite price sensitive.  But telepresence will create a new niche, a new area for people to interact.  And talking about India, certain telepresence rooms are being rolled out for matrimonial applications.  And that also does work for people and they will pay for them as opposed to having the whole family fly somewhere else to go say hello.  Uday, does that answer your question?

Uday Pai
Yes.  [microphone inaccessible].  So the market of IP phone, it can be a fancy purchase.

Rahul Ambegaoker

Okay.  So let's look at it in two ways and that's a fair point.  What I am talking about are figures which are the sales figures of the year before so they are pretty much there in black and white.  
Apart from that IP phones will work if you look at it from an SME sector.  Right now they are working on terrestrial lines or land lines.  That's what they're working on.  And this is between the SME and the enterprise segment.  
Where the question that you raised about the spectrum and the 3G and the BWA, this is something that has yet to start though we've seen EVDO services really take off with both Tata and Reliance maxing out EVDO subscribers.  And if you analyse the traffic that they have done, they have done over -- within I would say between both companies, they've done over 1 million worth of EVDO cards out there in the market.  Now with 3G HSPA licenses coming out and the BWA coming out, right now it is a guesstimate.  Your estimate and my estimate would possibly be the same or different, but we expect the data services to ramp up much higher.  
Having said that would these IP phones ride back on these data services is something that IP phones on these [inaudible], that will take time.  I'm not saying that's immediate.  The opportunity more at hand would more from an SME and an enterprise perspective.

Bill Rojas

I'd like to add a comment.  
Looking at the wireless access market and particularly what's happening in India right now with the licenses and the fact that there are some 6 million SMEs in India, that's a very large number of SMEs and that the fixed line broadband penetration is less than 1% -- it's actually less than 0.5% in India, you come to the conclusion that whether it's consumer or business or SME or -- large enterprise we'll put on the side, because you'll have fibre access.  But for the rest of the industry and consumers, whatever is going to happen is going to be wireless access.  
And so what I believe is going to happen here is that when Sunil talked about the number of rooms that they have built or centres that they have built, you can maybe think of those as mega visual collaboration [POPs].  And what's going to happen as the iPhones and other applications -- because another key trend to remember is the smartphone prices are coming down.  And I think most analysts believe, most industry experts believe that we're looking at $150 or under smartphones coming out in the next year, year and a half, touch screen, good screens.  Cisco has already announced a WebEx product for iPhones and for the BlackBerry I believe.  I saw a demo a few weeks ago.  
So I believe what's going to happen is that more and more of the visual collaboration -- you can think of TP as the high end of this.  But the lower end of it is going to come to the wireless space and you're going to see on iPhones, you're going to see it on Nokias and BlackBerrys.  Companies like Cisco will have products like WebEx to help manage this.  And communications companies like Tata will find -- Tata is a big player.  I think Tata is also bidding for the BWA licenses as well.  So if Tata wins for example that 2.3 gigahertz spectrum, you can be rest assured they're going to look at this business case that says instead of offering cheap voice or just flat rate data, let's offer premium data for SMEs.

And I believe that's going to be the big opportunity in not just India.  We've seen it already early on with WiMAX in Bangladesh as well as Pakistan.  And we think we're going to see the same phenomenon in the Philippines as well as the WiMAX networks roll out.  
So I think it's actually all very exciting.  And the nice thing about visual collaboration is it does allow the carriers to put a premium to some of this data as opposed to just somebody downloading stuff off the Internet with no value.  So I believe that this will help actually and build a business case for the wireless broadband service.

Angus Robertson - Spirent Communications
Angus from Spirent.

In terms of adoption within the enterprise it seems like there would have to be a pretty significant behaviour change in terms of how people interact with their colleagues and customers, which in turn I'm guessing would require some kind of executive mandate or policy change.   Does Tata and Cisco have any best practices or recommendations for enterprises in terms of explaining to their employees when to travel and when to use telepresence?

Sunil Joshi

It's almost like -- and I'll say it in a different way.  But work/life balance is something that every enterprise, corporate, big or small is trying to manage and it's not just being driven down to the people.  The people themselves are saying are there tools that I can use to have a better work/life balance or be able to spend more time closer to where I live versus travelling all over.  That itself is driving traction.  
And what we've seen is that people would rather prefer to have three half day sessions of TP than travel the 15 or 10 hours and get the jet lag for free and try to recover from it.  That's a general comment.  But there are some people on the other end of the spectrum who say I like my frequent flyer points, I want to use those.  
So I think in almost every enterprise what we've found is that the executives within the enterprise will quickly gravitate to technologies like TP because more for the sake of not travel but faster decision making, quicker response times to market scenarios.  And for our rooms, we have now over 11 rooms now, our own private rooms around the world.  We've noticed that our CEO and MD did not travel for a year to the US because we were able to manage everybody within an infrastructure that allowed us to continue to do business.  
It doesn't take away the need for travel totally.  But it certainly leads one person to assess what's the right thing for me to do to balance what how efficient I can be and how I can leverage my time better.  
Now when you have technologies which are high end telepresence, videoconferencing, audio conferencing and WebEx, it's then that's where you're apply the context of the more you have that as a primary function and then do the others and for us that worked.  And then we left it for people to work out what's the best way.  And often we've found that the winner's always been I want a bit of work/life and therefore I wish I could travel less and that automatically gave us the desired result.

Rahul Ambegaoker 
Let me just add a couple of points to add.  We had a very simple executive management when we actually came out with the concept to kick start that.  And that was a simple mandate, cut all travel expenses by 20%.  We just forced everybody to telepresence right.  So that was right at the start when it was new and people were wondering.  

Then it's been work/life balance.  And a lot of people would even come in the middle of the night, let's say in Asia, I'll work and this was across Singapore, Hong Kong and India, I'll work across a shift from 12 o'clock at night to 3 a.m. in the mornings for meetings with US rather than travel.

Second we've seen more and more the cut down in or more adoption of telepresence has started off initially by internal meetings.  A lot of internal meetings typically gravitate towards telepresence much faster.  External meetings still take a bit of time because people still want to go out and have a handshake with the customers.  But we are seeing that too move slowly back into telepresence.  So the early adopters have been more internal meetings and that's driven the behaviour.

Sunil Joshi

And the last thing that was of interest Angus was the green part of it.  Because to the corporate world the value that telepresence and the collaborative technologies provide in reducing greenhouse gas emission etc. for them was also important.  And we're seeing a lot more awareness among enterprises around the world to be able to use infrastructure technologies like this for serving their green needs or directions.

Camille Mendler - Yankee Group

Camille Mendler with Yankee Group.  I've got a question for Sunil primarily.  
It goes back to what you were talking about regarding the white labelling of this service for other service providers.  Now I know that Tata is a leading global wholesaler but you have a fast growing enterprise business and you represent that business.  And I'm just wondering if this kind of 21st century wholesale service that you're talking about is something that -- you're not going to be selling that into the people who buy minutes and bandwidth in the telco.  And I'm wondering if one of the reasons that you're talking about this service from the enterprise side is that you're addressing the telco in a different way as well as another enterprise vertical for certain services.  Am I getting that right?  
So I'd just like to know to who within the telco you would sell that type of proposition.

Sunil Joshi

Okay.  So if we looked at PLDT as one of our partners for example, we had a lot of our enterprise customers who were expanding into Philippines especially those that were contact centres and they were building contact centres in the Philippines which is a big market.  Also Philippines has the ability of early adoption of technology and much quicker and faster as well, being the texting hub of the world.  
So when we started working with the executives in PLDT, there was an opportunity that they saw that would enable them to create a new product, not necessarily minutes and bandwidth etc. which they anyway sell but also create a new product for their local market but also enable the enterprise customers on the other side.  The enterprise business that we have benefits because you get deeper capillarity into geographies which you would otherwise not be present in.  
Similarly as we went into South Africa, which is an emerging market and certainly managed services and emerging markets are two of our strategic drivers -- it enables us to provide access to many of our large enterprise customers with another option of a telepresence capability through Neotel, albeit we have a controlling interest in Neotel, but certainly access to South Africa or Johannesburg as a market.  Customers found that of value.  So it did benefit the enterprise business that we have.  But it also benefited the service providers because they were able to get up with a service much quicker and faster.

Camille Mendler
And so is it the CFO that you were dealing with, the Chief Financial Officer, the Chief Technology Officer and perhaps Cisco helped you with some of that.  Rahul might comment as well.  It wasn't the wholesale division was it?

Sunil Joshi

No, it was the executives within.  And so in certain areas it's the executive for business development responsible for the geography.  Or in certain cases it's the CEO who finds a market opportunity and then assigns people within the respective teams to be able to lead, give it shape, do the business case, spreadsheet, make the numbers match and then run it through their Board approval process and create a new offering.  So it varies from organisation to organization.  Sometimes it's the wholesale people are the people that we reach out to.  And many a times, even service providers looking at product to market and it does sometimes take 12 to 18 months to bring a product out to market.  Our own white labelling and partnership and it's a very strong focus we have within our wholesale business as an enabler to have people leverage what we have built, whether it's in the form of a telepresence capability or a security capability or others that we have built and have been being able to serve their markets with capabilities already existing.  And they can brand it as their own and therefore we will not necessarily have a name on that.  Now all of a sudden it's a revenue opportunity for people to leverage off of.

Now the back end inter-carrier connectivity, inter-carrier billing, all of that we have already sorted out.  And the concierge service that we have, all that can easily be leveraged by a partnership, if they choose that as the model.

Liz Tay - iT News
Hi, I'm Liz Tay from iT News Australia.  We heard from Cisco that the more telepresence locations, the more offices you deployed the higher the utilization.  So this is a question for Tata.  Would your public rooms be able to be work with Cisco rooms and would these work with public rooms deployed by other service providers and vendors as well?

Sunil Joshi

The short answer is yes and yes.  A little longer answer would be certainly the ability for having -- we've right now connected, for example with Santa Clara.  Cisco has an office.  It's a public room that Cisco runs.  We've connected into the global meeting exchange that we have.  So you can leverage any of the other 13, 12 public rooms that we have and utilise that service and it's managed by a concierge service, so it's 24/7 support.

If a customer is on another service provider's network, they can connect into our GMX, so therefore what we call as global meeting alliance.  Even if they don't have a GMX it doesn't matter.  They can just straight on connect into any one of our three global meeting exchanges and therefore connect into our cloud service.  
If they have a service provider that is one of the few that has one GMX already installed, then we can enable a GMX to GMX connectivity to occur, which is what we demonstrated in Cisco Live a year ago.  
So the options do exist and that's why we said it's flexible and it's modular.  And it enables people to leverage the capability depending upon their business needs.  And Sydney has a public telepresence room in Sheraton on the Park.  It was rolled out about a month ago.

Bill Rojas

I think we will end the session.  Thank you very much Sunil and Rahul.

Sunil Joshi

Thank you Bill.

[End]
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