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EXECUTIVE SPOTLIGHT
Tiscali’s New Satellite Services. What’'s Up?

I|nterview with Tiscali’s Senior VP, Mario Mariani

iscali wascreated in 1998 in

thewakeof Italy’ stelecom
deregulation asaregional phone
company. It hassincegreatly
expanded asan | SP after entering
thestock market and raising
capital to consolidate other 1 SPs
such asNetherlands World Online
International and France sLiberty
Surf pan-European services. It now
hasover 7v2million customers, half
a million of them broadband users.

MarioMariani joined Tiscali five
year sago and now headsup the
company’ sglobal business
direction. Prior tothat hehad
worked invariousmedia
communicationsR& Droles
includingVideoOnLine, Italy’s
first national | SP, which waslater
acquired by Telecom Italia. Itisfor
thisreason we expected some

inter esting answer sto our
guestionsabout Tiscali’ sview on
thefutureof satdlitebroadband.
Welearned that therehavebeen
many twistsand turnsalongthe
way, with much moreinnovationto
come. Though futureposesits
challengesfor satellite, hugeniche
marketsremain attractivebusiness
opportunities, not unlike, for
instance, the power ful place Apple
Computer holdsin thewor|d of
personal computers. Mariani spoke
to SatM agazine cor respondent
Howard Greenfield, excerpts.

HG (Howard Greenfidd): What has
been your experience introducing a
pan-European satellite broadband
service?
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MM (MarioMariani): Tiscai has
introduced satellite based Internet
access products back in 2001. Asa
group we have a pan-European
strategy, operating in 14 European
countries, that's why we have been
delivering satellite offeringsin most
of our main markets. Thisyear, we
have added hybrid services to our
traditional 2-way servicesto target
more aggressively residential
customers and, in general, to deliver
broadband in areas where terrestria
technologies are not available.

HG: What arethedriving
application forces?

MM Our approachissimple: to
deliver abroadband experienceto
residential and business customers
out of reach of ADSL and cable. In
this sense, we feel that any
application that is enhanced by a
high speed, always on connection
isin principle appropriatefor our
services. However, we also haveto
cope with atechnology, satellite
transmission, that has afew
characteristicsthat may limit some
specific usage. For examplewe
discouragereal time applications
such as gaming or teleconferencing
over the internet.

HG: What strategieswork, and
what can the rest of the world learn
from Tiscali’s experiences?

MM: Weusetwo different
marketing approaches that are
complementary to each other. The
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MarioMariani

first oneisto benefit from the
communication and promotion we
havefrom our traditional ADSL
products proposing an alternative
satellite product whenever ADSL is
not available; this allows us to
deliver broadband everywhere in the
countrieswhere we are present. The
second approach is to target the
niche markets created by the uneven
coverage of ADSL and Cablewith
specific initiatives and agreements;
thiscommercial policy hasledto
successful achievementsin rura
areas and with specific vertical
targets.

HG: What percentage of Tiscali
service offeringsisterrestrial-
based, and what percent satellite-
based?

MM Satelliterepresentsasmall part
of our business, addressing only a
niche of thetotal market. The service
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isstill moreexpensivethan asimilar
ADSL service and has some
technology barrier in the awareness
of the customers that are just now
beginning to disappear in the case
of ADSL dueto mass
communication. However, we
believethereisamarket for these
services today and in the future; in
fact, despite the increasing coverage
of terrestrial technology, thereisa
physiological percentage of the
population in each country that is
likely not to be ever covered.

HG: What isthemost promising
area of Satellite applications for
the future?

MM: Weseealot of potential in the
applicationsthat allow to exploit the
technology in the best way. We
have afew interesting projects of
developing specific applications
such as video broadcasting and
multicasting, e-learning, scheduled
downloading etc. Thereal challenge
is to tranglate these interesting
possibilitieswith aservice offering
that matches the requirement of the
market.

HG: Canyou cite some exciting
examples of how consumer and
corporate customers currently use
these services?

MM | can quote2 different
examples: thefirst oneisthe case of
one of our Business Customers
connecting their partners with our
Small Business 2-way access
product to deliver a distance-
learning application package. The
requirement hereisto havea
broadband connection available
everywhere and that can be
relocated as the service
requirements need to connect new
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sitesor to move existing
sites.

The second oneis atrial
wearecarryingoutin
France, exploiting a
combined solution with
satellite connection and
Wi-Fi; thecombination
of the 2 technologies
allows here to connect
residential customers
withinarural community
to, once again, overcome
the“digital divide’
limitations.

HG: What arethe most

compelling new satellite
applications & services
Tiscali offersnow andin
the next 12 months?

MM Although our visionisto
provide High Speed Internet access
as acomplementary serviceto
terrestrial broadband technologies,
weintend to exploit the satellite
technology for its best features. We
therefore do not want to create too
much differentiation with respect to
our other broadband services but, at
the sametime, we are planning to
deliver morevalue added
applicationsto our satellite
residential and business customers.
We think about e-learning, events
streaming, business TV , scheduled
content download, etc.

Wearein the midst of anatura
evolution of the Internet moving
from an access only demand to a
market place where customersare
reguiring more and morevalue
added services. We have a general
strategy to enrich our offer with a
complete set of services ranging
from security to mediaservices, from

| Back to Contents |24 |

Upgrade your experience
1

AnadinTiscali's dick campaign
towoo Eur opeanstobroadband

messaging to content applications.
Satellite serviceswill follow the
same evolution.

HG: What arethebiggest

technical and commercial
challenges to robust, satellite
services that can compete with
ADS. and what must the industry
as a whole (not just Tiscali) do to
provide better value for the satellite
customers?

MM | do not see competition
between Satelliteand ADSL

because they are addressed to
different and separated geographic
area, the former being attractive only
inthe areaswhere ADSL isnot
available.

Satelliteisan expensive mediawhere
the economy of scale that allowed
theretail prices of terrestrial access
services could not balance the costs
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typical of thetechnology. Commercially, we share
with other industry players, likefor example
satellite bandwidth owners and customer
terminals manufacturers, the challengeto
decrease pricesto partially fill the gap with the
cheaper terrestrial services. With the same
objective, to deliver a possibly homogeneous
broadband access, geographically independent,
we must work to increase the performances of
satellite services.

HG: Describe some examplesor lessons—that
Tiscali has learned along the way in providing
satellite to the market?

MM Fromamarketing point of view, astrategy
that has led to very good results has been to go
for agreements with regional based associations
and influence group. This has allowed to target
successfully rural and niche areas.

From atechnical point of view, welearned not to
create false performance expectations to our
customers; we intend to communicate the idea
that Satelliteis somewhat similar to ADSL and
other broadband technologies but has some
limitations, especially related to latency, that are
specific and proper of satellite transmission.

HG: Wl satellite broadband ever be able to
compete with terrestrial in price and
performance?

MM: No, | believethere are sometechnical
characteristics within satellite technol ogy that will
not allow the conditions that allow the economy
of scaletypical of terrestrial technologies. At the
same time, once again, satellite does not compete
with terrestrial technologiesand will be attractive
only in the areas where it is the only technology
available.

HG: Aretheredifferent customer requirements
for satellite broadband in the different parts of
the European market?

MM AsaEuropean company, we handle market
differencesin our everyday business. | would say
that there are probably not specific satellite
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reguirements but we do have different, in general, broadband
reguirements. For example, we havethe Nordic customers
that are usually heavier users than the average and are
therefore more performances demanding. On the other hand
we have our eastern market, Czech Republic that isjust now
starting with terrestrial broadband services and is therefore
more keen on aternative satellite access services. SM
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Howard Greenfidd isprincipal of Go

Associates Consulting Partner s (www.go-associates.com), a
leading consultancy that developsand implementshigh-tech
product mar keting and businessdevelopment strategies.
Hehasheld leader ship rolesin Fortune 1000 and some of
Silicon Valley’stop companiesincluding Sun
Microsystems, I nfor mix Softwar e, Gener al Foods/Kr aft,
Univer gty of California, Apple Computer and wasVP,
Product Marketing at Obvious Technology and Softface,
Inc.. Mr. Greenfield isafrequent contributor toleading
industry publications, and serveson theboard of BlueVoice,
anon-profit or ganization dedicated to ocean lifeand habitat.
Hewaseducated at theUniver sity of California, and
Stanford Univer sity, wherehereceived aMaster sDegreein
I nter active Technology. Howar d can becontacted at

howar d@go-associates.com.
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