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OUR VISION

IN THE NETWORKED SOCIETY

ARE NETWORKED FOR THE GROWTH OF
SOCIETY, LIFE AND BUSINESS.
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NETWORKED SOCIETY BRINGS NEW
BUSINESS OPPORTUNITIES

Addressing Industries
Traffic systems, Automotive
Transport and logictics
Utilities — smart grid
Security — connected buildings
Home appliances

Medical automation, Remote
healthcare

ATM, Point of sale, Vending

Critical infrastructures
Monitoring and control /
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Connected Devices Worldwide
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M2M .
Consumer Electronics (" More devices per person )

PCs W eBook readers, Music players, DVD
Fixed phones /1P phones 1 ooy ers Gaming devices, Cameras,
j Mobile phones Home appliances, In-vehicle
2007 2010 2014 2020 \ entertainment etc.
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New telecom cycle: 10x devices, 10x industries

Source: Ericsson
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BEFORE MOVING ON
THREE IMPORTANT LEARNING'S

\\

M2M adoption is driven by value
creation, not technology

Understanding the customers’ need is
key to value creation

We must think differently about how we
engage in M2M

- ____J ___J____)
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MAIN STRATEGIC
DeCISIONS TO BE TAKEN
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Value chain Business Channels
role models to market

Dedicated

e Platform
organization

Partnership Application Operator
framework program Alliances
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VALUE PER SIM
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Enabler Provider

Connectivity Management Provider

Basic Connectivity Provider

VOLUME OF SIMS

VALUE PER SIM
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VOLUME OF SIMS
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IT 1S MORe THAN JUST A
PLATFORM

INCREASE REVENUES REDUCE COSTS BUSINESS MODEL

88 (B8 &

» Maximize revenue growth > Processes & organization » Market entry strategy

\\

» Speed-up time to market » Improve process efficiency > Value chain role

» Right service mix » Operating efficiently » Build partnerships
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TOUGH END-TO-END —
REQUIREMENTS -
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Global coverage
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End-to-end integration
Dedicated support
Business Critical Comm.
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e Penalties on failure W %
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Re-provisonable SIM
DEVICE & Telecom grade SLA:s / END USER /
APPLICATION ~. Seli-seryge portals P ENTERPRISE

Exposure of APl:s
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ERICSSON 1S SHAPING THE £
NeTWORKeD SOCIeTY
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Stovepipes Migration to cloud
Dedicated devices Multi-purpose device
Proprietary solutions Standardization

In-house IT Web paradigm
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JOIN THE CONVERSATION

Ericsson.com/networkedsociety
Facebook.com/ericssonlatinamerica

Twitter.com/ericssonlatam

YouTube.com/ericsson
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