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Chairman, ITAC

Welcome - Introductions by John White, Chairman ITAC 


Delta's eBusiness Infrastructure by Charlie Feld, Head, Delta Air Lines E-Ventures

John White:
..this fun and challenging to try to lead a bunch of type A people that are used to leading their own organizations and try some coordination and leadership for this meeting, but I do welcome the opportunity.  I thank you all for attending this ITAC meeting.


We have a very busy agenda today, and one that we want to focus on discussion.  We will continue to say that to ourselves.  We want to get feedback from the advisory council, and there are several people here from TIBCO that have several ideas and concepts that they want to test on us as a group today.  So we want to focus on discussion.  But thank you for coming.  Thank you for participating in this meeting.


What I’d like to do is to go around the room and have each of you introduce yourselves and tell us what your role is with the company, with TIBCO the company or with ITAC or as a relationship with TIBCO.  We’ll start here with our first speaker.

Male voice:
Charlie Feld.  I run a company called the Feld Group and currently the CIO at Delta Airlines.  So I’m going to talk about Delta a little bit today.

John White:
And we especially thank Charlie for coming to give us his insights. Some of us at the Strategic Directing Conference got somewhat of a preview of what’s happening with Delta and TIBCO.  It is very exciting, so thank you, Charlie, for coming.

Male voice:
Frans Lion.  I’m from ABN AMRO Bank.  I’m in-between two jobs now.  I was a CIO.  Now I handle business development of the retail [unintelligible].  So, I am responsible for my own product now.

John White:
I think Frans - I have been having some discussions with him earlier this morning - I think he’s in an interesting transition, much like Charlie is, moving from the IT role into a broader role for the enterprise. I think that’s going to be an example that we’ll keep seeing a lot - certainly, I hope that focus on information technology and broadening that into other aspects of the business, such as business development, are continued in other spaces.

Male voice:
I’m Carl Dill, a CIO at Time/Warner.  I may be between two jobs, here, too...[laughter] with AOL thing come in, there’s probably six more months or five more months before the merger will close.  There’s a lot of things up in the air. So who knows what the future will hold, but at any rate, I’m on the Advisory Board with TIBCO and we have some TIBCO products - hopefully more coming and CNN and some of the other major divisions at Time/Warner.

Female voice:
I’m Beth Payne.  I’m the Regional Manager in Atlanta for the Southeast.  I’m delighted to say that Charlie and Delta are my customers.

Male voice:
Frank Fanzilli from Credit Suisse First Boston.  I’m a CIO.  I guess I’m delighted to say I’m not between two jobs.  [laughter] Nothing personal, guys.  Long time user of TIBCO in our market data distribution software and currently on the ITAC.

John White:
Well, Frank’s not between two jobs, but he’s between two or three cities.  His job has him in several cities.

Male voice:
Yeah, I’m always worried about being between jobs.  One bad day in the market...

Female voice:
I’m Suzi Berry and I’m with TIBCO Corporate Marketing.

Male voice:
Phil White, a member of the Board of Directors of TIBCO.

Male voice:
I’m Tom Jasek.  I work on Business Development for portals and for TIBCO.net, which is our hosting service.

Male voice:
I’m Roger Mahabir, I’m President of Technology Innovations, which is kind of like Charlie’s group.  I have a couple of clients.  I’m the CIO at RBC doing securities.  I just found out another client has got TIBCO embedded in their products, a company called IMG.  I didn’t realize that until we were doing some work with them last week.

Male voice:
My name is Srini Vasan, I have two jobs.  One is to incubate about a dozen or so start- ups in Silicon Valley who are based on our technology.  The second is to do market development for entertainment and media.  Thanks, Carl.

Male voice:
I’m Frank Bergandi.  I’m with TIBCO.  I’m responsible for the Americas.

Male voice:
Shamik Mehta.  I’m with TIBCO Finance, responsible for business development for [unintelligible] enterprise, finance channels.

Male voice:
Hi, I’m Shankar Iyer with TIBCO Product Marketing.  

Male voice:
I’m Dick O’Donnell.  I head up Corporate Marketing at TIBCO and caddy for [Phil White].  [laughter] 

Male voice:
I’m Torkel Norda from Telia, Sweden, CIO.  Last year at this time, we were planning a merger with Hedenore, but that in October was dismantled.  So, but I had that job, as well.  

Male voice:
Hi, I’m Raj Pai, Product Marketing Portal and Wireless Products.

Male voice:
I’m Fred Meyer.  I’m in charge of product management.  I also watch the market [inaudible] [laughter] 

Male voice:
I’m Fausto Ibarra with TIBCO Product Marketing [inaudible] 

John White:
I’m John White.  I’m Chairman of the TIBCO Advisory Board and I work with several companies and board and advisory capacities.  I’m a frustrated golfer, but...I did win Phil’s money yesterday, so...


This is the agenda that we have for today.  We are going to hear from some customer relationships, such as Charlie’s and we’ll hear from Torkel later on in the morning - or actually, early afternoon.  We’re going to hear from several of the product areas within the company.


Several of you helped us to get some feedback on a survey.  I’m going to go through, later on in the afternoon some of the survey results for some of the industry and business trends for discussion and use that survey result as a discussion point.  Some of those topics, I’m sure, will come up in other parts of the presentation today.


We do have one cancellation here.  Dennis Walsh was going to be here for this discussion.  He is, unfortunately, not going to be able to attend.  But as you can see, we do have a very full agenda, but the agenda is intended to be focused on discussion. So we will certainly keep that in mind as we go through the presentations.


This is the membership of the Advisory Council.  You’ve heard from the ones that are here, here today.  We do have other participants, Leslie from Goldman Sachs; Dennis Walsh from GM Onstar; Gregor from the NASDAQ; [unintelligible] from SAS.  So we have a very strong Advisory Board here and we certainly want to continue to take advantage of that.  We did have a conference call, some of you participated on the conference call that we had a few weeks ago.  We plan to continue to use those conference calls to focus on specific topical areas.  


So, the Advisory Board will continue with this format of periodic surveys, periodic conference calls, and these face to face meetings a couple of times a year, is the model that we’re going to work to.


I’m not going to go through this right now, but we’ll go through that later on, but that is the results of the survey.  We’ll have some discussion on that later in the day.  Now, I want to turn it over to Charlie Feld, and he’s going to give us a view of TIBCO and Delta.

Charlie Feld:
Thank you.  One of the things that I wanted to do - can you hear me OK? - if you can - just throw something at me if my voice drops off because...is to talk about Delta Airlines and the impact that TIBCO is having on Delta Airlines, but also to broaden the issue out because I get a lot more visibility than just Delta Airlines, in that I run a group called the Feld Group.  It’s a CIO for hire kind of organization, so we did the merger of Burlington Northern Santa Fe.  We’re doing Delta Airlines.  Right now, we’re at Agilant and First Data Corp.  So, we go in and actually run these organizations and have - it’s not a consulting role, it’s more of a general contractor.  You go in and you’re hiring people.  So we work with McKenzie and BCG and all of the high end consulting groups.  Take the business strategy, convert it into an IT plan, and then begin to run the place.


What you find is that if you get focused around a certain set of guiding principles, pretty lousy IT organizations can turn pretty quickly, given the right envinroment, because when you go into a place, what I’ve found is that - and again, our roots and origins are in the old economy Fortune 500 - is about a third of the people are pretty spectacular.  They’re just under managed and underled and you know, there’s nothing - there’s no direction.  Right?


About a third of the people are pretty decent, but need to get slapped around a little bit; need to get some performance criteria in front of them; and a third of the people are pretty lousy, right?  I mean, so you go into a place like Delta Airlines with 2500 people in the IT organization and just trashed out, just a disaster.  Immediately, you’ve got 800 people that can hit a lick.  I mean, they can do something.  They really have good technical skills.  Part of the reason they have them is they’re keeping the mess running, right?  So you know you’ve got somebody in there that knows something.


The next third down, if you get them energized, I mean, pretty quick, you can start with 1500-1600 people that wouldn’t embarrass you.  Then you’ve got to start working the others out.  So we have become more [unintelligible] turnaround kind of organization.  Then we find our replacements over time and leave.  Usually it’s a couple of years.  


So Bob Derodes has now taken my place at Delta Airlines. He used to be at City Bank and at Saber.  But the organization is now getting traction.  We had gone from an organization that nobody believed in to one that won the Smithsonian in Transportation last week.  


You know, the story that I’ll tell you about Delta is to be repeated over and over and over again in many of these old economy companies, given the right kind of leadership and given the right kind of partnerships. I think TIBCOs a bit part of that.  So I don’t want to limit it to just the Delta story because this is an epidemic.  I mean, this is kind of a...the evolution of technology in the last four decades...I’ve been in all four of them, so I can speak from some degree of personal experience, has really evolved to where when you looked at - I told John I was not really going to stay on the Delta script because I really am getting - as I’m seeing more things and seeing the patterns - I really want to get the group energized on what the possibilities are here, alright?  Because there’s a time to market issue and a real leadership voice in the IT organizations.  I want to give you a sense of what I see is going on.  


If you look at business strategy and you go back to when...I think I can say John and I started, right?...in the 60s and 70s, it was a very narrow part of business strategy.  I mean, you could go years and not see the CEO of a company in most companies.  This wasn’t a big deal.  


The reason it wasn’t a big deal, it was about automating payroll and accounts receivable.  You generally - the user was the controller.  Right?  I mean, that’s what happened in the 60s and 70s.  That’s where it went first.  It widened out some in the 80s, in that it became more about productivity and it was really the purview of the function heads.  That’s when we built these magnificent stove pipes because the direction was coming from the manufacturing person or the sales or the distribution or the accounting.  Alright?  There was no enterprise vision during that period of time because each function put the money to it - and maybe one in fifty companies had an enterprise vision.


During this time, it was called “DP.”  I don’t know how many of you worked in a DP Department, but I did.  Right?  Here we’ve changed the name to MIS or ISS or something like that.  


In the 90s, it became a wider part of business strategy as people began to focus on reengineering, process...really looking at, you know, the world is not structured the way we’re structured.  Customers don’t come at it by baggage by - I mean, they come in there, they buy a ticket.  They come to an airport.  Right?   So turning these stove pipe looks sideways began to start working in the 90s and the senior staff really began to engage.  That was kind of what was going on in most companies.  


What’s happening now is - and we called it IT - what’s happening now is it’s just a huge part of business strategy.  I mean, it’s just - I would have never guessed back here that every Fortune magazine, Wall Street Journal - you can’t pick up anything - you can’t find any news anymore, because it’s all about “e.”  You got to get to page 37 to find out if there was a war in Asia because the front page of everything...right?  And we’re calling it “e,” and it’s just a huge part of business strategy.  


All of a sudden, the CEOs are starting to engage.  It’s about business model changes - a real transformation of industry now.  I mean, it no longer has to do with your company.  It has to do with thinking differently about how businesses are structured. So, going from a very narrow inside to a productivity engine to beginning to focus on the enterprise to changing business models, then going from the controller to the function head, to the senior staff, to the CEO.  And the frenzy that’s going on up here is just incredible.  


I mean, guys like Leo Mullin, who spent 30 years in business and probably didn’t spend three hours on this and all of a sudden, he’s spending 15 hours a week, trying to figure this out.  Right?


The beauty of it to me is, whether you were here, here or here, it’s all ones and zeros. It’s just got a lot more impact on the world.  A lot of it has to do with this big change in technology and what’s possible.  OK?


So within that context, what I’d like to do is just kind of walk you through what people are facing and what I believe is going to happen.  We’ll talk a little bit about Delta and then talk a lot about where TIBCO might play in that as one of the major components of how you begin to transform some of these companies.


If you look at the Fortune 500 - and I know a lot of you have worked in those - they’re functional organizations.  Their budgets are built around an annual operating plan.  We start six months before the year starts.  It runs for 12 months.  So there’s an 18 month cycle in here.  There’s an EPS target, right?  And it’s run by an Executive Committee.


Each of these - north, south components - comes up with a budget.  It’s always more than people want, so they get it cut.  Then there’s a deal that’s made between each one of these functions so sales is going to sell these many Doritos and then purchasing is going to buy that much corn.  I mean, it’s deal that is set pretty much in advance - like a football game.  Right?  I mean, you have a huddle and then you have quarters, then a half time, then you kind of go work on it.


What happens in this environment is usually there’s a whole in the budget in each function.  So John, you’ve got 20 men, work it out.  We’ll figure it out later.  Then life happens.  Right?  Life happens and there’s an energy - the cost of fuel goes up.  United and US Air merge.  TI does something with somebody else.  I mean, things happen during the course of the year, right?


During the 60s and 70s, not a lot.  Two things happened.  Right?  As you got to the 90s, more things happened.  Mergers started coming in.  All of a sudden this big event is coming at you.


Well, you come into this era now and the east/west disruptors are incredible.  Most of them weren’t even known 18 months ago when you started the plan.  Well, the way these organizations work is every north/south warlord resists east/west changes, because they got to plan.  They’ve got to contract.  They’ve got to go make this happen.  So, new ideas don’t come into big companies very well.


So Beth is calling on Bob Durell - he’s busy.  He’s doing stuff.  The stuff he’s doing is north/south.  If you do it perfectly and you’re in airlines, you get a 5 PE. If you do it lousy, you get a 5 PE.  If you do it OK, you get a - maybe you get a 6.  Maybe you get lucky.  But, generally, it has nothing to do with any of that because people don’t like airline stocks.


I mean, there was an article in Fortune this week that said, “Never ever buy an airline stock. REPEAT, never ever buy an airline stock.”  So the only effort to make this - you come over to an Amazon as a business model....the thing that’s interesting about that is the CFO that got hired into Delta Airlines, was about the time that I showed up, came from GE.  And Delta is like set in the 70s.   I mean, we didn’t even have budgets at Delta Airlines until 1996.  I mean people just went out and did things and added it up at the end of the month.  I mean, it was incredible - but they made a lot of money during that period of time until they started losing money.


Anyhow, Warren came here and it drove him nuts.  I got him all tied up in the Internet.  We got to meet John Door and some of the other folks and he decided to go to Amazon.  They got a database and a website. Few relationships. They don’t have to make any money.  They’ve got an infinite P/E.  Right?  I mean, this is different rules. This is...you know, the red coats and this is the colonists.  I mean, you can’t win this kind of war if you think like this. 


The problem is, if you look at where the world is going, these guys, which ever side you come from, you’re going to have to start looking more like this with some reasonable infrastructures, make some money, right?  And get to some sort of multiple that looks reasonable. So, the problem on this side is thinning it out.  The problem on this side is scaling it up.


If you look at what everybody’s trying to scramble now is the new Fortune 500 is going to be made up of people from both sides, because there are lots of people that don’t get it are are starting to get it, but won’t have enough time or talent or money to get there.  There are people over here who are starting to get it, but there are other people falling away and getting absorbed.  Over the next five years or so, people will break through or they won’t.


So, Delta Airlines will either get it and stop doing this, right, and look more like that.  The guys that are out here will start getting some infrastructure and start getting some scalability.  Interestingly enough as Feld Group, we’re getting as many calls from this side as we’re getting from this side.  I mean, it’s - people are starting to realize that scale is a big deal; that back up, recovery, I mean, the ability to run an infrastructure that’s 7 x 24 that is not built on an access database and small talk...it’s just not going to get to the future.  


These guys are really interesting, though, because the difference, when you look at the patterns- and I’m gong to go down just a couple of patterns for you and then we’ll jump into Delta, is if your business context looks like this, alright, then chances are, your applications look like this.  Right?  Because that’s kind of how it works.  I mean, it’s just physics.  It just works like that.


The problem is, if you’ve been around, you’ve got a flavor of the 70s, 80s, and 90s, right?  So you’ve got some serious legacy things laying around.  When you look at the technology, it’s the same kind of thing.  I can’t quite figure it out, but nothing ever goes away.  Right?  I mean, I guess autocolor’s gone now and 1401s are gone, but short of that, we’ve still got VM all over Delta - stuff just doesn’t go away.


The organization, generally, is 2 to 3 times the size that it ought to be.  You get very little new development.  You put a dollar in, you get a nickel out.  You put two dollars in and you get six cents out. You put three dollars in, you get six cents out.  Right?  You put five dollars in, you probably get five cents out.  I mean, it just doesn’t work.  You can’t throw money at this thing.


The skill sets are this person knows the VAX and its operating systems and works on those applications that run on that.  Right?  I mean, that’s why organizations like Delta have 2500 people and big budgets and they can’t get any speed.  Anytime anybody wants to change, you’ve got change it here, here and here - touch these technologies.  


More importantly, what happens is in these environments, you end up with what I would call a physical event and the electronic event, having nothing to do with each other, right?  In terms of time or space.  

Participants:
[inaudible] how big is the budget and how big is the revenue of Delta?

Charlie Feld:
We have - the revenue is 15 billion.  We make about a billion dollars.  The operating expense is about 300 million and we’ve been spending over the last couple of years, three to four hundred million a year. So cash out the door is about six to seven hundred million.

Participants:
[inaudible] 

Charlie Feld:
Alright.  Now, prior to us getting there, though, every department had their own IT.  They didn’t even know they were spending that.  So we rounded them up and so forth.  I mean, given the time, what I’d like to do is just concentrate on this piece here because I’d like to get some discussion going.


The big issue, when you look at these companies is that the physical event and the electronic event almost have nothing to do with each other.  So, if you’re a Delta Airlines and there’s a gate change, right?  You can’t look at any system and know that there’s a gate change.  You’ve got to talk to somebody in the tower and he said, “I just moved this from A4 to B17.”  Because when you go in here, there are 35 different flight databases and they’re manually keyed in.  So, if the tower changes a gate, they’ve got to turn and communicate to 13 or 14 different systems for people to key in the gate change.


Well, the problem is, when there is a gate change, people usually don’t have time to key stuff in.  So the baggage handler’s sitting there at A4, waiting, and the plane’s at B17.  You go up to the Crown Room and they tell you the plane’s at A4.  You go to A4 and it’s not there.  The gate agent has no clue.  The Concourse says, “Maybe the Concourse was changed,” so that says B17.  Now you’re really...!


Well, what I’ve done as we’ve gone into these places - and this is part of the roots and part of why I think the typical notion is so important to break through to CEOs.  You’ve got to simplify the story for people.


It started out for me with Herman Lay and the Frito story.  What we were trying to do, is we had grown so dramatically over the 40s and 50s and 60s, into the 70s and into the 80s.  What happened was, the stuff that was in our computer systems was really a camping kind of data.  You couldn’t use it for anything but closing the books.  Therefore manufacturing distribution had their own system.  Stuff was running on spread sheets.  So, purchasing has a forecast.  It was different in manufacturing.  It was different in finance.   Potato prices...it was just...the coordination in here just doesn’t work.


What we did is I - I worked for a fellow named Mike Jordan at the time.  What Mike and I did was we sat back and said, “When was the last time this company was well run?”  We got back to 1932 when Herman Lay was the company.  Right? We called it the Herman Lay model because Herman bought the product, took it to his house, cooked the chips, put them in a bag, took them to the stores, and paid - got paid - and then went and bought more potatoes.  Right?


What happened was, the physical event, the brain and the body were connected because it was one person or just a few people.  What happened during that period of time was anytime there was a bad bag seal, Herman saw it.  Anytime potato prices went up, he knew what he had to change the price to. It was totally coordinated in one person.


When I got to Delta it was the same kind of thing, only it was CE Woman.  CE Woman, all he wanted to do was deliver a clean plane on time, safe, and provide good customer service, get paid for it - it was a very simple model.  He just flew a couple planes from Monroe, LA to Atlanta.  Had a few employees - he knew them all - and he knew all of his customers.  So, his customers were people he knew and if he last their bag last time or if the plane was going to be late, like my plane was yesterday, he would call them at their house and say, “Hey, stay home.  The propeller fell off...” or whatever he told them.


I mean, he had that kind of relationship with them.  And, with his employees, he was connected because there was only 15 or 20 employees at the time, so they shared the same vision, they communicated.  They cared about each other.  The suppliers, the people that supplied the jet fuel and the food and so forth, they were friends.  They were partners.  They had relationships with them.


Well, guess what?  I mean, this is happening again.  Alright?  A better way to do business was something that was invented a long time ago.  The problem that happened to both Herman Lay and CE Woman and James J. Hill at Burlington Northern is we got successful.  We ended up with 5400 flights a day.  110 million customers around the world.  80,000 employees and everybody’ nameless, faceless....you can’t stay connected to them and so forth.  


The issue, as you move from the CE Woman era or the Herman Lay era through the last 30 or 40 or 50 years to the digital economy, is trying to recreate the customer intimacy; recreate the employee intimacy; and recreate the supplier relationships, right?  And move out of the era of nameless, faceless people - of people to be treated as arms and legs, and as people to just beat the heck out of.


When you start looking at that, what you’ve got to do, if you’ve got to begin to connect up the physical and electronic environments. So, if this is your electronic environment and this is physically what’s happening, is planes are taking off and landing and we’re losing bags, flights are being re-booked - things are happening in the physical world - if you can get that to be a mirror image, real time, then you can do things. Like, I could know you lost your bag.  I can send you a page.


Yesterday I ran to American and I finished at Orange County.  I had 5:30 flight. It’s quarter to five.  I ran.  It was hot.  I got in the airport.  The plane was delayed for two hours because the flights out of Dallas were bad.  Right?

Participants:
[inaudible] 

Charlie Feld:
Had that been a Delta flight, it would have paged me and I would have just stayed.  I wouldn’t have had to run because I would have known I was the only one of 500 people that would know at this point, because I’m one of 500 people in the test.  But what a value add, for somebody to page you or get it to your cell phone or re-book you and have you be able to go about your business?


Well, I mean, that’s the notion here - what a value add it would be if they did lose my bag and I walked up to the counter and somebody said, “Hey, we lost your bag last time, here’s a free upgrade.”  What a value add it would be if Delta was able to make the travel experience - even though we’re going to have air traffic delays and weather delays, more informative, more pleasant - right?  I mean, it would be back to that kind of era.


What that requires - and what I’ll do is I’ll just put up one chart, if I can figure out how to do this. - what that requires is really to begin to rebuild the experience of this notion of a digital nervous system...is that too bright?  Can you see that OK back there?  OK.


I mean, what we’re looking at, at the bottom...what we’re saying is we’ve got to take this.  We’ve got to break it down.  Obviously, having a customer database, instead of 35 would be a big idea, right?  So that I don’t have one for baggage and the baggage people don’t know that I’m platinum and so forth.


Most companies have a set of databases that, for some reason, they ended up with 100s of them over time.  Get the data model right.  Build the infrastructure around it.  Then, if you look at the bottom part of that ring, essentially what it’s focused on is - well, we’re calling the customer travel ribbon.  This is thinking about how a customer goes through an airline.


They basically buy a ticket in some shape or form.  The go to the airport, they check in.  They get on the plane.  They go in flight.  They pick up their bags.  Wouldn’t it be nice to know you as a person through all of that, as opposed to each one is different and separate. So that’s part of that customer experience.  That was the bottom part of that chart.


The other part of the customer experience is, I’ve got to have a clean plane, on time, ready to go...the right crew on board...unless all that happens, I don’t have a good customer experience.  Well, if you take those travel ribbon pieces and those applications and you connect them up through this set of infrastructure and data, when the tower comes in, changes the gate, that event is published and everybody - including the baggage handler, who has a palm pilot or a device - or a customer who says, “Here’s how I want to be communicated with.”  So, in my customer profile, I said I want to know two hours before every flight and if the flight changes and when I get rebooked. Right?  So I’ve subscribed to that and it basically talks to me.


I mean, it’s pretty exciting when you go through and you do have a bad weather day...I mean, you can get a lot of productivity out of that just by knowing what’s happening.  Now, the reason we haven’t rolled it out any further is we haven’t captured all the events.  So we’re doing it in a test group.


For example, it’ll move me around from place to place and rebook me, but if there’s a canceled flight, we haven’t captured the cancellation yet.  So, if the flight gets canceled, I just drop off the radar. So we’re going to roll it out as we begin to get through these events.  


The same thing is true for all the employees and then back into the network management group and so forth.  So, getting that nervous system built and what I would submit to you is every company has a nervous system that probably could be found in the founder’s notion of how this worked, right?  If you can get into that, you can build it around a very simple model and then scale it.


TIBCO is a big part of that environment.  People don’t really understand what TIBCO is, you know, MQ...it’s just a mess, in terms of everything looks like everything right now.  Everybody has got ways of doing things.  But, when you talk to CEOs and senior people about not the technology, but about what you’re trying to accomplish, they lock in on it very quickly.  


When you think about the tagline that TIBCO uses of “the power of now,” right?  I mean, you got to get that established as quickly as you can because it truly is different.  I mean, the scalability of this thing is absolutely incredible, because you’re talking about some serious scale here.  I mean, the number of passengers we have in a day and the number of times you may have to touch them and the number of employees and the number of flights - you start multiplying that out...


The reason I know that is true is before we stumbled onto TIBCO, we actually built this ourselves.  It just  - it kind of works, functionally, but in terms of the scale and the way this thing operates, you just can’t get to companies like this.


So, as you get into transforming, there are a couple of things that are really important for people to walk away from this with as I make the presentations is, one, you’ve got to get the model right.  So, if you had a picture of your current reality, which was that kind of mess; and you had a picture of where you were going, which was some version of this...this is the real time new economy, always on, wireless communication...I mean, everything that goes with it.  And you had a journey path or a path to go on, where you’re not going to get this done in a year, two, three...you’ll get it done over time.  Right?


The most important thing is to get people off of continuing to build more of this kind of stuff and get them turned into a more contemporary infrastructure, and get it going now.  The beauty of what exists now is I don’t have to wait until I get all the way through this to get results.  I’ve got scaffolding.  I’ve got ways to get from here to there that are different than the ways in the past.  Right?  In that I had to rewrite everything.  I had to put a big ERP in.  


Most of the information that you need for this stuff is spinning on a disk drive someplace.  It’s not that we didn’t know we lost your bag.  We know.  It’s spinning someplace.  But being able to come in and get this infrastructure established...


The other thing that’s pretty startling to people is when we got into Delta and we looked at it, and I suspect if I went back and looked at everybody else’s it would be about the same, is we had 60 million lines of code on 30 different platforms.  Everyone had their own base technology and therefore, everybody had their own infrastructure, the middleware data, things that everybody would use.


So there were stovepipes and then there was business logic.  Two thirds of the code - 40 million lines of it - was down in here.  There was only 20 million lines of stuff that made a difference to an airline.  But if this was on an HP, NPE, then it had all of its security and it had all of its development and test and everything it does, right? You start looking in here and half again, could be reused.  If you could get to this model, basically what you’re doing is around the edges - because this is going to be pretty durable, as long as we’re an airline - you get that done one time, then you’re writing a lot less code.  What you’re saying is, “This is durable. These apps are partly durable and partly perishable.”  And, by the way, most of this is user interface and some business rules, because you built that one time.


So getting people to understand that and to really get after it early on, right?  Because the winners in this picture here are going to get this and they’re going to start going across and making the picks.  At first data now - first data resource - we’re looking at not just being a credit card processing, but boy, there’s a lot of money moving in the B to B exchanges  


Well, it requires authorization.  It requires verification.  The payment instrument and everything we’ve got, you can start thinking about that.  Well, what I’ve got them doing is stepping back and looking at an infrastructure like this across all of their business units, instead of every business unit doing something different because the economics are beginning to shift.  Merchants don’t want to pay three or four percent to Visa/MasterCard.  Nor does anybody feel it’s particularly secure on the Internet.  If you can go in and own that space and build a secure, always on, infrastructure of any payment instrument - not just credit, but debit, right?  And for the B to B exchanges, then you’ve just built a new business in this environment.  OK?

John White:
We’ll open it up for discussion here.  Any questions for Charlie?

Participants:
I have one.  [inaudible] field perspective, I think the most interesting thing that you said is that in technology, everything kind of looks the same.  As Fred likes to say, if you’re a hammer, everything looks like a nail.  I think we’re - TIBCO’s sound a little bit like - I should say, our competitors have borrowed from some of our good tag lines, quite frankly.  If we were building a CEO story, and I took notes on this story that you were building here, I would love your advice.  I think the best way we can grow our revenue and the types of companies that we want to do business with, is to get in at the CEO level.  You know, TIBCO and we entered Delta very much through the technical area until it got up to your level, Charlie, where you recognized the business benefit.  How would you advise us to work with our reps to get that CEO story out?

Charlie Feld:
I actually think you’re doing the right thing.  The problem is, you just have to do it quicker.  I don’t know what else to say.  People are starting to get this now.  The problem down in here is the technical community is very opinionated and really not much into the business model.  So, unless it’s top down driven, you’re not going to get time in a company.  I mean, during periods of high change, you can’t run democracies.  I mean, so there’s going to be - the top few people in a reorganization are going to have to get this and are going to have to drive this because their companies are at risk.


There’s nothing going on at First Data that somebody couldn’t replace.  It’s no longer sacred.  Visa, MasterCard have been around for 30/40 years, but as you start looking at these supply chains, I mean, now that you begin to get the model - and that’s why it’s outside the industry...I mean, duh, I’m sitting there at First Data saying, “Why is Delta playing three or four percent on 15 billion dollars because almost everything is paid on a credit card, right?  What about a wallet?  What about no card?  


So, businesses are under attack.  That’s why I said, when you go back in here, getting this group - and I don’t mean just the CEO.  It’s usually the top few people in an organization, to understand that they ‘ve got to engage because this is about their business model. This is a big deal.  


There are a number of components. TIBCO just needs to be one of those components to get that stuff done.  So, I don’t know exactly how to move it up in the organization, but given where you are, you’re getting good roots in the technical organizations, but the way they work, they work over time - and the war will be won or lost over time.


The other thing is, they’re reasonably fickle because somebody else will take them to Pebble Beach or do something with them.  Things change.  Change of this type needs to be top down driven because what happens is people can’t work themselves from a current reality to a future vision, in large part, because a lot of people don’t have a future vision.  They’re just working right here, because they’re working in this annual operating plane.


But let’s assume that you have a pretty bad - on a scale of 1 to 10 - 1 current reality and you have a compelling...

[End of Side A/Begin Side B]

Charlie Feld:
...they want to spawn a venture over here.  Well, the only way you’re going to change this company is to take that venture right into the muscle of that organization, try to make it an ecompany and don’t have a bunch of these things laying around because these are - these little start ups and ventures are the stovepipes of the 21st century.  Sooner or later, if you’re going - you’re going to have to include them over here.  For example, we have the flat screen stuff going on, because we’re looking at the flat screens in the airports and drive information - because when you get to an airport, you’d like to know what the weather is between places...you know, frequently asked questions.


Well, we took it from that over here and said, “Fine, but we want it connected to the network because we also want to do destination advertising and different content for business gate versus Orlando.”  So, all of a sudden, by taking that flat screen and not just using it as way to push weather information and flight information, but to push content and to push destination advertising, we’ve got a two/three hundred million dollar business.  I mean, Delta only makes a billion dollars.  This is a 20-30% increase in our...and it goes right to the bottom line.


Well, I got to know if that gate changes, I’ve got to move that commercial.  I’ve got to move that advertising.  I’ve got to move the content.  If I take a New York gate and make it an Orlando gate...so having it connected is a big deal.  I mean, change will only be driven from the top down, not from the middle out.

Participants:
On that point, though, I don’t know that TIBCO getting directly to the CEOs is so much the issue as how does the influencer to the CEO who helps them think about the new ebusiness model...where is that point? In your case, you’re helping the CEO think about this.  But if TIBCO got directly to your CEO on their own, I don’t know if it would do that much good, because they wouldn’t care anything about a middleware company.  They’d care about what my business model changes need to be to compete.

Charlie Feld:
Right.

Participants:
So whose influencing the CEO in that direction?  I still don’t know that there are that many CEOs who, on their own, are going to meet with a software company and that software company is going to change their mind about how their business model is going to look.

Charlie Feld:
Right.  Yeah, I mean, there are a few.  At Delta, BCG has been very deeply involved in driving the ebusiness strategy - the eventures and bringing that into the senior staff.  They ought to know something about TIBCO.

Participants:
Do you think that [unintelligible-multiple comments] 

Participants:
The principle - the consultants have this role.  They have the role of top down planning, strategic planning - this is strategic planning.  They have to - and then they look to their partners or their vendors.  You have here [unintelligible] and Ernst Young... you should use them much more, I think, in this process.

Charlie Feld:
Right.

Participants:
Do you think the IXLs and companies like that, though, aren’t they driving a lot of the decision making?  Are they at that level, Charlie?

Charlie Feld:
No.  Not really changing business. Where IXL and people like that are working, is they’re usually working inside a department, right?  As opposed to inside a company.  But I do think the vehicle, I mean, if this became something that all the Andersons and the Ernst & Young - the people that are providing this stuff, really understood and knew - because they’re now moving into that space.  


There are a few strategic picks, but the biggest thing is to get companies - so maybe part of the marketing dollars ought to go towards courting some of these groups and getting them to understand what this really does and what the model is.

Participants:
Obviously, the implementation takes place...I mean, if you’re creating this information pipeline, etc., how do you get that implemented to the old system?  Does it change the old system, install new systems?

Charlie Feld:
Yeah, if you thought about it as an urban renewal project...I mean, if there was a plan and a picture, like we have at Delta - we’re halfway through - what we said was, “The things that are important to us in year one and two is what the customer sees.”  So, we said, “We’re going to have to go into that part of the city and take on the work.”  So, we’re going to go right into the airports.  We’re going to go in...right? 


So if you looked at this being a city map, right?  If you take down one building at a time, you’ll never get through and all of your scaffolding to get that one building, in terms of electrical and plumbing the pipes back just to keep it running....right?  The other notion is, you can do all this all at one time - and you can’t.  What you’ve got to do is you’ve got to find an optimum size of the city to go in and go work on, that’s meaningful enough - big enough - but manageable enough.  That’s what you do in year one.

Participants:
I think its [inaudible] 

Charlie Feld:
Yeah...

Participants:
...to cut it up, in my view, big projects in 100 day cycles.

Charlie Feld:
Yeah.

Participants:
The people - and really deliver products because otherwise people just say, “We’re spending a lot of money, we get nothing out of it.”

Charlie Feld:
Yeah, well what happened at Delta is we built, right - we were fortunate because we had a cause which was Y2K and we leveraged the heck out of it.  What we did is we built the infrastructure and we built one application called Gate and Boarding.  


We spent $150 million building this and ten building that.  This is what we won the Smithsonian...

Charlie Feld:
This was what we won the Smithsonian award for, but this is what enabled it to happen - it’s that middle part. Now we’re putting the new flight information displays, the flat screens, the gate information displays, the hand helds, the roving agents - all of the - so, these are five million dollar, three million dollar, four millions dollar - actually this one’s free, because Phillips and Pioneer are fighting over whose going to give it to us for nothing because they want the advertising.  So, I mean...this is the hardest part to justify without a Y2K crisis.


I mean, this is the part to sell.  But if you can get this done, these are, truly, 100 day projects.  They’re just - because, what you’re doing is you’ve created such a thick infrastructure that to build an application is not a big deal.  

Participants:
Well, my theory is that it’s going to be driven by process models and I think enterprise process models that connect into the existing application and build on the infrastructure that TIBCO offers for the TIB, for getting the right information - but you have to have the process models in order to synchronize the activities, and you can then engage with the existing application and the existing structure.  I think that’s going to be the future architecture of these is going to be built on that process model.

Charlie Feld:
I think if you look at this, we actually did process modeling, but we did it within these buckets.  Now we’re looking at the whole operational pipeline, right?  Because it doesn’t count if the plane’s not ready to go or the food’s not there or the pilot...so there are just - these are two huge process models that were just built, one around how a customer moves through an airline and how the operation works.  Those two things create the customer experience, and then connecting them up through here.  So, I mean, same notion, but now it’s just a bigger idea.  Right?

Participants:
Right.  And the TIB provides the ability for those applications to interoperate rather than somebody having to enter the data in 35 systems.  The process model, then, activates the appropriate applications until you can do the replacement, as necessary.

Charlie Feld:
Right.   The thing that the world may come to - should probably come to at some point in time - is bigger chunks of solutions.  I see organizations that are not good integrators of a lot of different things.  Right?  I mean, the more you can pick strategic partners that can operate within here...that fit together and work together...so, I mean, some of it is - I think one of [VEC’s] strengths is just evangelizing the notion.  But the other is really getting more partners to understand what’s here and what’s going on.  At one level, it’s pretty complicated.  At another level, it’s pretty simple.

Participants:
Charlie, when you do your business strategy continuum, for the year 2000 where it’s now tied into the business model, I don’t know if you did this from an [arc sake] but you didn’t have it totally overlapping the business strategy, but moved in.  Do you see another phase where it totally overlaps the business strategy and if so...?

Charlie Feld:
I think there are still going to be mergers and acquisitions and other things going on.  It’s just - it’s so pervasive in the dialog now.  The problem in most companies is there is no technology person on the executive committee in the middle of the dialog.  I mean, you’ve got marketing sitting there.  You’ve got finance.  You got - in most companies, the knowledge of technology on the part of that executive committee is very little.  In fact, they’re very afraid of it and the IT leader is not part of the dialog.  The relationship with the IT leader is you’ve got an executive committee over here.  Then you’ve got the CIO sitting over here.  They send him work to do, as opposed to being part of that dialog, because this requires a dialog.  People just don’t know what’s possible.

Participants:
You had one sheet where you were talking about redundant IT expenditures.  You were saying roughly maybe 60% of them were redundant versus 40% was actual value add.  Is there any way to quantify that?  Because that’s one of the issues we always have - how do you quantify the benefits of going through a TIBCO architecture?

Charlie Feld:
There are two ways to quantify it is, when you have footprint that looks like this, what we’ve found is - I could make a blanket statement that we’re 30 to 40% more people than we ought to have.  I mean, you walk into a place that has 400 systems engineers - they have 400 system engineers because they have 30 platforms.  


Now, maybe one’s not the answer.  Maybe you need four, but there’s some number for each tier that you need, and everything else is extra.  So, with 2500 people we went in and made the assertion that it shouldn’t be more than 1600 people when we get through.  And we’re on our way.  We’re down to 1800, 1900 people now because we just don’t have all that mess anymore in the airports and people running around - keeping LANS up and we...again, the fortunate part we had was Y2K.  I told Leo, we just don’t have enough time to get through this, so let’s just take a bulldozer to some of these systems and just push them out.  You’d never have that luxury unless you had something like that.


So we came down the slope quicker.  So one is, just the dimension of people.  Two is...

Participants:
[inaudible] basis, too.  People want to hold onto their...

Charlie Feld:
Yeah.  That’s what they do.  That’s what they know.  That’s what they grew up with.


The second thing is - and I’ll make this statement, and it’s probably outrageous and John will probably run me out of here on a rail - but the last time I really had huge productivity in an IT organization, when it was mainframe, COBOL, IMS, because I had - everybody knew it.  I could pull 20 programmers over and say, “Get on this system.”  You can’t move armies around because they just don’t know.  These guys do this.  These guys do that.  These guys do this.  


So you get productivity in having a narrower footprint from the programmer side.  Because if you lower the baskets - what I see is, I’ve got a lot of IT organizations that have created 16 foot high baskets and they’ve got five and six foot tall people, and they’re not winning many games.  They’re looking for 12 foot tall people.  Right?


I’m saying, no.  Get this down to ten feet and we’ll play a game.  Alright.  We’ll get rid of the five footers, get a few more six footers and we’ll start winning.  Right?  Lowering the baskets is narrowing the footprint and there’s this huge productivity in that.


The other part of the productivity is in the reuse.  I mean, the idea of a date routine - I mean, what are we doing here?  There’s 60 million - a lot of dates all over the place - what happened to the date card?  Date routine?  I mean, edits, things you can do.  So, again, you get productivity in there.


But I think the real productivity in the 21st century is in building durable stuff that’s hard, takes long, requires response time, availability - really requires skill - low level programming, robust tools.  Then having the speed with which you can build applications...taking the thickness away where everybody is building all the way up.  If you only have to build that much code, you can build applications quicker.  Carl?

Participants:
How does TIBCO get the message out that it fits the role and all of this?  Last night at dinner, we were talking about how do you get to the CIO?  Every vendor MDO ends up in the wastebasket with their direct mail campaigns.  You don’t typically go to the CIO breakfast, if it’s a vendor hosted breakfast - unless it’s a really interesting topic or there’s a speaker there that might have something to do with the business change you’re interested in.


I’m thinking that maybe Charlie’s discussion here is at least a seed of an idea which would say TIBCO could be looking at the electronic business model that you need to go - a la Charlie’s discussion - for a lot of major industries; and think about how you bring a Charlie in or a consultant thought leader that’s thinking about the whole pipeline, business process and the new model that has to be done.  You talk with people in a sense of how you can use TIBCO to move towards a new model. Somehow you generate the business discussion that says how can the airline industry move in this direction, not just Delta?  And use those kind of forums to get airline people to come and talk about it.


Use the same kind of thing in telecom or whatever - just be a catalyst for thinking about these new electronic models instead of just saying, “How can we be a middleware supplier and how can I get to the CIO?”  Well, you get to the CIO if the CIO is a player on the executive team whose helping to think about the new business model. If not, you go find somebody else and you bring them to it.

Participants:
I think that’s a very good point.  I think that’s good insight for the way we position.

Participants:
What is the relationship of CISCO?  Because they’re starting to get through their consulting business into these conversations about business models.  CISCO is still a pretty big part...

Participants:
Yeah, very big part - our biggest partner.

Participants:
Does Sue and that team know enough about this?

Participants:
The issue with Cisco is that Cisco is a very flat organization.  The way Cisco is structured internally is a lot of relatively small groups with one sort of medium level technology person and one sort of medium level marketing person - and it’s actually a lot of very small companies flying in very close formation, rather than one big company.

Charlie Feld:
No, I was talking more about the consulting business, because they are really focused on this IBS or whatever it’s called.  It’s focused on that same notion, is get people to do more - always on real time stuff and, by the way, I’ll get my market share out of that.  The more people do, the more you get.  The more people building this, because the one thing - I don’t know because I haven’t looked at it.... I mean, I see stuff all day long that looks like TIBCO and then I send it over to Stan and he says, “No.”  So everybody’s brochure looks about the same.  Right? 

Participants:
You just said a critical thing, though, you just said the word “Stan,” I think the way that we have been successful is we look for the Stan Alexanders of the world.  If we pass muster at that level, we’re invited in to the CIO level.  When we get there, we’re not longer the nameless, faceless sales organization.  We’re the people who deserve your time.  


I was at the limited last week with John Ricker.  John didn’t invite me in. Carlan invited me into the CTO.  Carlan did the prep work with John and now John is becoming very much like you, a TIBCO advocate, in terms how to - [Vevecoy] says when the price of IBM changes or if a bottle of aspirin goes off the shelf, I want to know.  John Ricker want’s to know when a 34B is sold in Victoria Secret.  That’s how he’s starting to think.

Charlie Feld:
I don’t think one precludes the other.  You gotta keep doing this, but up here...

Participants:
[unintelligible] I just want to get this.  There’s two components to it and I think - we talked about the advocate role.  I think Carl’s point is a good one, if we can get more people like you in those forums and others to kind of do the advocate role.  But, as you were talking about lowering the basket and narrowing the court and getting the taller people and stuff - we talked about the 2000 people down to 1600 - there’s another component of this, and that is to have a few people who can translate the vision into reality.


It would be great for me to go in there and say, “Yeah, we’re going to do this.”  But a one man batting is not going to do us.  You’ve got to have a few people.  And I’m not sure how we, at TIBCO, have addressed the idea.


I’d be interested to find out how you got the thing rolling.  Like, did you bring it up to your consultants?  Or did you just get 14 going...it’s got to translate into a reality.

Charlie Feld:
This was actually the Herman Lay model or the railroad model, because we didn’t know where the trains were.  I mean, believe it or not, they’re pretty big things.  They only go on a track and they make a lot of noise and you can’t find them.  It’s not like they go off in the woods.  So, finding trains was a big deal.


So, every industry you go into, you see that.  I mean, it starts with a data model - I mean, there’s some basic blocking and tackling.  I’ve got this outrageous view that we don’t have a shortage of technical people in this world.  We have a shortage of technical productivity because of this mess we’re sitting in the middle of.  People aren’t challenged.  Good programmers get this.  Business people get this.  You’ve got to simplify the story.  


In one dimension, it’s very complicated.  In another dimension, it’s very simple.  If you can stay on the simplification, you can rally the troops into this.  The difficult part is figuring out where to start, which part- what gives you the most impact?  That’s the part - not figuring out what it could look like.

John White:
Well, we are running well behind schedule.  Thank you, Charlie...

Charlie Feld:
You’re welcome.

John White:
...for an excellent presentation.  It’s stimulating a lot of thought here in the discussion.  We’re gong to take a break now for just - let’s try to break for about ten minutes, try to be back here about 10:35 and we’ll start back up with Fred Meyers.  Thank you, Charlie.

TIBCO Product, Marketing & Competitive Strategy Discussion


by Fred Meyer, VP, Product Management and Shankar Iyer, Director, Product Mktg

Fred Meyer:
I thought I'd depart from what has been, sort of, our routine the last few times we've gotten together for these [ITAC] meetings.  Rather than make, sort of, a unidirectional pitch from our side to your side, what Shankar and I would actually like to do is, I'm going to give a brief state of the union, in terms of where we are from the product side, and then Shankar's going to come up, and we're actually going to ask for your active participation in helping us figure out some of the initiatives that we're talking about.  I think that the discussion that Charlie [Fell] gendered was incredibly appropriate, because this is precisely the subject of discussions that we've been having the last couple of weeks.  To make a very long story short, I'll let Shankar embellish this later; we realize that it's unlikely that any realistic amount of completely horizontal image building is going to get us where we want to be.  So, what we're looking at is really trying to develop some thought leadership, exposure, in the various verticals in which we're involved.  So, I think the idea of having business leaders, thought leaders, people who have the kind of depth and knowledge and presence that you all do, as a matter of fact, in the various verticals, help us out, in this way, as something that would be extremely useful.  We'd like to get your thoughts on some of the details of that.


Where we are today, from a product standpoint . . . another thing that Charlie that resonated with me is that way you figure out what the right model is, for your business, is to go back to the original business model.  Actually, the latest presentation that I did at FCC, I was originally going to call it "Nothing Has Changed," but I knew that that would make [Pravek] unhappy, so I decided not to do that.  But, if you really look a the original [Tetnacron] business, on the trading floor, right, and you ask yourself, "Why was that successful?"  Well, there was a lot of analog equipment there.  If you've ever seen the movie, "Wall Street," and you've seen the traders, they've got all these monitors.  And all those monitors were being fed by what was eventually cable TV systems.  They were very expensive to build, and very expensive to maintain, and they broke a lot.  You couldn't aggregate the information, they were all stovepiped, every feed came in on different monitors. So, the record, I've heard, I didn't see this personally, was that one trader, at one of our engagements, had 23 monitors and 23 keyboards.  So, these guys were spending 20% of their time doing anything useful, and 80% of their time trying to figure out how to deal with the infrastructure and do something useful.  So, what Tetnacron did, that was successful, was to really change a paradigm.  


Now, a number of our competitors at that time, got the idea that analog systems were not going to survive, and said, "We need to move to digital feeds and digital displays, it's better," and so on.  But, the interesting thing is that a number of them did, including our big sister, [Royters], did exactly what the Pravek talks about in terms of paving the cow path, right?  So, the solution that some of these guys implemented was, they took all 23 of these monitors that the guy had sitting on his desk, they digitized them, and they boiled them down to 23 little screens that sat on your sun monitor, so you had exactly the same mess you had before, but now it was all in one nice neat place so you could, sort of, contemplate the entire disaster on a single screen.  And, the TIBCO approach was quite different.  


The TIBCO approach was really to go in and to reinvent the trading model, in a certain sense. And, the sense in which we did this was as follows.  What we did on the trading floor was, first of all, as I've said, we physically tied together all of the backend systems.  In this case the market data feeds, the news feeds, etcetera, and so on.  So, the first thing we did was to integrate all these back end systems, so that you could get them on, essentially, a single wire.  The second thing that we did was, and this is really the key to what was different about the Teknekron approach, is we gave the traders, or the people who were supporting the traders, tools that allowed them to personalize the delivery of this information to the desktop.  So, now, instead of seeing this fire hose of stuff coming at you, a guy that was worried about Microsoft would be looking at Microsoft news, he could be looking at Microsoft's competitors, he could be looking at Microsoft ticks, ect., and so on.  Right?  And, a guy who was interested in IBM could be doing the same, and a guy who was interested in Delta Airlines could be looking at airlines, and forget about Microsoft and IBM.  So, this was really the key, in my opinion, to what was successful about the Tetnacron model.  


We integrated everything.  We presented you with a single, personalized view of the world.  Then the other thing that came out of this, which was really more implicit than explicit on the trading floor, was that we gave you a larger view, in the sense that now you weren't just looking at stock picks, now you were looking at a community, because now you could see what the counter parties were doing, or at least imply what the counter parties were doing.  You could see what the other traders were doing, you could see what the news was doing, so all of the sudden, you had a community, as opposed to a single trading desk that you could look at.  And you could, therefore, make better inferences about what you were doing and what trades you were going to make, based on this larger virtual community that was out there.  


Well, if you look at our product stack today, you will see that nothing has changed.  We're doing exactly the same thing.  We would like to think we're doing it better, faster, cheaper, more generically, etcetera, and so on, but the reality is that we have three product sets inside of our product stacks.  We have active enterprise, which you've all heard about, which is our integration stack.  That 's the thing we use to tie all those back end systems together, all the legacy systems, all of the third party systems, and expose those systems as services.  Which becomes important in a minute.  The second pyramid that we have is the active portal stack.  This is really the web-oriented visualization and visual aggregation, permissioning entitlement, personalization part of the picture.  This is where we take all that stuff that's happening on the back end, and present it to you in some sort of meaningful fashion.  Then allow you to execute business process on this, and moreover, we do this on an event driven, real time basis, which is, I think, the key to being successful in this world.  This world being the e-world.  


The third thing we do, and this is the newest product stack for us, is active exchange.  The business-to-business components where we actually connect you to all of the other people, who are in your ecosystem, so that you can, not only see what you're counter parties are doing, and see what your suppliers are doing, and see what you're customers are doing, you can actually reach out and do things with them now.  You can do that online, and you can do that in real time.  So, again, what we've done is we've created, sort of, a bigger version of exactly what we were doing on the trading floor 12 or 13 years ago.  You've got the integration piece, you've got the visualization and personalization piece, you've got the connectivity to the rest of your universe.  And, that's really the stack that we're building and operating today.


And, as we move into this new business model, this e-business model, this stack is going to become, or a stack very like it, is going to become incredibly important, because the thing that's going to change most radically over the next couple of years, I guarantee you, is that the fixed pricing model is, in large measure, going to go away.  The reason we have fixed prices in the world today, if you look back at the history of economics, fixed prices are, generally speaking, less than 200 years old.  The reason fixed prices came about, was because that whole big organization, that Charlie Fell was drawing up there, all those silos, had to have some sort of standardization, so that you and I both know what the widget costs, we know how to put the margin on the widget, we know how much we can charge for shipping the widget, and we know how much we can charge to fix the widget when it breaks.  Right?  So, we have to have this fixed cost structure so that we can all agree on how the business works.  Well, that's not true anymore, because now everything is dynamic, everything is real time.  So, if I change the price, you know that immediately, you can change, probably automatically, and calculate your margin, etcetera, and so on.  So, the world is going to look, in large measure, a whole lot more like a trading floor, from the business side, a year or two from now, than it does like a conventional business.  What that means is that all of the same sorts of issues and problems that came up on the trading floor are going to come up again, in a much larger, more sophisticated, more complex way.  And, what that means is the people who have real time information, who have good information, who have the ability to execute across all of these various services, in real time, are going to be the people who win.  Who are going to win?  Because the other people are going to be arbitraged.  The other people are going to be there to provide liquidity for the people who know what's going on, basically.  


I said that this whole service view of the world would become important.  And, the reason the service view of the world is going to become important is because, along with this real time aspect of business process that's coming in the future, we're going to see that business process is going to morph very quickly and very dramatically.  We're going to see things that we've gotten used to having on a period of years, during the so-called internet time phase of things, are now going to be happening on a scale of months.  So, if you look at what's happening in the e-world today, and what will very shortly be happening in the wireless world, when people start trying to connect wireless devices to this whole b-to-b thing, you're going to see dramatic paradigm changes on a month kind of a time scale.  So, by the time you read the newspaper and figure out what was happening last month, you will have missed two generations of what's happening, and the end of the third generation of what's going on, and what the current idea today is, and what the people are trying to do.  The only way you're going to have any chance of surviving in that, let alone tracking it, is if you have a set of infrastructure services, that's the big bottom block, that Charlie drew up there, plus a layer of business services on top of that, that's the secondary block that he drew, the stuff that he said would probably survive.  And then you're able to take this transient business process, that he talked about, and assemble and disassemble that rapidly, probably graphically, so that you can change immediately your business model and you can also customize your business model based on the counter parties you're dealing with.  The thing that's going to drive that is going to be wireless.  Because, wireless devices are going to be [viscous].  Why?  Well, because if you're going do everything in real time, than you always have to be connected.  Point number one.  


Point number two is, for the foreseeable future, the IQ and bandwidth of this thing is not going to get perceptibly better.  It's going to take years before this thing begins, if ever, to have the kind of IQ that's in this device down here.  And, I would argue that it will probably be decades before it has the kind of display and visualization capabilities that you get on this kind of a device.  Therefore, you are not going to be browsing Yahoo, generally speaking, on this thing.  This is going to be a service-oriented device.  The only reason you're going to put up with the limitations of this device is because it's doing something for you. And, therefore, this whole service paradigm, that I'm talking about, becomes key.  Because, in the wireless world, the only thing that counts is services, and so the ability to expose all those back end [processes], as services, to aggregate them, personalize them, and execute them over these kinds of devices, that's the game.  That's what wins.  


So, anyway, that's our general view of product and direction.

Male Voice:
Fred, you haven't touched on the other device, which is the telephone.  How that plays into it.

Fred Meyer:
Oh, well, when I wave this in the air, I include this guy by reference.  

Male Voice:
Oh, ok.

Fred Meyer:
And, I think the difference is that I have a bias against trying to surf the web on this thing, personally, because I don't like the fact that you have to use multiple keystrokes to type in each letter.  Now, I assume that the [Telco] guys are going to fix that.  You know, that the [Erickson's] and the Nokia's of the world are going to fix that.  And, what I strongly suspect is that I'll be standing up here a year from today, and I'll only have one of these things that'll have both of those things in it.  At least, I hoping that's what's going tot happen, because that will give me one pocket to put other stuff in then.

Male Voice:
And a voice interface.

Fred Meyer:
And a voice interface.  Yeah, absolutely.  And we see a lot of that already.  Actually, Tom, do you want to take 30 seconds and talk about voice interface, and what you're doing from the TIBCO.net side, that's kind of a cool story.

Tom:
Sure.  Yeah, we kind of stumbled into this one, to tell you the truth. We do Netscape as one of our large clients, and we aggregate content for Netscape, and we host it for them.  So, what's happened in the valley, over the past year, is that everybody's fully vested at Netscape, and then the AOL merger came in, so all of the sudden you have a set of budding entrepreneurs.  So, a couple of these guys, from Netscape, created a company called, "Tell Me", which is a voice portal.  What they've done is, instead of using a wireless device, or using you're web browser, you can go on the phone.  So, you can say, "Stock Quotes.  TIBCO software," and you're getting a voice response.  So, you can interact, with a voice, with a machine, basically.  And, when they came to us, they said, "Ok, we like what you're doing for Netscape with quotes, but we want bolt a voice interface on it, instead of an HTML interface.  So, they worked with a company called Nuance that does voice recognition software.  And TIBCO, our output, instead of HTML, we created an output format called VXML, which is voice based XML.  So, we were able to use the same back end, that we were doing HTML pages and wireless devices onto this voice portal.  So, it's interesting, because here these guys had a completely new business model, but we were able to do the old thing with our back end, it's just a different adapter from a TIBCO point of view.  And, the service for them was, they wanted to get it up and running quickly, so they wanted us to host it for them.  

Fred Meyer:
So, you're story absolutely illustrates, beautifully, what I was trying to say abstractly, which is that we took the same old stuff we've been doing at TIBCO.net for the last three or four years, and made a very slight change to the way we delivered those services, and because of the fact that we view things as services and data feeds, inside of TIBCO.net, and not as applications, we didn't have to rip up everything in TIBCO.net in order to provide something that's essentially an entirely a new paradigm for service.

Tom:
And, even a more interesting part of that story, is the same back end market data feed handler system that is in [AD and Hasbro], [Unintelligible], everything.  So, we literally leveraged all the . . . 

Fred Meyer:
So, in fact, nothing has changed.  

Tom:
Well, what's changed is the business model.  Somebody came up with a new idea . . .

Fred Meyer:
Exactly.

Tom:
. . . how to package data.  Right?

Fred Meyer:
Exactly.

Tom:
Yeah.

Fred Meyer:
So, Shankar, you want to come up.  I'm going to let Shankar drive here for a little while, and talk a little bit about some of our initiatives.

Shankar Iyer:
So, I want to talk a little bit about marketing.  Some of the discussions have been had, but I want to draw a couple of things out here.  And tell you the way we see our marketing challenges and tell you a little bit about the top process we've had, especially the last three to four weeks.  As to how we created a fairly focused marketing strategy.


The thing that's fairly clear is, in what we do, I think Charlie illustrated that the best way, is we're really the infrastructure for the new e-model.  That's a really a valued proposition.  We're fundamentally at the root of change, or the engine of change, as Carl said, for the new enterprise process model.  The pipeline process model, as you called it.  So, our challenge is, how do we build upon this, and we've taken a couple of [tacks] of this.  From a, sort of, truly horizontal perspective, we've said when you look at the, sort of, e-model, the three principle areas you look at.  The first if, typically, in total enterprise, and that is where you really focus on integrating your business, the enterprise process within your enterprise.  The second area is where you're reaching out to your stakeholders, your customers, partners, and suppliers, that b to c, b to e, and b to b part, through portals, so these people can get engaged with your business processes and make [decisions].  I can get information in real time, which will be much more effective than they were before.  The third part is really the b-to-b part, where you're establishing, in a public process, in a b-to-b process, with your supplier network and distribution network, to essentially and ultimately do business transactions seamlessly in real time.  So, those are three horizontal initiatives, and what we find is, as we go to enterprises and organizations, [there not friends] since the new net marketplaces that are purely built inside of this model.  So, there are initiatives in, typically, three areas or more than three areas.  So, that's one tact we've taken on we build over on this infrastructure.  


The other is more for vertical tact, where we've gone after industries, like Telco's, and finance, energy, manufacturing, and now retail delimited, airlines and so on, where we have tried to establish this rallied proposition and honor more of these areas.  The way we've done it is typically go after some of the big name customers in these areas.  Financing is something that has [unintelligible] done for a long time, in Telco's company; we've had a fair amount of success in multiple areas of these horizontal areas.  You saw the airline story, and we continue to do that.  So, given this, sort of, business approach, the business side of the approach, our marketing challenge is [dust].  So, when a CIO or CEO of one of these large companies looks at the infrastructure of vendors out there, I thing we run into three categories of people.  I think we, sort of, run into three categories of people, relative to TIBCO.  The first is, who are the other infrastructure providers.  So, you might argue, "Well, [Cisco's] one of them, because they're critical to your fundamental plumbing and networking," and especially the Telco people say that more so.  There are people, you might say IBM is one of them, because they are in a lot of companies, and mainframes are doing legacy systems, they are some new tools, maybe they're there.  Then there are people like Microsoft, and [Sun], that are supplying operating systems and other sort of core software that run the enterprise.  You might put Oracle here, because every company has database somewhere.  And, Oracle tends to be that supplier.  Then you might have a few, sort of, critical [apps], depending on what industry you're in.  It might be the SAP, or [Sybil's] of the world, if you're in Telco, it may be Telco specific applications, and finance is finance specific applications.  You could pick five or ten people who are there.


So, the thing that we want, from an association standpoint, is really put TIBCO as the infrastructure, the foundation that ties all that together.  Really the DNS that ties all this together.  So, that's what we want to get together, ok?  


Now, let's look at the two other sets of players that people run into, and I'm getting into really a more marketing discussion or what kind of awareness we need to build.  So, there are people here, like [Areba], and Broad Vision, and Commerce One, and a whole set of other application people or technology people that really compliment our stuff.  But, when you think about b to b, you come up with some of these names.  You come up with Areba and Commerce One, and think about portals.  You come up with Broad Vision and Vignette, and other people.  Integration, I think the challenge is much lesser, but there's a set of complimentary software providers, or technology providers that are fighting for some kind of mind share.  Well, that the CIO or influence that you're talking about.  Then there's competition.  In some ways, you could argue IBM, certainly one of our competitors, Oracle, maybe.  Though, again, that's a fuzzy area.  Then there's a whole set of other small players, like [unintelligible] of the world, or Active Software's of the world, or [unintelligible], Neon's, and so on, that are really our competitors.  So, what we want to really get is to become known as one of the key infrastructure providers, one of the key strategic suppliers, to that enterprise of that corporation.  Ok?  And, we want to be seen as complimentary to these people, and much better than these people.  That's really where we want our marketing strategy to be driven towards.  Because, ultimately, I think we're going to be the infrastructure, the drivers of the new process model, we have to be seen in the same light as this.  To that industry, to that person who is making the decision.


So, the focus we've taken, [unintelligible], based on decisions we've had the last few weeks.  We had a discussion with Don [Lisman] as well.  And, in a lot of ways, the model to us resembles what Cisco went through.  Cisco was, in some ways, moving towards being the overall network infrastructure.  They played the enterprise with switches and [unintelligible], they played a periphery, through assessors and so on.  They kept expanding the portfolio of the network infrastructure products.  The tact that they took, four or five years ago, was to really go after the different segments that they were playing, and to really become a part of the key customers in those segments.  So, we want to take a very similar tact, and actually it suits our culture, that something was historically done well.  So, we want to go after the airline industry and get the Delta's of the world.  We want to go after the high tech manufacturing, [unintelligible], and get Intel.  In the finance industry, we want to get the people in this room, as our customers.  Same thing with Telco's, we want [Telea], we [unintelligible], we want AT&T, and so on.  So, that's really the tact we're taking from a business strategy approach, and what we'd like to do, for a marketing strategy, is really to get the influence leaders, the [unintelligible] builders, the top leaders in those respected industries, and these are [unintelligible], and really help us drive this message, and this association down to the set of key customers.  That's what we're focused on.  That where we want to spend our marketing dollars.  And, whatever it takes thereupon, whether it's a set up CIO breakfast, where we invite the people like Charlie Fell, as we do seminars in the [unintelligible], if we do it in Toronto, we get Roger to speak there, and you get other people to come on board and speak there.  But, in every activity we plan to do, we want to do that strategy.  That's really what we're focused on.  That's sort of the initial stages of thinking, and that's where I'd like to invite some discussion, and brainstorming, and going as to, "How did we get here?"  


Any comments?

Male Voice:
I think, one of the problems is, that a lot of those [sort] leaders, or companies, have done the choice already.  So, how do you break the choice, because you were not there?  So, I'm not talking about the mass, the middle companies, but the leaders.  They're building the infrastructure already; they are doing it.  So then, I think, the only way is, like I told you in the past, is that the solutions are much faster, much easier to implement, and [unintelligible], then building it yourself.  Portals like auction solutions, like everything.  Then you're back on the table.

Male Voice:
Given the fact that, as Charlie pointed out in a different language, everybody's powerful, slides look the same.  When you look at this area, and they do.  How do we convince you that, in fact, we do have a superior solution?  That's a very interesting question.  As a businessperson, not as a technology person.  How do we convince you that we know more about this market than the other guys that you're talking to?

Shankar Iyer:
And, you know, how do you seek out the right top leaders, in the respected industries.  And, it could be regional, as well.  What might be true for investment banking in Europe might be different from what it is in New York.  

John:
Well, I think there are several factors that you can point to that will differentiate.  Scalability was an issue that Charlie mentioned.  You need to have something that is truly scalable across some of these large enterprises.  Often times, a functional solution that is quickly implemented, doesn't have the infrastructure and the capability to be able to scale.  Secondly, quality of service is, I'm convinced, is going to be a key requirement in that part of scalability instead of part of the robustness of the solution, but quality of service is going to be a key issue, and a lot of these point solutions and lesser capability solutions are going to fall over, on the scalability side, than on the quality of solution, or quality of service.  Third is, point that [Franz] was making, is speed of implementation.  Being able to implement solutions quickly is very important.  And the time to market is key.  We need to be able to deliver the solution quicker.  That's why I'm excited with some of the things we're ding with TIBCO.net, because that offer is very rapid implementation.  The fact that we have some content behind our solution, I think, is important too.  It's not just the ability to build the infrastructure, but having some content.  That you can start oozing some content into the portal that you delivered, I think, is important.


I think you have to build on several different vectors, where it's not just . . . and I think Charlie made a good point too, that building the solution is difficult, and if you can demonstrate, that you can build a quality solution that is adaptive to business requirements, people will change, especially from their in-house implementation.  A lot of solutions that you see over the right hand side, people have got those, or they may have web methods over here, [unintelligible] down there, and that they're not . . . 

Shankar Iyer:
It's not a complete one.

John:
It's not a complete solution, and you haven't won or lost that enterprise yet.

Shankar Iyer:
That's true.

Male Voice:
Shankar, there's a couple of strategies to get where you want to go.  And it is kind of frustrating for people, like us, who think that this technology is just wonderful.  We have difficulty convincing other people, because a lot of people don't know what it's all about.  I sit on a couple of boards, with companies that are on the right hand side there, who are competing, and they've got good products, by yet, the BA's and stuff like that are out there with a lot of hype, and they're stealing market share.  So, there's a couple of ways of doing that, and we've kind of come to a conclusion.  


You're going to get there eventually, and if you keep doing what you're doing, but it might take a long, long time.  But, who knows, there might be somebody that jumps in line, and kind of [use up] some of your territory.  What you do, if you think about the guys on the left hand side there, and what some of them did. You know, you look at Cisco, and some of those other guys, as you start acquiring a few of your competitors, and taking them out, you have to be selective.  If you take out a couple of these guys, and then the market wakes up and says, "Wow, these guys have stripped out all the crop, and they've taken the core of it and integrated it with the typical product line."  I think when you do that, you're starting to create the presence that you want, and you're creating the market space, in the eyes of the customer, because these guys aren't marketing against you anymore, they're part of your solution.  It's part of that whole solution to the customer that we talked about before.  


The second thing is, I mentioned this morning, about delivery, and John was just talking about that.  It's not good enough to have the best product out there if you can't help people like me implement it.  And implement it quickly and effectively.  That's one of the capabilities, I think, TIBCO continues to lack.  I mean, you know, for a long time you couldn't afford to have a services arm, or whatever, a consulting arm to help people do that, but I think you've got the currency to do that now.  Maybe you want to take a couple of companies to help you with that delivery capability.  To help people like me to get the thing out quickly and get it running.  As Fred was saying, get it up in a few months, and demonstrate to the customer, and the word travels very, very quickly.  So, those are a couple of . . .

Male Voice:
I have a question in terms of delivery.  Does it have to be a TIBCO delivery? Or could it be [unintelligible] with the systems integration companies, and stronger alliances with relationships, and specialize in delivering, or practice on the enterprise of these products?  From your point of view, which would be preferable?

Male Voice:
You know, it doesn't matter.  Either one will work, because I notice that a strategy . . . there's a couple of companies that I've been talking to, who wanted to, actually there's half a dozen companies I've talked to, but services companies who've wanted to go out there and become bigger, and they've reached a certain point where they can't do that.  There're a few in the back alley here, as well, who are 10 million, 15 million, 20 million, and they can't do that.  I noticed, recently, a few of these companies are being bought out.  There's three or four of them, at pretty good multiples, and you think, "Why."  I mean, you don't get more than one or two multiples on sales for a services company, but companies like TIBCO are buying them, as their delivery arm.  You can either buy them, or you can have an alliance with them.  So, they can go out there and deliver stuff.  


Oracle had a lot of that going.  [Sybase] had a lot of that going in the early stages.  And, so, I think, it doesn't matter what you do, but I think we've got to do that.

John:
I think, what's imperative though, is you have to be in the systems integrated mode.  If you go back, like Charlie was saying, I go back a long way, but IBM was successful because people started building on that technology.  People started building implementation and integration and practices on that.  Oracle was a good example, as you just mention.  SAP is the best example of that.  That they arrived and every big 5, big 6 systems integrator had a practice that focused on making their business successful.  And, that's when you really win, and you have to have arms and legs.  TIBCO can try to acquire systems integrator companies, small companies, but they're never going to be able to get the mass quickly enough in order to win.  I think you have to have enough enablement systems integration capability in-house to be able to arm up the systems integrator right, so they can then deliver.  And that's what SAP did with their consulting practice, and it was, kind of, a carefully coordinated activity, to have enough consulting practice to be able to enable the systems integrator, but not to interfere with them or compete with the systems integrator.

Shankar Iyer:
I think that gets you two things.  One is how [unintelligible] to deliver, and also gets you them, as opinion leaders, talk leaders, to push you in.  Going back to what Charlie was talking about, in BCG and other people, and bit 5 being, in some way, influencing your business model.

Male Voice:
[Unintelligible], because even more people, many companies, representing or talking about your technology, so particularly get more feet on the ground, and to me, I think, that's a better model, rather than trying to ramp up internally, and building their systems integration.  Again, as John said, you should have sufficient mass of support the consulting business. But really, we've got to go after the big time, and identify by the industry, and then call a very good point of [unintelligible].  Taking by industry, get the recognized leader, and get this information pipeline, as Charlie created for alliance industry.  So, we can take that for entertainment and could be sub-segment could be a movie production, and could be a publication.  And, create that pipeline, and invite the CIO's and CEO's to [unintelligible].  Sponsored by these names.  

Male Voice:
[Unintelligible], on your list of partners, the new integrators are not like signs.  They do only e-business, they're growing like hell, and more power should be here.

Male Voice:
Good point.  We talked about that last week.

Male Voice:
It's not the old ones.

Shankar Iyer:
Actaully, we have started engagement with [unintelligible], for instance.  That's one of those new petite, e-business consulting, but Franz is absolutely right, I think.  Especially the portal space.

Male Voice:
The new ones, because the old ones did come.  With their thousands of consultants, but they have plan them also.  But the new ones, they're using our tool, somebody else's tools or something.  And, they are called in, in all those companies.

Male Voice:
Yeah, they will follow, to some degree out of fear.  If they see [Sapient] coming in, or [unintelligible] coming in . . .

Shankar Iyer:
So, do you guys think these new integrators are having the same kind of influence on the CIO and CEO as a BCG or [unintelligible] will have?

Male Voice:
I've worked for both places, and as you were talking earlier, BA has gotten into so many accounts because HP has pushed them there.  Now, whether they deliver or not is a different story.  But, they would never be able to call on some of those accounts without HP putting them in there.  And, I think, if you're aligned with some of those big guys, you're going to get in at the top.  But, I think, you also need to come from a grass roots level too.  I was asking this morning, you've got to have a few of the programmers who, kind of, see this thing as religion, and push up from the bottom. That's where you've got to get the new integrators, who understand your stuff and can help push it up from the bottom. You've got to go at it both ways, so, go in at the top, and go in at the bottom as well.

Male Voice:
Franz, to answer your question about, you have to separate CIO's and CEO's, because I don't think that most of the terms ever get to the CEO level, in terms of getting the [unintelligible] consulting, and KBMG, etcetera.  And, you know, there're half a dozen of them, if not more, that really can penetrate at the CEO level.  But, on the other hand, I thought, George's idea was excellent, because what you might lack to be able to really partner with those guys, is critical mass, so if you look at some strategic acquisitions, and some strategic partnerships, that could perhaps give you a little more critical mass, and you'll have a little more of their mind share.  

Male Voice:
The old consulting companies like [McKenzie], that accelerates, that's their business.  They come to you and put your business online in six months.  And, they train you, everything.  Still they do a lot of normal . . . they have to use tool, they have to use products there, and so, you should focus then, on the accelerator, or practice of the older companies.  But the new guys, they have the thing that they were never on the table, so they can also grow to [unintelligible].  Don't worry, they go.  So, Bob [Howe], of IBM, has used network [unintelligible], yeah?  He goes to the chairman and that's where he gets his business.  

Male Voice:
I know, but Bob Howe has his old contacts . . .

Male Voice:
He's very fluent, and he has the practice and the McKenzie partners, he's not too late.  Or, why didn't you tell us a year ago, or the last strategic review.  Nobody talked about the internet.  

Male Voice:
From my experience, I think Bob still has difficulty getting into CEO's, even with his IBM contacts.  

Male Voice:
He can't get into our CEO, for example.  

Male Voice:
Back to my earlier point, though, I don't think it matters whether you get to the CEO, unless the CEO is actively engaged in figuring out the new business model.  The question is, who is converting the business to an e-business one, and how do you get to whoever's doing that?  Certainly the [unintelligible] of the world are engaged in those discussions, they wouldn't be in there in the first place.  So, it's not an either or, though.

Shankar Iyer:
No, we talked about partners, I think, the universal agreement is partners bought the McKenzie's and the [unintelligible] of the world are important.  What about other influence mechanisms?  I mean, do you guys think . . . you talk about developers.  How important a market is this, that's one question?  Then, the other traditional influence mechanism people use, or get in Fortune magazine, Business Week, and magazines like the CIO magazine, and all kinds of new magazines, Business [2.0], Upside and so on.  How important are those things, that's another kind of medium or stream that you would push your message to.  And the other things you would do, like bake for the seminars and so on.  What's the group's general feeling towards how those things . . . to what extent those things play a role in influencing that influence that you talked about?

Male Voice:
I think your contact with the internet companies.  Because, we think that lots of companies understand the internet, but they don't understand them.  Just having those CEO's talking to the CEO's of the old economy, yeah?  It's an enormous influence.  Last year I was year, it was the new chairman, and I [unintelligible], this power dinner in a Palo Alto restaurant, yeah.  And the new chairman was sitting there, double breasted, with every thing on, and the other guy sits there with the hair like this, open, and did an [elevator] pitch.  And, he was impressed.  He never saw this before.  And, I said, "And he's worth so much."  And the answer from Franz, "I'm going to stay here."  [Unintelligible].  For him it was an eye opener that all the guys, in his view, are so strong and rich and informal, and talk to each other.  And he also found out it was an eye opener to him.  So, you have the contacts.  These people are it.  So, they are interested to meet them, and in the normal business life, they don't meet them.  The banker's, you know, they meet [Phillips] in there, and they have [Shell], and so on.  But these companies, you know?  And that's where he caught the fire.  

Male Voice:
There're the organizations like [Meta Group].  The Meta Group specializes in architecture, and has a big influence, and I think, do a lot of good thinking.  So, then to have them very much in turn with what TIBCO wants to do, and how it works, and how it results, in terms of implementation and practice.  I think that's a good challenge.  And to add, on the previous side, I would say those that [unintelligible] strategy consulting and integration, I think, one big issue is in terms of implementation.  Because if you look at a company who wants to change the platform and do it fast, the other question is how to do it?  Do we build the general infrastructure and create our own applications, or start with new ones.  That's one scenario.  But if you want to go fast, then you're looking for the big application providers like SAP or Oracle, and others.  These companies, I discovered recently, represent now their systems integrations storing.  So, they are providing their system integration tool.  In general, they want to own the databases; they want to own the application space, so to say.  I think one issue that comes up then, is to select the general infrastructure platform for TIBCO, or to select what they provide.  How does that go into play?  So, to say, if you take a TIBCO [unintelligible], like, Delta airlines, and if they revamp their old applications, I can see that easily, but if they start to select standard business applications, one field after another, what does then, the relationship, the divisions of work, so to say, between SAP and Oracle, and what TIBCO provides.


So, then, that comes as a strategic issue, of course.  Do you grow with the new application providers who will build on the TIBCO platform, or how you get into, so the say, today's world of application platforms from a practical point of the CIO or the implementation?

Male Voice:
I think that's a very interesting point, and I think that we would all agree.  I think we would all agree that what's happened over the last 40 or 50 years is that the history of IT and computers in main, is that we have figured out certain generic components, at each step of the way.  And those have flowed down into the operating system, or the generic database, or what have you, and I think that trend will continue.  So, I think the challenge now is if you look at an [EAP] system like SAP, the good thing about SAP is, when we talked during break, is that it has a very rich data model.  The bad thing about SAP is that it has a very rich data model.  Because, exactly the thing that you would like to have from an application in use standpoint, is precisely the thing that bedevils you when you try to implement it.  And, people who have gone down this road, some of the early people who have gone down this road, said, and there's an implicit problem, by the way, with that very rare, rich data model, which is, if you take the SAP box of the shelf, and you start implementing it, and I'm just picking on them as an example, by the way, then you have to change the business, so it fits there business model.  And, of course, a lot of the early people said, "Well, heck with that.  We've got the tools; we've got the interfaces.  We'll just modify it so it works the way we want it to work."  Then, of course, the next version of SAP comes out, and you have a big problem.  


So, to some extent, you're ability to modify the individual components is limited, and the fact, in my mind, that you have such a wad of functionality in one big box, and that your ability to modify that box is very limited, is it puts you in a very rigid sort of a business model.  So, what I think we're going to se happening over the next few years, and to address your question about going with the new guys or the old guys, is I believe the next successful way, it has to be more [componentized].  And, I believe that people are going to start asking questions like, "I want to go to Oracle, and I want to buy an AR system that does all the basic AR stuff.  And, I'm going to leave that it is.  I'm going to implement it exactly the way Oracle built it, I'm not going to touch it . . ."

[Abrupt end of side A]

[Abrupt beginning of side B]

Male Voice:
. . . that encodes business process, that is part of by value add, that I need to add, along side of that AR package, and what I want to do, again, is I want to look at these as services.  So, that I could take all of these existing services out of the AR package, as they stand.  I can build my own stuff, or buy another best of breed product over here, and then I can aggregate that functionality up to get what I need without destroying of distorting the architectural integrity of the base product that I bought from Oracle.  And, I think that's the direction.  

Male Voice:
[Unintelligible sentence.]  And, I don't think we do a good job, this company really, of . . . or, one is agendas, right?  One is the whole is the whole [unintelligible], and the other is the vertical of expertise, because of the CIO's, and CEO's, were trying to [boot] at the same time.  I don't think our [unintelligible] gets as much play as it deserves.  You know, we could do a lot more.  And, [unintelligible] was talking about the method, maybe there another method, what's your opinion of that?  How can we get our architecture across?

Male Voice:
I don't know them all, but to me, it would be to think about architecture when looking at another group.  And, to me, also, the issues we're discussing here are major issues on my [table], to provide recommendations for the future path.  And, the problem is time.  The architectural implications want to go this way.  All the good things that TIBCO's talking about.  What, then, are the practical implications, or criteria for selecting applications?

Male Voice:
If we had a proven methodology, in an architecture that we put together in a proactive way, would that be something you'd look at, or would you treat it as vendor specific?

Male Voice:
One has to do, with me; it would be an issue, if it were TIBCO.  For somebody who's not converted, so to say, it might be an issue, because then you have a new strategy aspect, because it's vendor would push their stock, of course.

Male Voice:
So, your strategy is very important, more than the information, is what you think?

Male Voice:
Probably, you need to do both.  

Male Voice:
Ok.

Male Voice:
First of all, you need to architecturally tell the clients what the impact is on, so to say, day to day business decisions.  I mean, how else would you think about selecting applications.  And, if you want to go with speed, and select Oracle or SAP, what should you do, and what should you not do, to provide flexibility and freedom, so to say.  Then, if you can also have outside consultants with systems integrations become architecturally competent in this field?  That, of course, would be a great help.  I think it's both on a strategic level and on a practical level.  

Male Voice:
A couple of comments on this.  We look at [Meta] for architectural assistance, as well.  They're our most credible outside partner, so just verification.  They whole have whole enterprise architecture practice, which would be another of those channels you try to influence.  Secondly, you've got these three columns drawn there, and you want to be over there with the Cisco's and Oracle's, etcetera, but I suspect, right now, the world looks at you more as the third column, even though you want to be in the first column.  

Male Voice:
Uh-huh.

Male Voice:
It seems like there might be a necessity to do some fairly bold things, in a way of PR and attempts, whether it's statements that you make to the press, or whether you get at magazines, or whether you [unintelligible] at [CNBC] more other, or whatever it is, somehow the people who get there, seem to proclaim it a little bit.  If you really want to be identified as the architecture, or the infrastructure for e-business, then you should say that in a more comprehensive way.  I got a copy of the price [waterhouse] technology forecaster, that was like a 2" binder, and I looked in there to see where TIBCO is positioned, and in the middle section, under multiple sections of infrastructure providers, in message oriented middle ware, you're listed as one of like six companies that provides that.  Ok, so you're positioned way on the right hand side of the third column in that report.  So, I'm thinking, well, if you're going to be the e-business infrastructure company, you probably have to say that in some kind of way.  So, part of . . .

Male Voice:
[Unintelligible].  I just want to go back a little bit more to a more fundamental issue.  And, we talked about this in one of our previous meetings.  That is, even if you talk to the guys at TIBCO, and we were just hearing, you've got several different strategies, and you still haven't resolved the issue with [Royters], and where are you, and who are you, and where are you going?  I think, if you resolve some of those issues, and I might ask you, "What is your PR strategy," or, "Why doesn't somebody come and tell us what the partnership strategy is," because if somebody has a partnership strategy, somebody who's job it is to sign up partners an tell us what these things are, we might be able to make some real serious comments about it.  But I don't think there's a silver bullet.  You're getting great ideas, I mean, the Meta thing is good, and the publicity thing . . . you've got to do all of those things.  Somebody in the company, going back to the fundamental issues, who are you, what are you, what's Royters, what's TIBCO software, and where do you want to be, and make sure that everybody within TIBCO understands that.  So, I hate to say this, but there's a little bit more fundamental issue, and whoever, Murray or somebody should come and say, "Here's my partnership strategy, here's my PR strategy, here's my IR strategy."  I think that those are fundamental questions that need to be . . . 

Male Voice:
The challenge comes down to trying to do all those things at once, as you say.  And, we need to do all those things, and we do do all those things.  And, the challenge becomes, "How do you do something bold?"  And, in my view, I think bold costs money.  Don't you have to spend marketing dollars in order to be heard?  

Male Voice:
You've got the currency to do that.

Male Voice:
That true.  And, we heard from Charlie this morning, that when you have to do a whole bunch of things, forget about the democracy, you know?  You say, "It's your job to do this, and it's your job to do that.  Charlie, you do this, and let's get on with it."  I think there's some of that that's missing right now.  

Male Voice:
I think internally, from the financial market point of view, that it definitely needs to get better clarity between Royter's and TIBCO's relation.  I mean, in terms of the market focus, and the message out, one thing I totally agree with, and what I'm hearing is, and as I said, we have not done a good job, which he have to do a better job, is really looking at alternate channels.  Building the relationship, making this tree, it taught leaders or influencers, and the services organizations, that we need more people delivering that.  And, one thing we really have to focus on is a targeted message of, like you said, that is really getting the word out, and we need to target the industry segments that we want to dominate.  Because, we can't dominate all.  So, we've got to fix, and there is enough money to do all.  So, you have to fix which one you want to go after, and you have to do that, and start a democracy.  Say, "This is what your job is going to be, and that's how you're going to be measured."  That's the bottom line.

Male Voice:
I would think the greatest challenge is, once again, is focus.  Because if you look at that list, up there on the left, in terms of vertical markets, you will now find applicability for our technology in many more places, many more vertical markets.  The challenge we have is where are we going to go out and deliver our message, in terms of marketing communications of implementation.  Where are we going to spend our money to tell all these influencers and the Meta's and the [Gartners], or the IBC?  We've got Meta.  We've got Meta, we've got IBC, we've got Gartner.  We've got the list of twelve, so our continuing challenge is to come down and focus on what is our key message, two messages, not eight messages, where are the three places we're going to deliver them with impact, as opposed to twelve places with minimal impact?

Male Voice:
Yeah, it's true.

Male Voice:
And, that's the challenge that we face every single day.  

Male Voice:
And, I challenge you further to say that you've got a lot of the groundwork in place.  You look at that list there, you've got Sun.  Sun was an investor in TIBCO.  You've got Cisco; Cisco was an investor in TIBCO.  You've got a whole bunch of these guys, you've got Oracle, who took a piece of TIBCO, you've go Sybase, who said that they're going to ship the [TIB] every time they ship the software.  You've got a lot of those things, but nobody's figured out the messages and the focus.  You've got a lot of those things going for you.  

Male Voice:
[Unintelligible].  Do you think that the more these things go up, adds a lot of noise in the marketplace, confusing over the message and so forth?

Male Voice:
Yeah.

Male Voice:
You agree with that too?

Male Voice:
[Unintelligible].

Male Voice:
You know, in last year's meeting, if you recall, we had a long conversation . . .

[Unintelligible comments]

Male Voice:
I was telling somebody yesterday about TIBCO, and they said, "Well, doesn't Royter's own them, or something like that?"  So, I don't see it as much, maybe because now I know what's going on, but I think maybe, in the outside of this group, in our industry, people don't quite understand what he split is, and how this all [hurts] being developed, or are they taking separate paths, or something like that.  We had quite a long discussion about [unintelligible] with that, if you remember.  So, I think that probably needs more clarification.

Male Voice:
The comments I've been getting from some of the clients is, and the customers in the financial industry, is that they do not get as good of representation as they used to get from our side.  Because the Royter's channel is not up to the speed, and they don't understand.  It's a very different idea for them, because they're used to selling terminals, and content.  So, for them to take in different selling solutions and the infrastructure, and all those things.  It's a lot easier to transform or retrain them in a sharper time.  In some cases, you can't even change it because it's so ingrained in that for such a long time that you kind of do it.  That's creating confusion.  The second part is, in some instance, is the customer service part of it.  Again, I'm glad that you don't see them, because still, you have the same [opportunity and same people on your accounts, we don’t' see that different.  But some of the accounts, the Royter's people have come in and said, "We want to do that," and it just makes it difficult.

Male Voice:
And, even worse than that, some of them are ordered not to talk to the customer, because, "it's not your customer anymore, it's my customer."  Then, "Relationships with this guy, but this guy's not allowed to talk to this guy anymore, and I'm not being compensated for that, and so therefore, it's not in my interest to do."

Male Voice:
Can I make a comment on this?

Male Voice:
Sure.

Male Voice:
Just a little inside information.  [Shimeek] and myself are working, along with Fred and others, and Pravek, and Paul Hanson, and everybody else, to drive alignment again, between Royter's and TIBCO.  Now, this is probably, other than running the Americas, is probably the bigger job for me.  To make this happen.  And, we're doing it because we know we need to do it.  We've actually seen it lately, and again, we're all insiders, so I'll tell you this story.  This is an unbelievable story.  But, I was talking to some of the Royter's management the other day, and I said, "How many people do you have covering the insurance industry?"  And, the head of Royter's America looks at me, and he says, "None!"  And, I said, "Well, that's just great!  You have none, we're precluded from doing it, and therefore the only person selling to the whole insurance industry are all of our competitors!"

Male Voice:
Correct.  Exactly right.

Male Voice:
So, we have some major alignment problems, but we are tackling them head on, and I think within six months . . .

Male Voice:
Hopefully less.  And what can help us is when you get a chance to drive that message to Royter's people, because, seriously, they don't realize that some of the people are so far and removed from the reality of customer situations, that it's more of an academic discussion than the real discussion.  So, when you get a chance, I mean, being there was a counsel, that will really help us, because the TIBCO notion of it is it's owned my Royter's.  The owners, how much can I fight with them, and what can I do?  There's a limit to it.

Male Voice:
And, at this level, you know, like you guys understand the issues, but take it four levels down, and it's like chasms, like it's a disaster.  

Male Voice:
And, you mentioned Sybase also, which was something I heard about last year, how's this Sybase thing materializing?  Or not?

Male Voice:
It's quiet, very quiet.

Male Voice:
Quiet.

Male Voice:
I couldn't point to anything over a half million dollars of revenue that we've seen through that channel, and I can't point to anything from indirect point of view, that we've been brought in to deals, or . . .

Female Voice:
And, I can say, from a field perspective, Sybase doesn't contact us at all.  To get more knowledge than . . .

Male Voice:
It's sort of a loaded question, because we had John channeling for many years, at the securities industry association technology board a couple of weeks ago.  He presented his thing, and there was nothing on it.  You were there?

Male Voice:
No.

Male Voice:
Oh.  He presented his thing and there was nothing on it about this relationship.  I didn't think of it at the time, but now that you mention it, I'm like, "Yeah, holy cow, there's a . ."

Male Voice:
It's a hard kind of relationship, because I can, again, speaking from a field perspective, I can't think of the value of empowering the Sybase, nonexistent, sales organization to, you know . . .

Male Voice:
You're talking about focus, though, [unintelligible].  Just go away with that one and focus elsewhere.

Male Voice:
Don't waste time, because you're not going to get anything out of it.  

Male Voice:
You know you should, because those guys can benefit you, because they can't go at it alone, they need you guys.  They can't go it alone.  Because all of their new revenue is coming from that portal strategy.

Male Voice:
That's right.

Male Voice:
And, I would have thought, given what we heard, I would have thought that that would have been somewhere in the portal strategy.

Male Voice:
And that's interesting, because in Canada, we're [fighting] over the relationship with Sybase, so we are working very closely and helping each other out, rather than competing.  Because, it's complementally there.  But, again, it's based on the individuals and run in the corporate wide or relationship.  

Shankar Iyer:
Ok, great.  I want to summarize the conclusions I heard in three words.  I heard focus, I heard partnerships, for both building opinions and influences, as well as for implementation, and I heard [endless] for driving the implementation strategies and architectures.

Male Voice:
You know, Murray's not here, but I can give you just a snapshot of what's happening with the partner group.  If that's of interest.  We are probably, infinitely better than we were six months ago, with the partnership.  Just from a head count point of view, we started paying attention to, and Murray now has nine folks involved in the relationship, plus, we're also adding more focus for Murray, actually in the fields now.  So, we're coming out with a class of colleagues called the regional alliance manager.  We're putting one of those in each one of our geographic regions, in North America.  And, as that rolls out and gets traction, we'll roll it across the rest of the world.  What we've done is, we have, I would say, moderate success, with a few of the big 5.  Waterhouse being absolutely zero on our scope.  But [Ernst and Young], the [Unintelligible], KPMG, are probably the three that we have the most traction with.  Followed by Andersen Consulting, which is still a pit bull contest.  Then with Price Waterhouse trailing in the rear.  Price Waterhouse made a concerted decision to get very, very close with [Unintelligible], and as a result, I think, have pushed off of us.  Some of our competitors have done quite a bit with the big buys, in terms of options and warrants, and that's a game we're not playing.  However, we do compensate them for finder's fees and joint marketing agreements, and other things.  We are working, today I would say, we are working stovepipes, within the departments.  So, we're working KPMG for Telco; we're working Ernst and Young for some areas within Telco.  We're working [Unintelligible], for some of the energy.  We're not broad enough yet, and I think, what it's going to require of us, is for Murray's organization to continue to focus in on the corporate relations, and have the regional people out of the field, building the one off relationships, because working with partners is highly a one off game.  You know, since there're still little [unintelligible] of partnerships.  


We're also working with, what we call, militaristic partners, like [Perot], which have more of a [hierarchical] org chart.  So, we can pinpoint up here, and sort of, permeate down.  So, we're, as I say, we're infinitely ahead of where we are; we're still significantly behind in the game, but I think if we continue the focus on the partnership aspects, as we have, for the next six month, I think we'll catch up.  I think we will.  I think the thing that's going to allow us to catch up, though, is just the uptake in the marketplace that we're receiving on the products, and everything else, and to a great degree, a lot of that has just been gut force.  You know, as Charlie said, they sort of stumbled upon TIBCO.  Now [Beth] doesn't want to say they stumbled upon TIBCO, but Beth's is [beaded] in the door.

Female Voice:
No, the executive stumbled.  The technical people were very targeted.

Male Voice:
What we're doing today, as a go to market strategy, is still a very much of a bludgeoning kind of approach.  We’re not getting a lot of uptake from our partners yet; the Cisco relationship is just starting to bear fruit.  So, you know, I think we're done a Herculaneum task, if that is such a word, of really getting the uptake we have so far.  

Male Voice:
How about Sun?

Male Voice:
Sun, virtually no synergy with sun.

Male Voice:
Sun is positioning the [unintelligible] competitors.  They're having one of those Sun moments where they're thing that maybe all those dollars out there are Sun dollars, and that they're going to go after them.  

Male Voice:
Especially the [iPlanet] group.

Male Voice:
Yeah, right.

Male Voice:
It seems to me, I'm sure you've read, or participated in the books round them.  [Unintelligible sentence].  There's a third one I haven't read yet, but to me, I got the impression, when listening to Oracle and SAP, and the Swedish [unintelligible], are presenting their way of integrating with other stuff, of their applications.  That, somehow, was a recognition that more people are looking at this marketplace.

Male Voice:
Absolutely.

Male Voice:
Of the information and integration.  So, in that respect, I think you need to be very strong, the way you push it.

Male Voice:
Uh-huh.

Male Voice:
And, it also seems to me, like you're repositioning TIBCO quite fast.  I mean, you started with integration peace, and last year you added portal business, which, all of the sudden, put you in a different place.  Now, you're adding b-to-b exchange, which, I think, will change fro the old [DDI] padding, over to some internet paradigm.  So, how do you communicate that?  Because, I think the last four, that the integration stuff came up on the [radar] screen of [unintelligible].  That was the first time [unintelligible] mentioned it, and it was a good decision for TIBCO.  But it will take more time until they will rate our screen portals, and the new stuff in b-to-b exchange.

Male Voice:
That's true.

Male Voice:
I think that the thing that thrilled all of us.  Because, we're seeing such extraordinary acceptance, but such poor marketing.  I don't mean poor marketing, I mean just lack of spending a lot of focus on marketing.  If you listen to a lot of the customers that come in, and I'll say Federal Express, they came in and they were looking for a messaging system.  And, at the end of the day, the fellow says, "I had no idea.  I had no idea that this was TIBCO, I thought this was TIBCO."  And, maybe you guys can help us.  If we could just focus in on how to get this TIBCO out into the marketplace, rather that, "Wow, what a great messaging system," . . .

Male Voice:
 We could even voice, probably in the financial industry, because any time the TIBCO name comes up, it's always market data.  That's almost anonymous with TIBCO, and the thing is we need to change that perception and get the message out.  That's why this Royter's issue has become more critical, [unintelligible] of getting the word out.  

Male Voice:
A year ago, or something like that, we participated in a [unintelligible] that you had.  When we though of the [Unintelligible].  And, I thought that was extremely impressive, with the various types of speakers, all giving basically the same message, and then with TIBCO's message.  I said to them, "Well, when are you going to do that in Europe?"  And if you take [KP&D], you're working with Telco's; they are big in the States, and not in Europe.

Male Voice:
Yes.

Male Voice:
And, so who would you select to work that place in Europe?

Male Voice:
[Unintelligible].  Andersen Consulting.

Male Voice:
Ok, that's good.  But, I mean, to send a bunch of people, if you did that kind of event in Europe, at least for European customer, it would be easier to send more people to that.  And, if you then, sort of, have a structure of the lectures, maybe you should also invite Meta Group then.  I think that has a major impact on a lot of people.

Male Voice:
Uh-huh.  I think we have a date, do we not?  September 28th, tentatively, in London, that's what we're going to do.  An e-business, summer type thing, with CEO's and executives from across Europe, as well as people like Meta and Gartner presenting and hopefully some major customers and partners presenting.  Mark your calendars.

Male Voice:
Ok, that's good to know, because I'm already booked on September 28th for something else.  

Male Voice:
I think we need to get the word out quicker.

Male Voice:
Just to come back, on your point on this presentation you made at the sales meting, it was well received, and it's been well executed.  And, I think, you know, the sales organization, within TIBCO, has the ability and capability of calling at the CIO's level, engaging in a reasonable conversation, and going forward.  I think, fundamentally, that's one of the reasons that we're significantly above our competitors, because we have the capability of providing not products, but more of a vision, and more of an overarching solution.  So, to that end, I think you guys did a great job instructing us.  What we need to do is we need to take that to the next level, and somehow get that out as a marketing message, rather than a point on point on point sales message.  

Male Voice:
We talked a little bit about the focus this morning, and I agree that we need to have focus in getting the message out.  But, one of the things I don't think we should give up is the generality of a solution.  We can reestablish these stovepipes within industries if we focus as if they were really going to hit telecommunication; they're going to hit finance.  The solution that we have here is one that is very a broad solution.  I think the message needs to go to focused audiences, so they hear the message and the people on airlines hear that Delta's done wonderful things with TIBCO, but we need to be sure that the product is positioned as something that can cover, basically, any industry, because we're going to see more and more breath of use of this.  So, focus, in terms of getting the message to the right people, but the message itself needs to be very generic, because of the power of the solution that TIBCO's offering.

Female Voice:
I think one thing's clear.  That Shankar and Fred have done a tremendous job with Gartner.  And, Gartner now, has proclaimed us the visionary.  We're to the far right of anyone else in that upper quadrant, and I think that we've made comments today that other people are coping us.  So, clearly, we're out in front with a message.  And, clearly, we staying ahead of the curve of where business is going, I think what we in the field have a difficult time in doing, is articulating that with any level of believability, at an executive level.  [Unintelligible], at that executive architectural level, do we say, "Hey, guys, we were real time before real time was cool."  And, getting that message across is difficult for us.

Male Voice:
[Unintelligible].  He doesn't see it, and it becomes hard for him to believe you.

Female Voice:
Exactly.

Male Voice:
So, I think the challenge for us, and they said, to figure out which of these channels is important.  Is that specific channel important, how do we put our focus in making that message clearer than that, rather than doing 80 different things.  

Male Voice:
Well, I think, you will win by making progress in certain vertical markets.  For sure, that's how SAP got their manufacturing.  But, they really kind of boxed themselves in, in that their solution didn't fan out into some of the other spaces.  We need to be sure that we're winning in finance, and winning in telecommunication, winning in transportation, but the solution is very general.  And, as we integrate more and more features together, we need to have an infrastructure that can accommodate all the different aspects of the business processes that need to be supported.

Male Voice:
So, I think the message needs to be very generalistic.  

Male Voice:
The message can be general, but the [listener] is also in the industry. 

Male Voice:
Exactly.

Male Voice:
But, you have to remember that your forms of doing this are always industry specific.

Male Voice:
Yeah.  Right.

Male Voice:
And, what they need to see is that you're solution covers portals and exchanges, and all sorts of things, not just messaging.  So, that's the general part, I think, and then the industry comes after that.

Male Voice:
And the wireless.

Male Voice:
It's almost like creating a new thing, by [unintelligible], and say this is a blueprint for your commission pipeline, and there're other things you need to worry about, and this is where we can [fit] it.

Male Voice:
Those are all e-business infrastructure for vertical industries, and you go after each industry, and you make the general message.

Male Voice:
Yeah, that's true.  Messaging tends to be our Trojan house.  And we get in at the low technical levels, and then all of the sudden, it starts expanding.  Then, after two or three months, you know, it's fully expanded.  What we'd like to do, I think, is cut to the chase.  And, somehow how get in fully expanded.

Male Voice:
I think that's a good concept, Frank.  A lot of people will get tipped though.  And, I've had people say this to me, is that you've got to do a lot of infrastructure implementation before you can start taking advantage of the TIBCO solution.  And, I think we need to get, that's why TIBCO.net, I think it's important to provide a vehicle for relatively instant gratification to the users, so that they can enable the solution very, very quickly, and have that crown jewel not be the thing you leave with, but that's just a given part of the solution, and be able to implement a solution quickly.

Female Voice:
I think we've got to have that digital nervous system template for every industry.  

Male Voice:
Uh-huh.

Female Voice:
That's really what we need.  Because, that helps the executive level, as you say, Carl, see the vision from their corporate, industry specific, perspective, but it's also, somewhat, in a framework, that any technical person, from an architectural perspective, can understand as well.

Male Voice:
I think that's a very good point.  I was thinking about that when you showed it.  I mean, what does that look like for a technical company?

Male Voice:
[Unintelligible], but a sub-segment within an industry.  Because, if we look at [unintelligible], it would look different from an investment banking side.

Male Voice:
Well, I think that you can take it that way, and do it for the particular client, when you go in it.

Female Voice:
Exactly.

Male Voice:
I think, the other thing, is for each of us to figure out who they listen to.  That's very, very important.  

Male Voice:
Because the influences are not only different in names, but I think they qualitatively different industry by industry as well.  

Male Voice:
You know, the other we talked about is, how do the CEO's . . . I mean, the CEO's of Cisco, the guy goes up with a proposal, and it involves Cisco. Yeah, no big deal.  But I don't thing TIBCO does a lot of those advertising things.  Why don't you guys do that?

Male Voice:
[Unintelligible].

[Unintelligible comments].

Male Voice:
Just to get the name out there.  It doesn't hurt.

Male Voice:
But the campaign would cost tons of money.  It does.  It's huge; it's tens of millions.

Male Voice:
But you could target it.  But, hey, we're in the big leagues here, you guys want to be on the left hand side.  

Male Voice:
Let me ask you this, Cisco is, is it because of advertising?  I don't believe so.  I don't see Cisco's advertisement that much.  Because of its success, Cisco is, because, I think, you mentioned, the executed five years ago, in building and cultivating the panels and acquisition, and growing, is what they've done.  So, [Unintelligible] does more advertising than Cisco does, and Lucent does more than Cisco does.  I mean, if you look TV commercials, you don't see Cisco at . . . 

Male Voice:
[Unintelligible] in that TV campaign?

[Unintelligible comments] 

Male Voice:
This is what he wanted to do, and now he's done it, because he didn't want to spend that kind of money on it.  But, I think, the real [kernel] out of all these discussions this morning, is what would you want to happen in each vertical industry?  You want all the airlines to say, we don't want Delta to get an advantage of getting this whole new digital nervous system, and be able to alert their customers, and everything else ahead of us.  We all want to get there too, you want every vertical industry to say, "I need TIBCO to be my digital nervous system for my business.  For my industry."  And you want everybody competing with each to get it up the fastest.  So, how do you do that?  That's just . . . you know, for the influence leaders in each industry, and if you don't have one, than go to the leader and offer to do a partnership where you do it in some kind of way that you spend some of your marketing dollars just to implement in that first company.

Male Voice:
To go back to the financial industry, that's what we did at the trading floor.  That generated enough food for us, we didn't have to [unintelligible], then you go to the rest of them; they don't want to be left behind.  So, they join.

Male Voice:
I think that's a good idea.  I could put out that [unintelligible] has done.  To design that architecture with the nervous system, that's a platform for strategy moving forward.  Who could do that?  Who would do it?  Is that the TIBCO people, or is Anderson and [CAP]?  What does it take?

Male Voice:
I think its' a combination of the two.  IN fact, if you look at what we did with these announcements with Ernst and Young, it's the exact same thing that Charlie had up here for the airline industry.  What KPMG calls the reference architecture.  And you see the [tip] sitting in the middle, you see the eight apps sitting on the top, right, and you see some Cisco stuff sitting in the middle, and there you have, what someone referred to earlier, as a big chunk of apps.  See, you've got a reference architecture which includes eight different apps, you know, plugged into the tip, and now you just plug this into your infrastructure, and it's the same concept that we had for the energy hub, two years ago, in the industry.  Now we have Telco, we had the same thing at finance, and that, once again, our challenge now is take those vertical markets and say, "here's what you need," and it's all tied together by the TIBCO stuff.  

Male Voice:
But, it the same . . . it's true for Delta, as well, right, those companies . . ?

Male Voice:
The Fell Group and our guys came up with the DNS.

Female Voice:
It was actually the Feld Group that we were successful working with, to take it from the Delta, low level, technical people, up to the executive ranks.  Because, the technical people loved it, but we had no mind share at the top executive ranks.  So, we used the Fell Group to do that.

Male Voice:
Yeah, but the Fell Group has now taken that as a blueprint for the airline industry.  That's where they've taken it to.

Male Voice:
I don't know.

Male Voice:
There's one aspect, I've seen, for example, this audio application for Netscape.  I think, for the first time, I think that's something the press will take.  Audio is . . . you should use this.  Because, how do you get on screen by the . . . Cisco was made famous because of the market gap, it was the press that spread them over the world.  They don't need the marketing, so you have to say, we did at least, [unintelligible], we do, and the press will take it, and you send it to your customers, to your friends, and everybody.  So, very precise.  Where you do the advanced things, and people say, "Hey, those guys not only do back room kinds of things, they can also do a lot of things in the [front rooms]." Netscape will also like it . . . because every time you do something new . . . 

Male Voice:
Ok, we've had a very good discussion.  Let's take a break here for lunch . . .

[End of recording]
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Male voice:
...the TIBCO B2B strategy.  This is an area that's becoming very crowded, and a lot of people are trying to position themselves and their product in the B2B space.  We'll try to [hear] TIBCO's direction in this particular area.  So, Fausto?

Fausto Ibarra:
Okay, so let me start.  As John said, many people are trying to position themselves in the B2B space.  So let me start by asking you, when you think about B2B software, who do you think of?  Which are the first names that come to your mind?

Female voice:
Ariba.

Male voice:
Ariba.

Male voice:
Ariba.

Male voice:
Commerce One.

Fausto Ibarra:
Ariba.  Commerce One.

Male voice:
Commerce One.

Male voice:
Chemdex.

Fausto Ibarra:
Chemdex.

Male voice:
I2.

Fausto Ibarra:
I2, okay.  Other names?

Male voice:
Webmethods.

Fausto Ibarra:
Webmethods.  [laughs]

Male voice:
[Why are you smiling]?  [Because it's better]?

Fausto Ibarra:
Okay, do you perceive it as our competitor?

Female voice:
Partially.

Fausto Ibarra:
Well, do you think of TIBCO as a B2B [contender]?  No?

Male voice:
No.

Fausto Ibarra:
Who said no?  No?  No?

Male voice:
It all depends what you want.  If you want to creation your own auction or your own market, and you have to combine many different companies, then of course it will [create] a solution.  Because you have to connect many different things.

Fausto Ibarra:
Right, exactly.  [Unintelligible] e-business infrastructure companies, so the same way as we power a B2C company we can power a B2B.

Male voice:
I think if we're really honest with ourselves, though, you don't think of TIBCO as a B2B company.  We're an infrastructure company that has some elements that could fit into that space.  But you have to be close to TIBCO to be able to figure that out.


[laughter]

Fausto Ibarra:
Right, you have to [unintelligible] TIBCO.


Let me draw a matrix for some of the business models that we see out there for B2B.  And then try to explain where we see TIBCO playing in the B2B world, and where we see we complement other vendors and where we see we directly compete against other vendors.


If we think about essentially B2B stands for business to business, so typically we see buyers interacting with sellers in the B2B world, but we can also think of other types of partnerships.  But if we think about business to business as buyers on one side and sellers on the other side, then we can have one or many buyers integrating with one or many sellers.


Essentially, [when] we have the simplest cases, one buyer integrating with one seller, and that's essentially what EDI tried to solve 20 years ago.  There's nothing particularly new about having one buyer integrating with one seller.  [It still counts like], it still requires back end application integration.  It still requires a lot of things.  But essentially, when you want to integrate one buyer with one seller basically what you have to do is sit down with the other party and agree on the protocol that you're going to be using.  And it's a relatively straightforward problem to solve.


When you have one buyer and many sellers, essentially the problem that you have is what people refer to today as e-procurement.  I want to buy paper cups and masking tape and whatever I need for my business, so I go to Ariba and Ariba helps me buy those things.


In this case, some of the problems that software vendors try to solve include being able to have buyer side workflow, because I have to authorize purchases and that's the whole value proposition behind e-procurement, being able to reduce cost by controlling who buys and what they buy.  I need to deal with catalog aggregation.  I have the catalogs from multiple vendors and I need to aggregate them.  I need to deal with the possibility of issuing our [cues], responding [to our cues], et cetera, et cetera.  It's all oriented towards procurement.  It resembles a bit more of an application than pure infrastructure.


In the case where we have one seller and many buyers, a typical example would be what TIBCO does.  [Right] TIBCO does more than half of their business over the Internet, and it's one seller selling their products to many buyers.  And in this case, it's a fundamentally different problem from e-procurement.  This resembles more building portals where we can give information to our customers and allow them to track orders.


And a key component here is back end application integration.  So we can give order status in real time, we can fulfill orders, we can basically keep our customers informed of where everything is.


And then the fourth model would be--

Male voice:
What's the difference between the second and third?

Fausto Ibarra:
This one and this one?

Male voice:
Yeah.

Fausto Ibarra:
The main difference is that with e-procurement it's one buyer buying from many different sellers.  So typically, an example would be like any company who goes to Ariba to be able to provision all their MRO--maintenance, repair and operations.  The best way to think about the difference is that with e-procurement you have many buyers within your organization but [unintelligible] the same company buying from many different companies.


Let me try to think about what's the best way to explain that.  The best way to explain that, I guess, is that in the one seller to many buyers, in many ways it's like a B2C model where I have just one portal and everyone comes to my portal to buy my goods.  So I don't have to integrate products from many different catalogs.  I have my catalog and I just sell my products to my customers.


Whereas with e-procurement, a major problem is aggregating catalogs and being able to compare prices against multiple product lines from multiple manufacturers.


[And anyway], we have the many to many scenario.  What we have is what people refer today as e-marketplaces.  Over here we have many buyers and many sellers exchanging goods and services, so people are [back to the] [unintelligible] exchanges.  And again, this is a different model in the sense that with an e-marketplace in the pure sense neither the buyer nor the seller controls what's happening there.  They both go and meet someplace and then they have to exchange information about their products, they have to do pricing, here's where we have auctions, [unintelligible] auctions, and many new, different models.


When I asked you a few minutes who do you think of when you think about B2B software vendors, basically the first name that came to mind was Ariba.  So we're talking about e-procurement.  The second name that came to mind was Commerce One.


No vendor came up that helps companies like Cisco build portals.  Because I guess people think about B2B in a different way than building portals where people can come in and buy and sell services.


And in exchanges what we're seeing is that vendors like Ariba or Commerce One are moving in this direction.


Now, where does TIBCO play in this model?  How can TIBCO help power these B2B models?  Right now we see too main areas where people can work.  The first area was mentioned earlier in providing the e-business infrastructure.  Let me actually write it down here.


What that means is that if we have a company like Cisco--and I'm just using Cisco as an example--who wants to be able to sell their products and services over the Internet, they actually need to integrate many back end applications to be able to do that.  So they have their manufacturing applications, they have their billing applications, their order processing applications, and they have to link all those applications together to be able to present them to customers through a portal.


[Second area] where people can work.  And that's an area where we are working with a number of customers.


We can also, along the same lines as we did this infrastructure, if there's an e-marketplace--again, the e-marketplace was bringing together buyers and sellers--needs to integrate multiple applications.  Different types of applications--in some cases, once we have an e-marketplace we need applications to handle pricing, to handle catalog aggregation, to handle workflow, to handle auctions, et cetera.  But again, we have many different applications, as many as 40, 50 applications for a large marketplace that we need to integrate.  And again, we're talking about e-business infrastructure.


So in both cases TIBCO can basically leverage every single product that we already have and that we are already deploying at brick and mortar companies to power [a] B2B company.


The second area where we can work in B2B and where we are introducing a new product line is in what many people refer to as business to business integration.  Not so much the internal infrastructure that an e-marketplace needs, or a company that is selling products over the Internet needs, but actually the infrastructure to link buyers and sellers.  Basically to be able to exchange information over the Internet or over a private network using technologies like XML.

Male voice:
And I think that's where Webmethods's gained some [mind share].

Fausto Ibarra:
Exactly.  I guess that's why we were smiling when we were hearing the name Webmethods.  Because that's who we are running into most of the time when we're talking about that piece, that B2B connectivity.  Me, as a buyer sending you, as a seller, a purchase order using [unintelligible] over the Internet.  So that would be like the B2B integration.


And that's one piece.  If we think about the model when we have one buyer and one seller, [unintelligible] integration would be the piece that goes between the buyer and the seller.  Where a lot of people today are using XML, most people are transmitting information over the Internet.


So now, just as we have with e-procurement, companies like Ariba and Commerce One that people immediately associate with B2B, now when we're exchanging information using XML we have a number of companies that are evolving around the XML acronym.  So we see people referring to the "XML companies."  Webmethods's an XML company.


And again, when people think about XML do they think about TIBCO?  Perhaps not as much as we would like them to.


I'd like to get some of your ideas about how can we position TIBCO--I mean given that we do have a business to business integration solution, which is our Active Exchange product line.  And we have an e-business infrastructure solution to power other B2B models, which are our Active Enterprise and Active Exchange product lines.  How do we leverage those three product lines into being perceived as a leader in the four models that we have here for business to business?  What's your sense?  What do other vendors do?  Why do you think about Ariba when you think about B2B?

Male voice:
[Unintelligible] the procurement process.  So it's a content [unintelligible].  It's not an infrastructure [unintelligible].

Female voice:
[Because] they have a single targeted message.

Male voice:
I think that's what our answer is.

Male voice:
Yeah, bingo.  [Unintelligible].

Fausto Ibarra:
A single targeted message.

Male voice:
It's very simple that if you want to do e-procurement you get Ariba.

Male voice:
That's like [Seybold].  If you want to do customer relationship stuff you do [Seybold].  If you want to do procurement you do Ariba.

Fausto Ibarra:
Uh hmm.

Male voice:
Or [unintelligible].


[laughter]

Male voice:
But they have a single targeted message, too.

Fausto Ibarra:
So they have a single message, and how would they deliver that message?  How do people know that they do that?

Male voice:
Well, I think they have a lot of mind share in the product space.  Said simply, it's a relatively simple product company.  Probably isn't quite as [single] as I am saying.

Male voice:
But again, the perception is that it is.

Male voice:
Advantage and disadvantage.

Female voice:
I think for a while they were evangelizing.  For a year, their sales reps were just evangelizing everywhere.  Every trade show, everywhere.

Male voice:
Who?

Female voice:
Ariba and Commerce One reps as well.  In fact, a lot of people left Commerce One before the market hit.

Male voice:
It's interesting now that this is the question.  We talked this morning about partnerships.  They're into every major consulting firm that we could talk about with, this is what you've got to do.  Everybody's got to do this.  B2B commerce, everybody's got to do.


There isn't a consulting firm in the world that isn't trying to pitch that to me.  So I don't know how they did that, but now that you bring up the point, it sort of fits in with what we're talking about this morning.

Fausto Ibarra:
Ariba, they offer content.  So you find a company, and I ask everyone to do all my e-procurement with someone.  Ariba has already has all the suppliers, the catalogs, all that information.


That's why to some extent, in this quadrant, it's hard for TIBCO to directly compete.  Because [unintelligible] we don't have that content, and to some extent we're late.  Not that we're late in the game, it's just not what we do period.


But in the other areas where there aren't as many vendors that people immediately think about, except for possibly Webmethods, we still have a possibility to become a well-known B2B player.  So Webmethods, for example, what they do is help companies link with their trading partners using XML over the Internet.  That's your infrastructure.  There's little content there.

Male voice:
[Unintelligible].  A focused message that if you want to connect with somebody, you need XML and [Webmethods] is one player that gives you that.

Fausto Ibarra:
In a way, we're a little bit of victims of our own strategy.  Of being fairly [brown].  Going back to John's point, [with] infrastructure has really brought stuff, and we help people do a lot of things.  But when we try to get this message out it tends to come out in multiple forms, as you can tell.

Male voice:
We need some sort of published pilots and things like that to get your name out there in this space.  Those guys did that very early on.  In fact, the [high speed's] quite frequently much bigger than the delivery.  And TIBCO certainly isn't guilty of that.  But you've probably used a little of that right now.  You've used a little hype in terms of getting whatever.


Some of the people in this room or outside this room are sort of well publicized pilots of things that would establish you as a player in that space, for you to be a B2B infrastructure provider or whatever you decide your tag line could be.  Then start moving pilot projects in that direction to compress on.

Male voice:
I agree to what you're saying to that end.  There was a press release that came up last week.  I don't know if you remember this.  Five or six banks got together to do foreign exchange.  And it says right at the end of the [brush] so it was all hype, right?  Because they hadn't done anything.  They just decided to sign this agreement to kind of share and get together.


And they said at the bottom, they haven't picked their technology yet and they're looking for technology partners.  So TIBCO should just jump right in there and put a couple million dollars into it or whatever.  This is a multi-trillion dollar industry.  If you can [cream] off a few points off of that, maybe that's the way to get what you're saying.

Male voice:
A part of the [CitiGroup].


[multiple speakers]

Female voice:

Hardly ever does infrastructure look like a targeted thing like Ariba does.  People get very confused that the targeted things like Ariba and Commerce One are somehow infrastructure.

Male voice:
Yes.


[multiple speakers]

Female voice:
Just from getting into the discussion.

Male voice:
I think some of them that I knew have been guilty of that.  The markets themselves, the market-based platform.  So what does market-based platform mean?

Male voice:
It's the same thing that Ariba's been doing.  You know, Ariba started out as this ORMS procurement app.  They're moving up, and if you look at their communications over the past year, they now say, "All you need to do is get on the Ariba network and you now have a platform from which to do buying and selling of anything in the world."


In fact, we've had people come back to us and say, "Gosh, I thought that was a whole network, and it's just a procurement app.  Can you help us tie together that procurement app with everything else?"  And truth be told, by the way, when they sell the so-called Ariba network, the adapters that they're selling, their TIBCO adapters to those other acts into the Ariba network.


So they're guilty of the [hide] to saying they are much more.  But that's the game.  And they're playing up against Commerce One.  But something [Rider] said earlier, in my view our greatest marketing weapon is simply the client list.  That gets back to, "Tell me the success story.  Leverage it in every which way through all communications channels."  And that's what we need to do.


Part of the challenge there is because a lot of people, we're such a strategic weapon for them, like the Intels of the world, they won't let us tell anybody that we're even a client, let alone tell the story about how we made them successful.  That's a challenge I go through every single day trying to get customers to stand up and be vocal in public and let us stick your name in our press release, for example.


[multiple speakers]


It's a corporate policy that they don't want to endorse vendor solutions.  Because then they'll have every single vendor in their company come and say, "Hey, let me stick your name in our advertising and in our PR."

Male voice:
You see a lot of these press releases about strategic alliances.  I remember one that happened about six months ago.  [UBS] did some relationship with SwissCom and everybody asked me, "What was it all about?"  It wasn't about anything.  It's just that someday you're going to have something broadcast on SwissCom's Web technology.

Male voice:
[Unintelligible].

Male voice:
And I understand your issue here.  [Unintelligible].


[multiple speakers]

Male voice:
What's happening now with the B2B marketplace is companies like the big three automobile manufacturers, Ford and GM, they want to publicize their exchange.  They're interested in saying, "Hey, we're moving into the Internet.  We may be a 60-year-old industry"--or however old they are--"but we still want to do things like everyone else is doing.

Male voice:
Hundreds.

Male voice:
And then we have IBM and Compaq and Dell and many computer manufacturers saying, "Hey, we're also forming our own exchange."  And then we have the steel manufacturers saying, "Hey, we're forming our own exchange."  They've had the cool thing to be doing today.  So they are interested in publicizing it.  So Oracle, for example, has to capitalize on that.


Oracle says, "Well, we power this and that exchange."  [I toot] some extent sells time to do that.

Male voice:
[Unintelligible].


[multiple speakers]

Male voice:
They want to create an image that they've changed.

Male voice:
How do we get into those exchanges?

Male voice:
Maybe we don't want to get into those exchanges.  As we were talking about, I think all those things are crap.  They're not going to happen.  I like to be controversial, so you guys take shots at me.


They're not going to share their secrets, they're not going to share their clients, they're not going to share nothing.  It's all crap.  And it's not going to work.  Because when one client over here wants to get into that exchange, are you going to keep them out?


Also, there's the thing about what's happening with Microsoft.  You can't get a whole bunch of guys together and keep everybody else out.  The courts are going to come split them up.  There's a whole bunch of problems with that.


But the exchanges, I think, are a way to go.  Maybe you want to power those partnerships and be the underlying guys that make those things happen.  I think the--

Male voice:
Maybe exchanges will work.

Male voice:
Sure.

Male voice:
Corporate exchanges that are open to everybody.  The closed exchanges [unintelligible] may not work.

Fausto Ibarra:
So in that case, one thing that we typically say is we have a long history in the financial market, therefore we understand the concept of exchanges, therefore we can power exchanges even if it's not financial instruments that we're trading.  Is that a story that resonates in a [ATO or CIOs find]?

Male voice:
My question is [unintelligible].  And you package it together.  If you start to talk about business to business, is that applying the [unintelligible] you have?  Or are you thinking about adding new stuff?


If Ariba works with you--

Male voice:
Let me take a couple of minutes to explain what [unintelligible] and what we have and what is new.  What we have had for a number of years is the ability to integrate applications within a company.  So whether it's a telecommunications company or a financial institution or a manufacturing company, we basically integrate the internal applications.


So what we're doing with IT exchange, our new product line, is basically enable those companies, those same companies who are using our internal infrastructure, to connect to their trading partners, essentially to automatically connect their applications with the applications of their trading partners.


So that if I have an application over here like, say, SAP, that is generating purchase orders, I can now send those purchase orders to my suppliers.  Or I can send catalog information to my suppliers.  Or I can receive purchase orders, again, from my customers.


I can receive all this from my customer's proposal, but this is different.  This is automatic, like system to system connectivity or integration.  And what we're doing here is sharing everything using XML over the Internet.  That's again what a lot of companies are going or moving towards today.


So without that exchange essentially what we have is, without getting into a lot of details, we have two main products.  One is called Business Connect, which is a business to business server that's sort of a translator between my internal systems and what my trading partners understand.  So they can translate it into XML, my internal information.


And then my trading partners, they could be using, again, Business Connect, the same server product to connect and to talk to me.  Or they could be using someone else's business server.  And that's where companies like Webmethods come in.


If one of my trading funds already have [unintelligible] a company like Webmethods, then we can make our products talk to their products.  So this is different than EDI, when we're doing internal applications with one another.


Here, what we're doing just with [acular] change is getting our business to business servers to other business to business servers at other companies.  So it's more analogous to the EDI world, the EDI translators that translate between different formats of EDI.

Male voice:
One of the problems, though, that I've had with EDI is getting the data synchronized between the participants.  There's a time that just being able to move data from one place to another is necessary, but it's not sufficient to solve the business problem.  And you need to have a synchronization of time to get the events coordinated so that you know the data that you have is current.


I spent years and millions of dollars trying to reconcile information about inventories and suppliers because I couldn't tell exactly when those EDI transactions actually came out of supplying company.  We would get inventory updates periodically, once a day, or maybe four times a day.  But we ended up putting time stamps on them and trying to do all kinds of gyrations just to reconcile the data so that it was current.


The power of now is important.

Fausto Ibarra:
Exactly, the power of now, and that's where we have a competitive advantage in that if my suppliers also have a number of publications, and they're only updating me with their information once a day, then, like you say, I never have real-time information.  I don't really know whether they have inventory or not.

Male voice:
[Unintelligible].

Male voice:
You also could say, "Now this is the key customer we are focusing on."

Male voice:
One more thing, going back to your earlier point about process models.  One of the elements of the [balax] is they don't do translation.  They actually help implement your public processes with--

Male voice:
But the Business Connect, does it have Integration Manager or--

Male voice:
Yes--


[multiple speakers]

Male voice:
The answer is they are based [unintelligible].  Basically, our Business Connect service [can pop up] integration managers.  So it enables a user to configure the entire business process as well as the data transformation, as well as a transport.  So I can say whether I want to stay in transaction immediately as they happen, or whether I want to [botch] them, or would I expect a response or not.

Male voice:
So you can [unintelligible] [if you have private] processes?

Male voice:
Yes.

Male voice:
So it is a new product set--it's completely new.  But it's based on the existing technology that we already have.  But it does take business to business to a new level.

Male voice:
Is this guaranteed delivery?

Male voice:
[Your point] [unintelligible]--

Male voice:
Guaranteed delivery?

Male voice:
Yeah.

Male voice:
We offer guaranteed delivery, yeah.

Male voice:
So basically, if I go to the financial [set], for example, either Frank or Roger [unintelligible] and say, I'd like to use this and can I help you connect your buy side, sales side [unintelligible] the B2B, because one of the things they're going to ask for is absolutely assured delivery of that.  That is going [to miss matter] [unintelligible] flowing through that way.

Male voice:
You're never going to [unintelligible] by Internet transports to what guarantees you make with regard to [assigning abilities] [unintelligible]--

Male voice:
[Unintelligible]--


[multiple speakers]


Because a [lot of times] you have a certain networks connecting you on buy side.  And the preferred ones you can use on that, right?

Male voice:
[Absolutely].

Male voice:
[Unintelligible] the Internet.

Male voice:
Right.  [Unintelligible] because that's [unintelligible] all those things happening.  This could be very interesting in positioning there.

Male voice:
We've got a point.  Because if we move the private networks to public networks the guaranteed delivery issue will be there.

Male voice:
[Unintelligible].


[multiple speakers]

Male voice:
[Unintelligible], you're going to have to figure out how to guarantee delivery on a public [unintelligible]--

Male voice:
What we can get [unintelligible].


[multiple speakers]

Male voice:
How can we understand it?  What are we hearing--

Male voice:
[Unintelligible], yeah, that may be--


[multiple speakers]

Male voice:
Why couldn't we do that?


[multiple speakers]

Male voice:
[We're going through these PBNs] [unintelligible] other network.

Male voice:
You're going to be limited by the Internet drivers out there.  I can't promise you I'll get it there in five minutes.

Male voice:
No, I understand that--

Male voice:
[What about email]?

Male voice:
As long as I send it out--


[multiple speakers]


--[to get there, right]?


[multiple speakers]

Male voice:
Maybe the way you do that is to have [unintelligible] but actually know that in a positive [unintelligible], no different from what we have--

Male voice:
Yeah.


[multiple speakers]

Male voice:
[There's hardly any time] to be able to enable you to do that.  One of our first customers, Intel, thought they would be getting orders from their distributors using our Business Connect server.  So they want to make sure that no orders are lost.  They want to make sure that an order doesn't take longer than it should to reach them.


[multiple speakers]

Male voice:
Let me talk a little bit about [unintelligible].  Because that illustrates how you get a set of processes and outfit among multiple partners.

Male voice:
Right.  Can I just take a minute just to--you guys are brainstorming.  I just follow that through.  Because maybe there's a role here.  If you think about what we're doing with a bond salesman, say you get government bonds issued right now, and it comes out at 10:00 this morning.  And generally speaking, the bond guys get on there and they'll sell it through our distribution channel, through all our IAs, right?  [Or IA they stuff that they've got].  The 40 top IAs, and he's got the top clients like [Shimike] and those guys he knows want to buy a bond.


The bond issue hits at 10:00--by 10:05 or 10:02 it's already sold.  So you [throw all] the orders.  And the reason we're able to do that is because we have a private network because we've got the IAs connected.  But it's all distributed through the [TIB].  The information goes on a [TIB] and it goes out there and the orders are filled.  So the guy issues the bond--it's sold immediately.


Now, if you think about extending that to a private exchange where you've got ten dealers who are hooked up with CSFB, and were hooked up with a couple of bunch of other guys and it's a private exchange which you guys can host for us, why couldn't the same thing happen so that now we increase the market tenfold, so when the bond comes we've got a million times more people to sell it to?  And when your bonds come out they can sell it our IAs [and stuff that], you can host the marketplace, and we could guarantee--

Male voice:
[Unintelligible] companies that did that?  What's the name of [it again]?

Male voice:
TradeLand?  TradeLand's...

Male voice:
[Yeah].  But I want to offer a couple of comments.  We could certainly do that.  Basically what the Business Connect things are are we sell [unintelligible] things that allow you to connect between CSFB and all these [unintelligible].


Now, the other thing that's emerging out there [unintelligible] is there are people who are now realizing there's value in models like that.  And they're building essentially private B2B networks.  [Tom Conductor is obviously B2B].  There's a company called SlamDunk in this business.  They tend to be creating sort of, if you will, [there's a little island called] B2B.  They'll give you a private network that multi participants can participate in, and they'll guarantee the [quality] [unintelligible].


[Unintelligible] how you can utilize [those things].  You become the guy who hosts this for ten companies and offer it out there.  Get two or three guys to start it up and you just watch them come.  You [print off] maybe a .001 of each transaction and there's your revenue stream.

Male voice:
[Unintelligible].

Male voice:
That's a model that can work for commodities in general.  Beyond the financial--

Male voice:
That's where the market's heading.

Male voice:
Yeah.  [Unintelligible] more complex [unintelligible] [necessarily, it isn't so easy] [unintelligible] manufacturing, for example, where you may have custom parts and it becomes a bit more [futile].  But for commodities, yeah.

Male voice:
A customer-to-be we would not sell our software to, but that's not a business TIBCO wants to be in as a company, because we measure by software licensing revenues.  Having revenues coming in as [piecemeal] transactions, [unintelligible] didn't like that.


In fact, this gets back to the other part, as to how do we actually market up to the big enterprises.  One is you can go the [medicals] and all that.  The other through the whole [unintelligible] e-business [is the outdoors and everything [through other] networks.  So if we target those [through other] networks that [unintelligible] platform, and then when they go pitch their services to enterprises, it's another channel for us [unintelligible].


SlamDunk is an example of a company that uses that technology, and they [unintelligible] to delivering [echo] [unintelligible] network.


[multiple speakers]

Male voice:
[Unintelligible], right?  [Unintelligible] in that context they are going to have to [unintelligible] their message, because [one really] wants to do for bonds, I don't know [if anyone] wants to do it for airline parts or whatever.  So we want to have [them all], as opposed to just being an operator of a network.

Male voice:
We are [unintelligible] ecosystems people like that.  [Unintelligible].

Male voice:
[Unintelligible] incubate [a lot] [unintelligible].

Male voice:
Exactly.  [Unintelligible] [B2B] incubator--they're all going on our technologies.

Male voice:
Can I ask you a question?  What's the successful end game here?  Because somehow it sounds a little too vague to me to just say, "I want to be successful in B2B."


[laughter]


That's such a broad category.  That's like saying, "I want to be successful in middleware."  You don't advertise yourself just as a premier middleware company.


[multiple speakers]


[Unintelligible] vision.  You want to say, "I'm the e-business infrastructure leader" or something a little more tangible.  But B2B is such a broad category, it seems like you have to define your success a little more...  Two years from now if you're really successful, what would the headline be?  That you were a famous B2B vendor?

Male voice:
No--


[multiple speakers]

Male voice:
A lot of [unintelligible] that you see out there today...maybe in a year no one will be talking about B2B.  It will be something else.

Male voice:
[Attach] yourself to a name like that.

Male voice:
That's like saying we're the successful e-business.

Male voice:
Well, I know.  That's what I'm getting at.  What is it you're really trying to do with your B2B products?

Male voice:
I think we should [unintelligible].  What's happening with their [B] standards [unintelligible] standards that are emerging in multiple industries.  The finance has a bunch of initiatives going on [HTML, and HTML and old set].


The one that we've seen the first early adoption--that actually took two years to do this--is in the high tech manufacturing space, [to a stand alone called Reselment].


The basic idea is that--I mean EDI has been around for a long, long time.  And even though EDI's been around for a long time, not all companies today are using EDI to exchange [unintelligible].  [Unintelligible] the most successful companies, like [GE], probably only use EDI with like ten percent of their trading partners.


And part of the problem with EDI was that it was very difficult to implement.  So XML came along as a...I wouldn't say a replacement for EDI, but as an alternative way of exchanging information with trading partners.


But the problem with XML is--and one analogy that I always like using, is saying that I'm going to be using XML to transact business with my trading partners--it's like saying that we're going to be doing business in English.  It's useful to know that it's in English, that we all understand our language.  But we need a lot more structure to that.  That's why we have purchase order forms to send purchase orders.  [We just sent in random] [unintelligible].


And the same thing happens with XML.  XML can allow you to represent anything you want in any number of ways.  And if there are 10,000 companies there will probably be 10,000 ways of representing purchase orders, or enter information, or shipping [unintelligible], using XML.


So a key factor for the adoption of B2B integration basically using XML is the emergence of standards, so that there's a single way in which I distribute catalog information to all my distributors.  There's a single way in which I [access] purchase orders.  A single way of representing what a product looks like.


And one of the standards that's gaining the most [selection] today is called RosettaNet.  Basically, RosettaNet was started by a number of companies in IT, and computer supply chain companies like Ingram Micro, like IBM, Compaq, et cetera, who said the computer industry basically at first glance appears very simple--I have laptops, desktops, [tops], et cetera--but in reality it's a mess.  Because every computer manufacturer has a different way of describing what a computer looks like.  Everyone has different product numbers.  So if I'm like Ingram Micro, I have so many different part numbers that it's impossible to manage them.


So what they said is let's streamline the supply chain by creating a standard way in which we will communicate with each other using XML over the Internet or over private networks.


So it was [unintelligible] they actually took a step very different from other standards in that they started with the business processes.  They said, okay, what are all the business processes that take place between companies in the IT and the [current component] supply chains?  So they started from the top down and said, well, there about 120 different types of processes that take place.

Male voice:
[Unintelligible].

Male voice:
I'm sorry?

Male voice:
It sounds like EDI ten years later.

Male voice:
It sounds like EDI, but actually EDI has a very narrow scope in terms of the number of business processes that they automate.  So what they said is, well, [unintelligible] didn't work so well because it didn't help me in many other areas, like distributing catalog information or managing returns or something called price protection, which is a major issue in--

Male voice:
But that was not the fundamental reason EDI didn't work [unintelligible].  The problem is it takes too damn long to get one transaction from one party to another party and get it fully tested.  It takes four to six months per transaction.  And there's not 120 processes that we're trying to work with.  We're trying to work with 20.  And getting one of them done for two partners takes four to six months.  So the speed of implementation is the biggest problem.

Male voice:
So basically if we have one process four to six months per partner, clearly 20 processes take too long.  By the time I finish implementing 20 processes, I'm already moving into a different direction.

Male voice:
[We've] told the story several times, but we found out that our people that were building products decided that they wanted to switch from one supplier to another for the same product in the next generation in the product.  We had a laptop that had a [foreign] factory with a 9-inch screen on it.  We would be building that in another factory before we had the EDI transactions for the previous factory that was building that same product.  So we could never catch up.

Male voice:
At every level you have those problems, between the manufacturer and the distributor, between the distributor and the reseller, between the reseller and the end user.  You have those problems, and it's very hard, especially when we have new product lines coming up like [everything amounts to a keytop].


So what RosettaNet as a consortium did was, okay, let's get together all the major players in the computer industry and let's agree on a set of standards that will allow us to reduce basically this four to six months for each process into more like one to three weeks per process.


So that's implementing maybe not 120 but maybe 50 of these processes become something feasible in the course of a couple of years.  That's a goal, [that addition].


So anyway, RosettaNet has been working for a couple of years and they came up with a very sophisticated way of representing transactions that in theory make it easy--once you have implemented the one process, implement the second process or a third process.


Are they there?  Not yet.  Clearly not yet.  Not even close to that vision.  But of all industry standards out there it's the one with the greatest traction.


Companies like Intel, for example, are committing to doing all--if not all, at least most of their business that--


[End of Side A]

Male voice:
...perfect example of a standard that is almost made for the typical infrastructure.  Because basically, they require an infrastructure that can at the lowest level deliver messages and at the next higher level, translate messages, basically XML messages from the languaging from my [unintelligible] to my internal applications.


Then at the highest level, it requires you to be able to sequence processes that take place across the Internet.  So I [tengee] a purchase order, I wait for you.  If you don't send me an acknowledgement back, I try it again.  So it sometimes does all those things.  So using our infrastructure, it was relatively straightforward to implement that standard.


Where that takes us is in a couple of directions.  One is that RosettaNet today has more than a hundred companies as members.  And all those hundred companies are implementing some aspect of this standard--maybe one of the 120 purposes with one partner.  It may be one purpose with ten partners, or ten purposes with one partner.


So on the one hand, we have a hundred companies that could be potential customers of TIBCO.  And the other hand, which is a more interesting case, is that because of [unintelligible] a comprehensive standard, in many ways, most other standards out there in the B2B world can be modeled as subsets of RosettaNet.  They are some subset of RosettaNet specified.


So after [second air], which is even more interesting because in a year RosettaNet will not be anywhere, but there will be other B2B standards.  So what we want to do with third [parts], with RosettaNet, get customers there.  And we already have more than, we just announced the product last month, and we already have five customers in major companies using our RosettaNet product.


So we want to do it, use that as a reference to measure the [gift tape] credibility that a typical B2B player who is helping companies like Intel link to their suppliers, link to their customers, link to their distributors.  And then from there, move on to other vertical industries.  So the amount of industry, adopt a standard to be able to have that credibility to go to a major player and say, "Hey, we want to be your business to business integration infrastructure.  As opposed to just being a B2B player."  Make it more specific and say, "We are the B2B infrastructure that ties your systems with those of your trading partners."

Male voice:
Is RosettaNet now [NPX12] and XML and EJB?  Or is it only some of those?

Female voice:
That's actually an excellent question because [NPX12] is one of the [EDI standards that has been around for a long time.  When RosettaNet started, like [all search engines], I mean it had a hard time getting up to speed and being able to actually deliver a standard.  So their first idea was creating a standard from the ground up [led use ADIX12] and just represented as XML.  And they actually did that and found out that EDI was just too complex.  So they completely got rid of EDI and now it's pure XML.

Male voice:
One of the things of RosettaNet deployment, one of the characteristics you find there is the need to connect or tie in some of those [evident] processes with your EDI processes if you have any.  So EDI has become, in some sense, just another integration point for RosettaNet process.

Male voice:
Right, exactly.

Male voice:
[Unintelligible].

Male voice:
That gets back to [John Raphael's] point, we don't ever get rid of anything except Autocoder.  I think we have eliminated Autocoder.

Male voice:
Just as we are getting to customers more and more requirements, I think, are covered to run a mainframe.  We are also running more and more into customers who want us to store DVI even though we have 20-year-old technology.  It's still out there.

Male voice:
So we are, I think [Pant] made the point earlier, is we announced a product and we're having tremendous success in introduction on this count.  So one thing we know, I think we're fairly confident of, is that our infrastructure is capable of doing this.  And second is this is not an easy problem to solve.  We have a unique competitive advantage.  The key is how do you leverage and take it out and get more customers and get more visibility?

Male voice:
Somebody said something earlier, that we as TIBCO are interested in selling licenses, not in selling transactions.  I'm not sure that that's the right long-term answer for TIBCO.  Because especially in this space here, this would appear that we ought to be selling pulses--that is transactions as they go through this engine.  It's going to be difficult to sell enough licenses to pay off in the long run.  It's too hard for people to implement this stuff.  If you can offer this and basically outsource this service and provide the inter-connect capability, one that locks us in better, gives us an ongoing revenue stream, I think it will speed the implementations of the process.

Male voice:
To that point, going back to that [ego-mon], if you build a practice around us [using that bigger answer], build a practice around deploying.

Male voice:
The question is when you think of the [conscious], is that a primary mechanism for the software?  Or do you see that you set up the business?

Male voice:
I think there is a possibility for a business.  And I think that may be the better way to deliver this.

Male voice:
Actually, there is a possibility for the business.  [Unintelligible] a couple of years ago, based on EDI, EDI initiatives has been in the public sector as a service, or to customers to provide the EDI-to-go basis, so to say.


So you divide.  You pay for the transactions over the net.  No fixed installation, no fixed costs, et cetera.  That's been tremendous.

Male voice:
Is that people to B2B?

Male voice:
This is a new way for B2B.

Male voice:
No, EDI, right?

Male voice:
Yes.

Male voice:
Designers do it for the same thing, but non-EDI, no.


[multiple speakers]

Male voice:
To take up a point on now, the business that [unintelligible].  Ideally you'd be able to sell the products, have them do the usage-based packing model [unintelligible] but today where we are at it's hard for us to do that.  We've created something small, but to--

Male voice:
I think that's a fundamental thing that we need to think about in the company about what the revenue model is going to be in the future.  Because the model is frankly changing, and changing fairly rapidly, and selling licenses for delivering software is becoming an antiquated thing.  And Oracle has already flipped that switch.

Male voice:
Microsoft is doing it.

Male voice:
One of our competitors in this area, Webmethods, but they have a substation model where they sell you a software but you can only use it for two years.  Then after those two years, either you never use the software, in which case you don't have to pay again, or you're still using it and then you have to pay for another two years.

Male voice:
That's an alternative to licensing.


[multiple speakers]

Male voice:
The delivery model.  What he wants to do is make it, like flip a switch for service.

Male voice:
[Unintelligible].

Male voice:
That's an excellent point because what we're finding, there are some players, with this kind of repetitiveness, there are a couple of companies that are providing that service as basically like we're just talking right now.  Where you just pay third month, third process.


If you would just give me one process with one partner, you have to pay for that one process with one partner.  If you're using ten processes with ten partners, then you pay a hundred times.  It requires a lot more application software.  Because then you have to provide them with an interface to maintain their accounts.  You have to be able to build them.  You have to be able to do a lot more things.

Male voice:
But companies are starting to look at that model.  SPC bought Sterling Commerce and paid big money--3.9 billion, I believe--for it.  I've got to believe that they're intending to move that into the service model as opposed to the license model.

Male voice:
But they didn't have a service model, right?

Male voice:
Yeah.  But they didn't start that way.  They started as a license model.

Male voice:
Like the information services, who also had the value added networks that they provided.  People are thinking they can move away from the value added networks.

Male voice:
[Unintelligible].

Male voice:
But people are moving away from value added networks because they can get that service on a commodity basis through the Internet and other vehicles.  But if there's a value point that is significant, which I think you can put in with a B2B exchange or a RosettaNet service delivery vehicle, that provides a barrier entry and there's not a very intricate value added network.

Male voice:
So are we talking about X?


[laughter]

Male voice:
How do you see RosettaNet?  That [can't] fit into the matrix you had before.

Male voice:
That's an excellent question.  RosettaNet can actually feed into the e-marketplace model where the [prodigal] that you're using, or the [tender rod] you're using to integrate with buyers and with sellers is that standard.  It grows up by, actually you can't buy in any one of the models.  It is simply a way of doing.  If I'm going to be sending you a request for information, this is a form that I'm going to be using.  This is what I expect your response to look like.  And that applies whether you're a buyer interacting with many different sellers.

Male voice:
What's the implication on that for the future of RosettaNet?  Is the RosettaNet style of defining and operating going to succeed?  Or is the Ariba/Commerce One way going to succeed?

Male voice:
That is a very interesting question.  Ariba has its own standards, called CXML, for exchanging information about e-procurement.

Male voice:
They don't need to talk about processes.

Male voice:
They do have processes, but because Ariba basically does handle buying and selling of products, it's a very small number of [fuzzies] that they need to automate.  So those [fuzzies] are represented by that standard.


So in other words, it's not a generic standard for a supply chain collaboration, it's just for buying and selling goods.  So they have, for instance, no way of sending inventory information.  [Unintelligible] as well as many other areas.


So Ariba and Commerce One have their own ways, their own products, [any] information over the Internet.  Then RosettaNet is called the IT and the electronic companies' supply chain industry.  Now other vertical industries are coming up with their own way of representing different transactions.


So that's why we believe that customers, more and more, are going to need multiple standard.  To be able to say, "Hey, I want to buy from this supplier.  What standards does he support?"  And then be able to transact with that customer, with that standard, and then a different customer, different standards, et cetera.

Male voice:
That means then Commerce One addresses a smaller section of the whole problem.  They want to integrate much better.

Male voice:
It's somewhat similar to EDI where SAT can do everything for you.  But in reality, they can't do everything, so you do need to talk to other applications.  It's the same here.  Commerce One will not be able to solve all your problems, even for e-procurement.  You'll need to talk to Ariba and you'll need to talk to other vertical market-specific exchanges.

Male voice:
But it seems to me you need to define what will them be the solution space required.  And what part of that solution space to aim for.  And then what is that business model.

Male voice:
We are sort of the digital nervous system for a B2B model regardless of which model you adopt either as an enterprise or marketplace.  Much like you'll have your applications and your internal systems, you'll have your [article], your Commerce One, your Ariba, your I2--we still need that thing that ties it together.

Male voice:
Right, exactly, and I guess part of the question that we're seeing come over again is whether we're going to move beyond the simple infrastructure and more into either the services or into some application logic.  That's a good question to answer.

Male voice:
How are we doing with time?

Male voice:
We're not doing so well with time.

Male voice:
I hate to cut off the discussion as long as we're being productive.  Any other thoughts in this particular space?  The complexities of this space are just mind boggling to me.  This is one of the times that I'm really glad I'm retired.


[laughter]


I don't have to worry about that.

Male voice:
Is there a big pie chart for IT dollars which delegate, to what percentage of that pie chart would you allocate towards the B2B portion versus the B2C versus B2E?  Is there any such thing that we have?

Male voice:
We don't have that.  Later on in the afternoon I'm going to be going through a survey that talks to some of those topics.  It doesn't put it out in a pie chart, but at least gives some opinion from some of the people on the advisory board about where the interest points are of what's most important, what's most critical.  But it doesn't give you the quantified information you'd like to see.  But at least it's indicative data.  We'll be going through that later on.

Male voice:
Yeah, that should be interesting because we hear a lot about B2B because it's a sexy thing.  But it's interesting to see how important it is for PIOs.

Male voice:
Just one last thought.  There's a B2B, there's a lot of negatives in the marketplace now if you look at what's happened since April.  And you don't necessarily want to attach yourself to a B2B general label because that's sort of a downer in a lot of ways.  With what the auto companies and everybody else has done in a move to take a lot of that internal, there's more and more of a feeling that some of these companies are never going to have a valid business model.


So I think what you've got to do is look at that whole space and say, "What are the specific niches we want to play roles in and how are we going to have a profit model there?"  As opposed to just labeling yourself B2B.  I think that's dangerous.

Male voice:
I think that's very good cautionary input.  A lot of these companies that are started out now, the Aribas and Commerce Ones in particular, have come up with some revenued-tied models to equity participation by their customers with a buying into equity by purchasing product.


So part of the revenue model for these companies is coming from their customers who are in fact equity owners of those entities.  We need to be aware of that.


How long will that last and how much, it does give the companies a view of a revenue model that is starting to grow.  But that revenue model is really purchased through equity positions in those companies.  To me, that's a potential house of cards.

Male voice:
To the AICPA and everybody else, that is a house of cards.  We are in a situation all the time where people are looking for joint ventures or they're looking for us to be part of that.  And whenever that happens, we end up with zero revenue.  There were probably two or three deals last quarter that were worth millions of dollars to us that we show at zero revenue because it's not business stuff.

Male voice:
Right, and I also had some visibility into some of those companies that are also making zero use of the products that they're paying for.  And they're using other products to actually implement their solutions.  So we need to get to reality, what is good and what's real business, what's real value.

Male voice:
In this space, auctioning.

Male voice:
That's an area that will come up.  We are a little bit in this fixed pricing.  Everything will be auctioned in the future.  So with bank loans now, they're auctioned.  Bank loans auctioned?  Come on, there used to be handshaking and a buddy kind of thing.


So everything will be auctioned.  This means the Ciscos of the world will now sell their products against fixed prices, will put them forward and say, "Who wants to buy hundreds of them and for how much?"  EBay, that's EBay.  Everybody is auctioning their products, why not?

Male voice:
Our [SP] says that he drives his marketing department crazy because every day he says, "Why don't we just auction today?"

Male voice:
So the auction model, we should have a good package for it.  It's not B2B, because to many it's something, commodities.  A lot of people try to do it from their product stock to their users, their customers on an auction base.

Male voice:
Auctioning for everything?

Male voice:
Almost everything.  Many things, people will say, "I want to have it now."  And if you want to have it now, you can confirm, to deliver.  Then you have to auction.  So in the past, we did it secretly in the past.

Male voice:
[Unintelligible] made references to the stock exchange.  Because what they had in their procurement, worldwide distribution system, they bought things from plants or independent manufacturers worldwide.  When they planned for their supply chain, they basically had an auction going on between the supplier and [akea] to get in because they had multiple suppliers.


They were [cutting] it from eight months to eight weeks or something like that.  Basically, if you continue that model, you get into [self exchange].


Telecommunications Trends and Business Drivers 


by Torkel Norda, CIO, Telia, 6.15.2000, 2.15pm
Torkel Norda: 
(. . .) Business drivers and what are the implications and potentials for Tibco. So I decided to use a few slides for that, to do that [that scene from Telia group] What we see is communication. We already passed where data traffic is surpassing the voice traffic. So data traffic is now the dominant part and we’ll continue to grow. What we see also is mobile communication is getting very very strong. So big competition between mobile and fixed telephony. A lot of mobile think that mobile is really going to be used for voice communication, and fixed telephony for data communication. 


So we’re just in the beginning here. I guess Cisco will be the first one to advocate for the next phase: audio, video, text and data everything like that is going to be into one single network. What happens now is also what we see: an aim for co-market [development] where you have telecommunications, IT, media content moving together in the value chain. So all of the sudden, the players in different directions. So we that system integrators are becoming partners to customers to suggest and deliver communications solutions

Male voice:
We’ve seen the value of AT&T stock be cut in half in the last two months, three months, from $60 to $33 because voice communication is starting to diminish and the price has come down from 30 cents to 10 cents to 5 cents and it looks like its going to a penny. That’s going to change the economics of this. Internet is free. The attitude of free Internet access: the economics of that compute in my brain. We can’t have free Internet service and have voice companies like AT&T have their value go to nothing. 


What’s going to happen in this space? You say global communication, wireless communication is going to take over the voice space. How’s this economic equation going to play out in the end? 

Torkel Norda: 
If I had the answer (. . .) some of that is the trends in the marketplace. Fundamentally I believe there are two driving forces, if I compared to the computer industry, telecommunications being vertically integrated. One  happens in the infrastructure. So the move from switched lines, like old exchanges from [Ericson Luces] etc. over to IP switched packet network. There is a cost differential. When I left Digital Equipment people told me there’s cost one to ten. So it costs a tenth of switching data package networks vis a vis the old voice networks. When I tested that at {Telia], the network people came back and said, we believe we can make the differentiation one to 20.


So that means there is a step economic change to move from voice infrastructure network over to IP networks. That I believe is one of the big things that are fueling all the investments in data networks, fiber networks, everything. So you have a big industry begin built around the IP carrier notion. So that will take some time of course.

Male voice:
I just want to support what [Torkel’s] saying. I agree with you John, but I was at this conference, we had a investment banking conference for all the telecom companies. One by one they all got up and said the same thing, like their profit is going to double and triple and quadruple over the next two or three years. I don’t know why, but they all said the same thing.

Male voice:
Must be data traffic, voice traffic can’t go up.

Male voice:
They said voice the voice traffic’s going up as well.

Torkel Norda:
I think I can tell you why. It could have been companies like India or China. One of the biggest things that have happened with the wireless technology, in India you had to wait for ten years to get a phone line, and now you can get your wireless phone in two minutes. So you’re at two billions people between those two countries. Even if you have 50% penetration, you can imagine. So the third world countries or the developing countries are coming on line very quickly.

Male voice:
Long distance services are going down, but generally the voice is going up.

[unintelligible]

Male voice:
Two or three years ago, all of these phones didn’t exist, all of these guys, suddenly there all these different phone numbers now, and all these people are talking in their cars and stuff like that. They’ve just doubled the market. Most people at home now have two or three lines, because they have one for the Internet and one for their regular phone, and not their kid’s got a phone. Every kid’s got a cell phone. Maybe that’s it, I don’t know.

Male voice:
We just talk more.

Male voice:
It sound like it’s moving to a monthly service fee, with usage begin a trivial amount of revenue, maybe that’s where it’s going. Do you guys see that?

Torkel Norda: 
I think it depends. In principle terms I believe it’s going to be free. [So it’s the same] computing power is free, data storage is free, communication is free. However nothing is free, you pay for it. You still have an industry that can make money for it. You have this big change in the IP networks, but then on the other side, on the marketing side, you have two great forces working.


One is the Internet, which is around data traffic. The voice traffic grows about 5% a year. Even the trend towards mobile. But the data traffic grows exponentially. So then that fuels the expansion of the communication infrastructure. That also fuels the possibility for AT&T to make money. Then the question is, will AT&T and [Taylor] be the one who’s capable of making money, or will it be the new start up. That depends on how skillful the companies are about renewing themselves to the new business models, I believe. 


You take the advent of mobile communication. Once you get hooked to it, you can’t live without it basically, right? So there’s a lot of communication. You pay much more money for mobile communication then you do for a fixed line. So there you have a high revenue model. To me those are the real two fundamental forces. One is the switch to IP networks, and the other one is the growth of the Internet and mobile communication.

Male voice:
I still have a problem with this one to ten and one to twenty cost factor for IP delivery versus switched. I can see that there’s advantage, but a ten to one advantage, that’s compelling.

Male voice:
Twenty to one.

Torkel Norda: 
But the thing is, to get that totally, then you need have it all the way. So what’s happening now is that we’re replacing the networks, gradually putting in IP. It will take some time before you have it completed.

Male voice:
My theory is that we have fixed known costs in the assets embedded in the existing voice network. We’ve got invisible transparent costs in the IP network that we’ve not yet exposed, because of the evolution of the Internet, and everybody thinks that the Internet is free. It’s not free. There’s a bunch of costs going into that. I think there’s just some fundamental economics there that I just don’t understand. I’ll let you get back to your point.

Torkel Norda: 
It could be, it could be. We don’t see all of that for sure yet. What happens in  the industry of course is [much tougher] communication. And lot of new services, lot of new technical advances, and we’re seeing the corporation alliances cross all over the world. And some of these alliances fail. So the question is, what form of alliances will really succeed in the long term.


We’re selecting a different strategy with Telia than other who float there mobile systems. [Telephonic had us] you have [Waterphone] buying Mannesmann. [Capian] is also moving, making their mobile phone business separate. So there is a lot for the market for the increased mobile communication that we’re talking about. 


The trend towards mergers acquisition etc. will continue. Okay, everyone wants to do everything, so the borderline blurs a little. But I believe that, in the end, you need to adhere to the fundamental business model, but you need to move up the value chain as well. In Sweden now we have more than twenty national and international carriers for telecom traffic. Sweden never had any monopoly. But in ’92 they started to come in. Next to the US, it’s the most open market in telecom in the world. So I think UK and Sweden in that respect are most open. Telia was the first non-US operator to awarded a license to operate in the United States, because of reciprocity and openness in the market.


Right now, we look to Silicon Valley very much as the hot place for IT. What’s happening now is something very surprising and interesting as well. The rest of the world look at Sweden and Finland very much as a center for mobile communication. We’re being approached by large system integrators that would like to set up big joint venture funds, big [competent] centers for mobile in Sweden that then could expand world-wide.


So there’s a lot of interesting things happening there.


The World Times IT index was published fairly recently. They looked at PC penetration, Internet penetration, and mobile communication penetration. When weighing these factors together, they came up with this picture. So you got Sweden, Finland Norway, and Denmark in the top together with the US. Sweden right now leads over the US for both PC penetration and mobile. Well, PC is equal, but Internet and mobile.


So if you look at the mobile communication right now, about one-and-a-half years ago we introduced something called [Midoff], that is for mobile user a combination of mobile telephony and the Internet. So those uses have both an Internet account and mobile phone account. You can connect all the functions you want between these two. 


That portal was announced one year ago at the big telecommunication conference in Switzerland. So that was operational in March more than a year ago. What we’re waiting for now is really the [VAP] telephones to be more spread. Homerun was announced early last year, and that is setting up an antennae on airports where we communicate with a device you plug into the PC, and you can get two megabit connection over the radio. So that network is begin built in Sweden and major airports in Europe. So wireless you can be connected up to two megabytes per second.


[Globalcast] I haven’t looked into in detail. But then another area which is going to be a major focus in, is to take mobile telephony—its two things. it’s both an infrastructure network and a service. So you have both a network provider role and a service provider role. One big area of that in focus will be service provider role for mobile services. We heard Fred talk about that a little earlier today. Mobile Internet: to do that over Europe is of key interest.


Another thing of course is broadband in the Internet. Broadband I think is  moving to new infrastructure. Broadband can be provided over cable, or copper lines, or wireless. First now is cable and copperwires. Broadband or mobile will come a little later.


In Sweden right now, 91% of the households have the possibility to be connected over broadband. That would mean the ability to get at least 2 megabyte per second. So we will have in Sweden three to four times capacity necessary to connect each home, because of different players.

Male voice:
Most of the applications today are very consumerish, getting news information. Where do you see business services being delivered through [VAP] or through the broadband network? What kind of services do you see? 

Torkel Norda: 
The obvious thing is on the consumer side. I think on the business side it may take a little longer time. 

Male voice:
With broadband, you can then videoconference through your mobile video telephone.

Torkel Norda: 
That you can do. What we’re thinking of internally with Telia—we see customer’s do in Sweden— you think about personal telephony, you think about telephony for [Casma Care Center]. [Casma Care Centers] you need a lot of IT functionality. So there you see, we need to have fixed line telephony connected to it.


Nut for personal telephony we are now working on how do we move over to mobile telephony, and forget about the fixed lines inside the company for personal telephony.


What we are discussing as a possibility, of course also, or when it can happen, is fi you have a PC on the table, then you can also have IP telephony in it. When your mobile phone gets close, then it acts as a fixed telephone. 


So we got projects underway, together with [Erickson] and others, to look at these things.

Male voice:
Does that use [BlueTooth] or [connect to E]?

Torkel Norda: 
That could be. But ideally it should be like BlueTooth.

Male voice: 
BlueTooth is a short range [connect duty] standard that’s coming up or doing exactly what [Duncan] just said. You can take your phone and be close to a basestation, then it switches over to a fixed line.

Torkel Norda: 
BlueTooth you also have between your mobile phone and your earpiece. So you have an earpiece, and then your mobile phone could be in your pocket, or in your briefcase, whatever. Then I think you get closer to what Fred was asking, where the PDA device and the mobile phone becomes one.  


I didn’t answer your question about the business use quite well. I haven’t studied that. So I couldn’t really say what would be the first applications. But I think obviously it will be for people traveling. The mobility of all people. Another aspect is to use the mobile phone a vehicle for all kinds of identification or payment services. This example from Finland where you can buy Coca Cola in CocaCola machines, is I think fact well known.

Male voice:
Is it true?

Torkel Norda: 
It is true.

Torkel Norda: 
So you’re going to implant that piece in the ear? Just have it sown right into the inner ear or something, so we don’t even have to carry it around?

Torkel Norda: 
The headphone? Well, yes, if you want. I think that’s a little far out.

Male voice:
Do you provide those services today? For example, to take courses? Do you provide that?

Torkel Norda: 
Yes.

Male voice:
And the software you built yourself? Or is it technology from other companies in Sweden?

Torkel Norda: 
No, we buy that from others. We develop as little as possible ourselves.

Male voice:
Then what is the revenue model? Do you do a revenue sharing model, or do you just license the technology.

Torkel Norda: 
What’s happening now in broadband in Sweden is there are at least three players who have aggressive plans to connect households to the broadband. Our ambition is to have agreement with one million households by the end of this year and have something on the order of two to four hundred thousand being connected. This is more the ability to do it rather than we’re doing it right now.

Male voice:
Are you encouraging looking for software for that kind of stuff?

Torkel Norda
I couldn’t say. 

Male voice:
What was the Coca Cola thing?

Torkel Norda: 
In Finland, two years ago, and you wanted Coca Cola and had no money, there’s a phone number, and if you call the phone number you would get your cola and the payment would be over the mobile phone bill. 

Male voice:
But that’s not allowed. The central bank doesn’t want this because then you get this circuit of money outside the normal circuit. It will be forbidden. But what you can do is a [simcard] you can say a certain part of the simcard is a chip card, like a chipcard, like a purse card. That’s all done by the banks and charged by the banks, then you can do the same thing form your simcard, instead of a purse card. So your telephone can be the purse card.

Torkel Norda: 
They would like to do that, and banks would like to do that and banks would like to have the transaction themselves.

Male voice:
But actually they don’t need the payment, it was a payment from your own account.

Male voice:
[But there’s an end to the bill] Every household in the world, there’s a bill coming from telecom.

Torkel Norda: 
In Sweden, when you park your car, you can phone a phone number and pay your parking bill that way. 

Male voice:
Do you guys do [bill presentment] cause Canada has this deal where you can pay all your bills through the telephone company. 

Torkel Norda: 
No. Not yet. We’ve been busy putting in place a new billing system, so we haven’t been able to do that. But we have announced have year ago “micropayment” as a separate solution.


Another big area and big trend a big trend where we want to play as well is on the international carrier basis. So what’s happening now, is that we’re building what we call a Viking network in Europe, which by year end 2001 will look something like this. We have made two swap deals with two American IP carriers. That was announced in February/March. So we have coverage from San Francisco to Moscow basically. The ambition is to be one of the three largest international carriers in Europe. Today already we are leading in terms of trans-Atlantic IP traffic, because most of that traffic goes through Stockholm. 


Here I got some of the [IPU] discussions. This is being built profitably with Telia. We don’t need to take a lot of losses right now. We surprised the investment community. “How can you do it when everybody else loses money?” All the IDC projections is that you have tremendous expansion now until the mid of the year 2000. Then you see 2006-2007, you will see a contraction, so that may impact also the development will look like. What happens then as a trend of course, all these points are called points of presences. Right now there was an announcement by KPN-Quests a month ago, together with IBM to form an alliance, and where IBM would operate established data centers, closed to these point of presences. And then invite, application service providers and others to come there. Same AT&T and IBM is done in the states.


So if I switch a little to the IT side, there are three areas of opportunity for IT, and of course one big area is how do we use IT internally. If we take a vision it would be of course to lead by example as we would provide IT solutions to the marketplace. But then also, Telia is an TI company in itself. And a lot of what we’re doing is IT. So what do we do then IT as a business? We have a portal to go initiative together with Oracle for the mobile space, formed a joint venture with a company that creates a portal to go, that Oracle will market world-wide and that we use in our marketplace. I mentioned the value-added services on the points of presence. That’s the next thing. If we have point of presence, how do we attract traffic? Then we need to have value added services to have value added services on top of that. There we need to partner with companies to provide these.


Then the third aspect is telecom company is a channel to market for a number of companies. You mentioned that a little before here. For instance have started to distribute Microsoft software to certain market segments. So that is a horizontal ASP type of role, but then the question is how can that develop in various kinds of vertical spaces.

Male voice:
When you say you’re delivering Microsoft software, you say you’re delivering the software itself to the PCs? Or are you delivering the functionality on hosted sites, of hosted servers within your sites?

Torkel Norda:
In this case its not the last part. The target here is owners of building complexes that rent offices or rent to private people. The people who own the property now, what they’re doing is installing the IT infrastructure, as a service to tenants and to make their property more attractive. So the first target is then to service them with Microsoft and updates over that network.

Male voice:
We are also going similarly after the market to a lot of large corporations [that we’re in relationship] so we want to leverage that and it could be one of two ways. It could be integration services or it could be the hosting service. Cause they provide the hosting facilities and they want to say we can aggregate a [pro-side dollar] routing applications and we can do it. So, they are also going [reactively after Italian markets], something very similar.

Torkel Norda: 
We’re thinking about how to provide hosting services. What exactly should be go into and how should we do it in Europe? So if we think about the IT channels, the picture we saw here today is also extremely relevant for telecom. Then we go from local telecom company to think much more in the international space—what will globalization mean? So far its not truly global in telecom. So I think the thinking is very much more regional right now. But I think it has to go global. And in the past we did all services our selves, in our local geography. All of the sudden we cannot do that. We not to focus, which area of the whole field can we really succeed in? and just the ambition to say IP carrier, mobile telephony, and then service provider for both residential and business, that’s a big undertaking in this new world.


But to do it we need alliances and partnerships which also has an impact on how we work it. The processes right now are very much inside out. So they have to change to become outside in. And a big issue is of course how to be much much faster. I f we look at the infrastructure today. To implement major new applications—when I did the check two years ago—all the projects we had, the large ones, were seven years from decision to final implementation, which has been the industry norm, and there’s no way that’s going to be possible in the future. Has to be three to six months, maybe a year for a big infrastructure project. So that’s a big change we need to do. 


Also, business areas want to do it themselves, almost all of IT. Hard to convert them, then to think about the infrastructure in a new role, suing for example, the Tibco approach. So for me now, the challenge on the IT side is that we have what I call the [classic Telia] where we have basically made all the applications ourselves, over the last five to ten years.


We need to transform over to e-company, e-Telia, and then think about CRM, ERP solutions. The big issue of course is, it’s not just enough to change the application, but how to change the processes, the way we work, to cut out the cost. Because prices of telephony is going down. Most of the costs are fixed, so the marginal cost for another call is zero. That’s one of the reason price is going down. So that’s [Level’s diamond] how do we change both the competence, the organization, and the technology support. We’d like to build this on a common architecture and the infrastructure so that is geared towards the future that can also then map into the old.


The issue for me right now is who leads what. If we go very fast with new applications, we import also as well the infrastructure that the applications have, vis a vis, general infrastructure which Tibco can enable us to do. So the tradeoffs between that is critical and its not always easy to do. Especially if we need to convince a lot of people around that – speed and program management.


To end up here, some of the implications and opportunities for Tibco, of course, is to continue with the information and system integration inside. At Telia we have established something we have called [Telia message pass] which really is based on Tibco’s product. And that is to have a common platform for integration between applications and between databases. So we’re implementing that face-to-face. We also made a decision to establish common information standards, but then as I said before, now the application providers also move into this space. So all of the sudden I feel that when we create [Telia message pass], we base it on Tibco’s products, then we need to have that be the [head] of the game, vis a vis SAP or Oracle or somebody else can propose. Because they are proposing system integration [unintelligible] themselves. They will of course discuss with that the various parts of the business. So in that respect I think it’s very important to stay ahead of the game. And I think the addition of InConcert was a good thing. So then you can build on that information bus to cater for all other types of integration needs. And I think the business to business example is taking that one step further.


Platform for external opportunities: of course portals, and we have discussions going on where a telecom provider can provide portals as an infrastructure to businesses or for business to business. I’d think there’s a need to move very fast there, because a lot of industries are setting up portals already. The business-to-business retail [and e-commerce], we talked about that before. We are offering that as a service to the market. The platform we have right now, which was built on IBM, we (. . .) [will not] managed for the longer term. So that’s an opportunity. 


The announcement you made together with KPMG and Cisco is very interesting I think. Because in the telecom industry there are three levels to introduce change. Basically what we’re having is, we have a network provider and we have  a service provider, and here at this level, we’re moving to the IP infrastructure. They then offer services and products to service providers. The service provider in turn, add more services or products, and then sell it business and residential customers.


So how to introduce change into this process. Here we got the Internet paradigm which then impacts on how do we operate in this CRM space with customers. Another area here is of course product and service development, when time to market and time to customer is very critical. 


The third element is, of course, the new infrastructure. And what I hear people at the service provider level say is that they cannot really fundamentally change until the network provider fundamentally changes. So that what they are offering is on a different price level and with a different capability, for provisioning services, very fast or real time. So the ideal situation to build the infrastructure would be, go bottom up, but that’s not possible to say on the market side. There I think the announcement you made with the others, Tibco, is very interesting. But you need to work with others, not only Cisco.


Incidentally, what Telia is doing as well, between the service provider and the network provider, we’re defining an API on the business level. So we see that we need to go from being tightly integrated to having an open value chain. One of the key elements here is what is an open value chain between a network provider and a service provider. Because the network provider will sell to other service providers than Telia. Eventually the service provider for residential and business, will also integrate products and services from other suppliers than our own network provider. This is a big change [for the same] and we believe that we probably are the first in the market to think in those terms.

Male voice:
I have a question. Cisco would basically like to have an interface based on Cisco Networking services active directly, which is directly based networks is what they would like, which is what Tibco is also embedded inside. So you can actually provision manage your network from a sort of centralized mechanism. Do you see any usage of things like directly-based architectures in your service? 

Torkel Norda: 
I think we do. For internal use, we absolutely see the need for a directory. I would be surprised if within the network side—I haven’t looked in detail—but I think they would need it.

Male voice:
There are two halves of the directory. One half which everybody knows about, is where you store user profile information. The second half, which most people don’t realize, is that you can also use it to store configuration information, for all the network elements. Then you tie the two of them together in single server, so when the user wants to put up a service because his profile says so, then it flips around, and provisions the network elements with the particular configuration elements that it needs.


So that combination is what Cisco has got with the Tibco stuff inside.

Torkel Norda: 
Well, that’s got to be interesting. What’s happening now, is that a year ago we made a deal with Cisco, saying that we wanted to buy the infrastructure and as much as possible, avoid the network management software, this operating support software as well from them. The solution they planned for at that time didn’t materialize in time, so we had to change to a different strategy. So now we are buying from several parties and integrating ourselves.


But in reality the network provider side would like to buy as much as possible for the major supplier of the IP infrastructure in terms of support applications.

Male voice:
You said we should work with other people as well. Who else?

Torkel Norda: 
Well, for example, what we’re building now is together with Nortel, Erickson, and others.

Male voice:
I think directory-enabled applications and directory–enabled process definitions is also going to be another key element of this directory structure. My prediction is that [L-dap] directories will be the repository for the business processes and that they will themselves be maintained in directories and certainly the enablement of that as you identify the participants in the business process is they will become directory entries.  That will be one of the key facilitators for rapid implementation, so that you can reconfigure business processes, reconfigure the tasks that are to be performed by various roles within organizations, and to be able to designate the people within organizations that are going to effect those roles that will all be directory enabled. So directory enabled networks, directory enabled applications, directory enabled business processes (. . .)

Male voice:
And directory-enabled networks

Male voice: 
Well, that’s the thing I started with, directory enabled networks will be the starting point.

Male voice: 
The way we do it even today, with [interactive enterprise] products and even the other ones, is that we store all the business process models that, for instance, integration manager creates, within a common repository. Now underlying the repository is actually a structure that most closely resembles L-dap. Today we actually physically store those in our DBMS. We have long considered about moving into L-dap. There are still some issues directories today that don’t allow us to do that transition, but we expect that next year we will be able to do that.

Male voice:
Well I think that’s going to be important and I think that’s where another outsource service for business process management could be an area that you could move into because people will have directories for their four walls enterprise. But the virtual enterprise, extended enterprise, is a maze and a myriad of virtual enterprises, and having that in a directory that identifies each one of the participants in the extended virtual enterprise, I think that’s about the only way that you can define these ( . . .)

Torkel Norda: 
But I think for telecom, if what we use inside is the same as we sue outside, is fantastically attractive. So I think to work both directly to telecom and through Cisco and others is the right strategy, has to be. But I think also that what we will see is development of the role of network provider and service provider, separate from each other.  For example in Sweden, we have four network providers for fixed lines and we have three network providers for mobile. But if you look and there will be another four, will be “plus four” so to say when to go to UMTS, the next generation. But for service providers, there are sixteen, so a lot of them buy capacity from here, and provide other services and specialize for different segments. So in that respect, you can say that, there will be two different strategies to attack this market.

Male voice:
So as a network provider then, you must be thinking of yourself as a platform on which you can attract third-party applications to be hosted on, in a very flexible manner. That’s why the APIs and all that are important for you to expose.

Torkel Norda: 
Well, if you take the network provider role, they are establishing point of presences basically. And but if you think about hosting, managed hosting etc, that’s on the service provider. So the service provider is that on who thinks about how much do we go into web hosting, managed hosting, application service provider, system integration, and all of that.

Male voice:
And that’s why I found it interesting yesterday. Nortell made a big announcement, you may have seen, saying that they were going into the hosting business, with [VEA] to do integration. So we’ll host your apps, we’ll be an ASP, and any of those apps that you want, we’ll connect them to everything else in your enterprise. I found that fascinating. Now we’re back into the network provider host, offering the hosting services and acting as an ASP.

Torkel Norda: 
Right. So eventually if they see its too little money here, they want to go upwards. And the financial community is saying. “Right, what value added services will you be offering?” In terms of Telia’s case, we say that’s the role of the service provider. But in other cases if they don’t make this distinction, but keep this as one strategy, then they will have to do it. 

Male voice:
Do you think that [Nortel’s] model will fly? Will it work? I can’t answer that. I know too little of that to give such as specific answer. But we’re working with the them.

Male voice:
It certainly has the appearances to me, when Dick was telling me about that last night, it appears to me that it’s a real dramatic change [side A ends]

Torkel Norda: 
When he’s meeting a [number of] suppliers right now, he has the impression that a lot of them were thinking about going into the operating type of business, to become operators, service providers/ He even felt that Cisco was discussing that. Fred didn’t agree with that when I talked to him about that yesterday. But clearly there is a big flux and change in the marketplace, so there is a possibility for a number of new players to take new positions, that’s clear.


And that as well, if we look from being a service provider of communication solutions, we are clearly looking at IT. So the ASP model is clear, we’re going for that. Outsourcing we’re already doing, using our IT company. What we’re debating right now is, can we stay out of the mainframe outsourcing and focus on workplace solutions and networking, and then Unix and NT-services in this new field. And then system integration, we need to go into that at least as it relates to those IT fields which are very close to communication. There of course you have the CRM space. If you take the CRM space with contact centers and all of that, you have a combination of telephony and IT systems. So that’s number one, we need to do it ourselves to be very skilled in that. 


Number two, we’re helping customers building call centers, we’ve done that for a number of years, and have installed numerous of them. So that can now be a platform for expansion. So it’s an interesting world.  So these were some of the trends.

Male voice: 
Well, thank you, Torkel, I appreciate that. At the risk of losing your audience, we’re going to have a technology change here without leaving the room, so we’re try to hold a little schedule here. What we did with this survey, and some of you are familiar with the survey, some of you participated in the survey. What we did and what we attempted to do, was to address two different vectors. One, what is happening right now, what are the important things that are on the forefront of CIO’s and CTO’s minds in today’s world. That’s what we called the current CIO issues and we tried to get a sense of what’s important today. We also tried to get a sense of what are you doing today within your organization, that is, the things that you are taking action on, and we put an importance ranking on that, and when I give this survey I’m going to give you the results 

[End of tape.]

Industry Trends/Business, Drivers Discussion


by John White, Chairman, ITAC 

John White:
[in progress] … what you view as important in the future in each of these areas, and the probability of occurrence was using the, "Gardener Group" of probability of occurrence to try to get a sense of just how critical you felt that that issue was going to be in the future, in terms of really playing out as it’s discussed. Now we have a lot of topics here. I don’t know the exact number but I think there was about 25 that in this survey of the current CIO issues. This is the way they came out in the scoring. This is just a pure weighted average of the criticality factor, with ten being most critical and one being least critical or unimportant.  Now it’s not surprising that most of our issues came up above the meeting. Cause we did try to identify the things that were most important. Yes? 

Female voice:
I just wanted to let everyone know there’s a copy in your folder. It’s easier to read.

John White:
It makes it a little easier to read. Now, not surprising as we’ve heard even today, the top two issues were very generic issues - quality of service and time to market. Those were almost uniform in terms of everybody said these things are really important to me. So that was not too surprising. The next point …

Male voice:
What was the respondents interpretation of the quality of service. What did they think?

John White:
Well, that’s hard to assess, because you have to ask each one of them what they thought. What I did when I put the survey together was what is the quality of service that is being delivered to the end user of the application or the functionality, availability, up-time, response time, reliability of delivery, robustness.

Male voice:
What is the quality of the service to the end customer? 

John White:
Yes, that’s what I was intending. For the end user of the service, how do they interpret it? How good is the quality. Do they response quickly? Is it always available when they want to use the service? 

Male voice:
I understand that. That I recognize, but I was also thinking of, for example, what is the service that the system enables the company to do.

John White: 
Right. That’s what I’m referring to the quality of service to the ultimate end user of the service.

Male voice:
And with all those online services, your quality of service has to be perfect almost.

John White: 
Right, that’s what’s reflected here. So I was not at all surprised with the answer that we got on that. 

Male voice:
[unintelligible response]

John White: 
OK. We have to ask people cause, my intention was it was the quality of the service that the IT organization or the company that was providing the service was delivering to their end customers.


The third topic was installing an e-business infrastructure. I think everyone, or certainly a large percentage of the people agree, that that was a very important and critical issue for getting the e-business infrastructure in place. Again that one probably requires some interpretation, such as “what do you really mean by an e-business”? What I hope we mean is, what are you really interested in putting in place.  A [Tipco]like platform infrastructure for being able to effect an e-business activity for your organization.


Another one that was ranked very high was employee recruiting and retention. Not surprising that this shows up. I think that’s becoming a strong issue or a difficult issue for CIOs to address, being able to retain people in this world where there’s lots of desires to go into the new start ups, the Internet companies. Keeping the right kind of talent on board is very very difficult. That is a problem for the IT organization. It creates an opportunity for companies like Tipco in being able to offer products that lessen that criticality of having that skill base in place.


In terms of the specific implementation, I was kind of surprised to see how high CRM was, and how low supply chain management, and ERP were, in the solution. I think that to some degree that reflects the maturity maybe of this process, and also the audience that we are addressing this to, are more financial or not manufacturing oriented.  A lot of manufacturing companies are certainly are certainly focused on ERP solutions, and a lot of the companies that are represented here in this survey already have some pretty strong ERP solutions already in place. 


Supply chain management certainly is focused more on manufacturing processes, and if we went to a manufacturing audience, that one would probably be ranked a little bit higher. Retaining people was important. Having lack of proper skills was also viewed as an important functionality.


Implementing ecommerce and transactional capability was high. Building corporate portals, selecting standards, determining how to integrate with partners, implementing B-to-B solutions all ranked fairly high. Now one of the areas that I saw in this that was a little bit surprising was how low business process automation and work flow capability are. As you know me, I am very much a process automation, business process management person, and I think we’re probably underfocusing on the strategic direction in this particular space. I think these are going to be very important issues, but in this survey they came in very low in the ranking process.


Again, consistent with what Charlie was saying this morning there’s not a lot of focus on replacing legacy systems. They do that periodically, but it’s not thing that’s on the front of people’s minds, saying “I’ve got to go replace all my legacy systems”. We’re willing to live with and work with those cause it’s hard to replace them and we have a lot of invested value in those particular applications. So, responses to this?

Male voice: 
You just brought up the lack of priority around business process automation. One the other hand to [get installed], I need business infrastructure way up near the top. E-businesses processes require infrastructure (. . .) there’s something there that’s going on, that says maybe people aren’t defining moving to a new business model as process automation. It’s business model change, maybe just the words prevented it, but I think the two go hand in hand. So I think there’s a lot more process re-engineering going on to an e-procurement model, all the various e-business models, than is apparent form that. 

John White: 
OK, that’s good input, that’s encouraging.

Male voice:
We are wrapping certain areas. Not replacing, we are [packing]them. In order to get them easily extended into the future.

John White: 
You are enhancing those or putting wrappings around them. Hopefully what we’re doing is putting more accessible connectors on to those applications so that they can be tied into the business process. Conceptually that’s the mindset I would like to have, and I think that’s what Tipco’s offerings are, the ability to adapt onto applications so we can connect up to those to the business process. So that we can affect the e-business structure implementing the B-to-B direct connections by having those wrappings around those.

Male voice:
We find our legacy systems do a really good job, like their processing engines, process transactions, report exchange or whatever. And what we’re doing is webizing the front end, and the back end, so we can do the [straight to] processing. We might build a module on top of it, and [try] and hook up, and actually Tipco pays right into that, because the person comes into the portal, and then we can do a lot of programming around there to figure out where they want to go. But the engine at the bottom still stays the same way. So to your point, we’re not replacing the legacy systems, we’re webizing the front end. 

John White: 
I think that’s the point Franz is making in his comment.

Male voice:
In the brokerage, we are replacing the system: a total new engine in order to do a straight through clearing.

Male voice:
John, back to that previous point I was making. What Delta airlines was doing this morning, I don’t know how Charlie would define it, but I don’t know if he’d limit it to calling it a business process automation. I think there’d be some other new thing he would talk about, enabling a new business model, or something like that. There might be a question in here that is missing, that has to do with the transformation of the business to a new model, that isn’t captured by an automation phrase.

John White: 
Right. Business process management, or change management maybe  a better terminology. Good point.

Male voice:
I would support that point.

Male voice: 
That’s actually interesting. There was a discussion in the [Gardner] conference about [process] automation, which is process management, and it’s very similar to what you just said. I think process management entails you have an infrastructure and allows you to move from the old to the new. Process automation kind of implies, if you well,


That you’re taking existing processes and somehow automating them. And in that sense it has lesser value and lesser criticality. 

Female voice:
 Actually [unintelligible] is just now starting to look at all those, the way you’ve defined all of that, which I think that indicates that they see that differently than getting systems in place or a [midermt] environment, or kind of revamping the way they look at operation, as opposed to getting some of that workflow business process flow. 

John White: 
One of the points, though, that I’d like to encourage is being able to have an active business process management toolkit is absolutely vital to the change management process. One of the difficulties that I’ve had for years, is getting the business process to change and that often was putting in place the databases, putting in place the applications, and training the people, all of the constituents in the business process, to be able to operate in that new business process. And I think the toolkit that we have to automate business process, so that we have active management of the business process, is an important part of the products and services that Tipco needs to be offering, so that you can facilitate change. You can’t go around and train everybody to say, you’re suppose to do this step, do this step, and do this step. 

You have an automation of the business process so that people are given an informed instruction that is part of the business process automation in order to effect that change. So that you can change the business process, and the concept that I like to use is having a business process management engine that presents work items and work tasks and work instances, to the appropriate constituents in the business process in a uniform way, but that affects the new business process change, and people learn about while their suppose to do their job from having an in-basket of work items, much as you have in email--a delivery mechanism. That says this is what you’re suppose to do, this is what you’re suppose to do next, and the engine itself than, moves the business process along and the work items through the business process in order to effect that change. 

In my view, that’s the only way that you can get all of the constituents [changed]. In these virtual extended enterprises, there’s so many participants, and a lot of people don’t know that they’re going to be a participant until they come to work that morning. 


And actually, that’s [why in concept] that’s the functionality that you spoke about. What we have is when we’ve taught about process management in somewhat of a different way, than somebody like [Ritria] for instance, who, to their credit, actually raised some awareness of this whole issue. I think their approach to it was, let’s figure out how to deploy new processes, starting from scratch, and they assumed an environment where they could deploy this from a centralized box, and then think through all the existing applications and people—humans—that participated in it today. So there’s sort of a fundamental advantage we have in being able to do much more of a process management—than a [greenfield] process automation. Going back to the discussion earlier this morning, how do you articulate and architecture and how do you encourage these kind of thoughts and notions within your customers. So they think through the requirements for such as solution, and then buy, rather than just looking and saying, “Oh, here is a process automation solution”.


I’ve seen [Vitria] splashed three times to [let me go buy it]. 

Female voice:
I think Delta, for example, felt they had to solve the hardware problems first. They see don’t see business process automation as their hardest problem It was scalability of the information was their most difficult problem.

Male voice: 
I sometime wonder whether we’re not doing a good job educating them on the requirements, sort of the [detailed] discussions that John’s kind of leading, and making them aware of all the issues you need to consider before you make your [buy decision].

Female voice:

You are saying a good point, cause I think a lot of times what we’re doing is asking them what they’re requirements are instead of telling them what their requirements are.

Male voice:
Maybe the white paper [really acted a little different] sharing the process management and process automation questions.

Male voice:
I mean that’s one way, but it’s be great for instance somebody like John to come and say here are the issues you need to think about When it comes from a source like John, it’s very credible and it makes that influencer to the CIO or CEO think about, “OK, maybe this is what I should be thinking about” as I put together my infrastructure and consider these solutions.

Male voice:
When I look back at this, I didn’t think of this at the time, of filling out the survey, there’s two issues that Charlie brought up this morning that are sort of paramount in terms of CIO priority. These on the list have a lot to do with implementation or resource in the implementation. The two issues he talked about were the CIO’s role in influencing the change to a new business model, to stay competitive, which is a very big priority, for most of us as CIOs, and making sure we have a seat at the table. And the second thing is establishing the enterprise architecture you need to support all of that. And those two are probably captured as significantly as maybe they deserve, in terms of those being two big priorities.

John White: 
Well, these criticality ratings were to give a view for all the issues, and then what we asked the people to do was give an importance ranking to what are the top six of these that you are thinking about as a CI0. What I tried to do here was put a weighting factor on these, and the weighting factor is a function of how it was ranked one through six by the participants, and how many times each one of those was ranked high.


Installing e-business infrastructure came out highest on this scoring scheme. Installing the CRM was number two, and actually while we said quality of service was very critical, people that are actually working on it and focusing on those issues, came out number three. Building corporate portals—installing supply chain management actually moved up the list, in terms of how it’s being implemented from where it was in terms of the criticality rating. 


Implementing wireless got some attention. Implementing e-commerce transactional capabilities. Installing ERP solutions, people are doing that, integrating applications. How we integrate with partners, implementing B-to-B solutions, the retention and skills issues, are things that are among the top six that people the CIOs in this particular survey were addressing. 


One of the things that kind of surprised me was people thinking about the ASAP model, that is renting versus buying solutions, outsourcing applications, again, I think we have some treehuggers here, people who are wanting to hold on. That’s’ not unusual in this environment either, because we are talking with very large corporations that have the capability, and they’re not going to be the first ones to outsource. I think we all need to accept that more and more of these things are going to be done better as communal undertaking or delivery, as opposed to an individual company delivery. So I think we’ll see that one move up over time in terms of importance here. 


Workflow, again, did not get any mention, there’s nobody who has that in their top six. 

Male voice:
Can I make a comment on the treehuggers, begin one of them?

John White: 
Oh, I was a treehugger too. I’ve been treehugging for forty years. I can acknowledge that, that’s one of the benefits of being retired, now, you can be a little more objective. 

Male voice:
In one guise or another, people have been talking about ASP model or outsourcing for an entire career, ten, fifteen years easily (. . .)

John White: 
It goes back even further than that for those of use that have a long memory. 

Male voice:
Right. I have a couple [musings]. One is, it’s yet to emerge in actuality as opposed to where people think it should be. Everybody says you should outsource more, you should use ASP, you should do al this stuff. We’ve kind of been told we should do that for the last ten or twelve years, and, you know, it hasn’t happened, so we kind of wondered about that.


Second, [when] these guys approached me, I mean everybody here has got a different business model, but I’ll ask somebody if they’re global, and they’ll say, “Yeah, they’re  global”, they’ve got offices in New York and London. You know, we’ve got offices in sixty-two countries. So I go “wow”, how can I use you to leverage my goal of business, and the answer is I can’t, I wind having fragmented geographically-oriented ASPs, where I’ve invested the last five years in making my business truly global. So you can trade bonds whether you’re in Jakarta, London, New York, or Palo Alto.


Form my point of view, I think there are some significant drawbacks with that. 

John White: 
Pushing back on that very issue, I think the Internet in and of itself, is something that is going to level the playing field. In that you now can have a wireless connection. As the quality of service and as the reliability and the security of that service changes, the Internet is going to dramatically change that profile. Because it becomes possible now to have access anywhere to anything, and even you can even get it at the volume or rate of speed to support that. 


So technology is changing. It was very difficult when IBM came up with a service bureau corporation, many many years ago, and then had to give it up. You were accessing that with an RJE protocol, or you had a teletype protocol. We now have all kinds of access mechanisms that make it more ubiquitous access, and everybody can get access to it. And certainly smaller and medium size organizations are go to the AFP model a lot quicker than large corporations.


The thing I think we all need to recognize though, is that there are going to be more and more things that are done, even in these very large corporations that are represented here, that are going to be done on an outsource basis. If we had the appropriate e-business infrastructure to be able to implement these solutions, and to be able to integrate our in-house business processes with our outhouse business processes, we can do that more and more effectively over time. Even as large corporations we need to let loose a little bit of the bark.

Male voice: 
I agree with that. I think that’s the next big landgrab. I think there’s companies right now that are getting ready to launch that. Within the next twelve to eighteen months I think you’re going to see that explore all over the place. I agree with what Frank’s saying in terms of some of these companies not having the where with all to really deliver for a global company, But I think you’re right, there’s enough people out there who are launching those things. Look at tucows.com. They’re the largest freeware, shareware site, and they’re also the second largest Internet registrar. 


I was talking to those guys. They’ve got a business plan that I was looking at that goes right into this model. They’re reach to launch. They’ve got all this stuff free. They’re trying to figure out how to charge for it and make money out of it

John White: 
I think that’s the key part of what the role of the CIO is going to be over time—CIO or business strategist; deciding when you switch from something that you’re doing in your organization to something you can do better on a shared basis. But having the right kind of infrastructure to be able to engage and participate in those shared services, I think is going to be important for people in the future. 

Male voice:
[Proposoro] made a big business out of it.

John White: 
Yes, they’ve made a big business out of it. But some of the problems that exist in that model, still exist, because once you outsource that to EDS then it becomes difficult to integrate the things that they don’t offer or can’t offer. That’s why having an infrastructure for business process integration that can be delivered in this ASP model, a shared services business-to-business integration model, I think facilitates that and makes it easier to accommodate and outsource certain things, but still have the critical skills and the things that you can do better. Like Frank has said, there are certain things that he does that he can’t outsource them, because nobody offers them better than he can do internally. But there will be things that can be offered better externally than internally. 

Male voice:
[yes, we spend] lots of money on LotusNotes, why do we do that?

Male voice: 
Well, that’s what people like CriticalPath do, right?

John White:
I’m going to trends. Because if you look at the word where we have outsourcing, here. It’s kind of interesting to see outsourcing network management, outsourcing IT operations, outsourcing development, outsourcing IT application management, in terms of criticality. That’s kind of reflective in this survey of where people have come to accept things that they can’t outsource. Network management, It would be futile to say, “Well, I’m going to put up my own satellite so that I can have my own satellite network” or “I’m going to put my own fiber…” We all recognize that that’s a futile thing.


So we turn that over, to the network management things, to the [unintelligible]. I think everybody accepts that.


We’re starting to see more acceptance of outsourcing IT operations—it’s pretty far down the list—but people are saying, “Yeah, we can outsource the operation”, and “We can outsource IT development”, that’s why the systems integrators are being more and more successful. If this were a smaller company than is represented in this survey, I think both of those would be further up the list than they in fact are. But we are really treehugging on application management, that’s where the value point is, and I think we’re going to see more and more of that – almost all of us have outsourced payroll now. How many of use here have a payroll function, ADP does that. That’s largely an outsourced application type. Accounts receivable and accounts payable, that’s going to be an outsourced application type in the not too distant future.

Male voice: 
We’re in the process of outsourcing HR to an ASP and we have a sales application that we’ve also outsourced to an ASP.

Male voice: 
Hey, John, I had an application on Internet security. It’s always an interesting topic for us when we go and talk to our customers. There’ always people with 


All kinds of security issues. And the challenge is always recognizing how much of it is really pertinent on the criticality chart, and how of it is really the security geeks inside the company screaming as usual. So one thing I’d like to understand from the [Itach] standpoint, what aspects of security are critical, and what would you like to see addressed first?

Male voice: 
Like what, like single sign on, like virus checking.

Male voice: 
Virus checking, maybe. Single sign on I wouldn’t necessarily call it a security issue. Now what I see when I talk to people and ask them more and more detail is,


Any kind of business transaction that they do over the Internet that before that they had people to police, now needs to be automatically secure. So it’s more of outside the firewall, anything that I do. So obviously I don’t want somebody who’s not authorized to come in and get information from me.

John White: 
Well, I think it’s kind of like quality of service. There’s a level of capability that you need to have in the network to ensure that you have appropriate security. The information’s got to be secure so people can’t get access to it that don’t need to have access to it. It needs to be backed up and recoverable so that if you have a disaster you can recover that. You need to be able to identify who the people are that are logging on into the business. You need to be protected from viruses, and basically, you need to have 100% assurance that you are getting the right people to the right information, the information is backed up and secure, and that you’re not vulnerable to security viruses.


Now I think a lot of people are finding that they’re getting much better security access, protection, if they outsource their security, their virus protection. Again, very large corporations probably still feel they can, and maybe still can do it better, then an outsourced organization. But in many cases, you just can’t have the skill set to be able to protect against there viruses, and even the people that have their in-house operations for security, they’re relying heavily on the virus protection organization. They don’t get the imprints of these virus, or the signatures of these viruses. They rely on somebody to tell them what they are and the install it.

Male voice:
Right now in terms of security we’re relying on having a firewall, demilitarized zone, etc. Inside, it’s a lot of discipline needed, basic system management to keep the various systems up, where they should be in terms of security. But in the future we’ll see that it’s not possible to keep these firewall. Because when you want to have self-service customers, you need to let the customers into the system, and then how do you then do security. That means basically you got a think a way, the firewall is gone. How do you then do you ensure security in the network, ad for transactions?

Male voice:
Do you see a future where firewalls disappear? 

Male voice:
Well, you can still have some areas with firewalls, but if you want to do self-service applications for the customer—basically what we like to do is have the customer set up their own account, or activate their own services. Then you need the mechanism where they actually come into the system in a controlled way.

Male voice:
You must have been newspapers that past couple days, that electronic signatures are going to become law in the US now. So you can open up you accounts right through the Internet.

Male voice:
So what we’re looking at now is very much having smart cards and identification, and then go with [peeky eye] and [sevetyfive solutions] etc. 

Male voice:
….and there’s a big difference between (. . .) [unintelligible]

Male voice:
The higher the amounts, the more protection you have, the more private you want it, so that makes it also a little bit complex. For retail business, it’s no problem.

Male voice:
But that also means for the Tipco part to build the infrastructure, you need provide security features of that nature, and that’s one of the three areas where we get lots of questions throughout the company, when we want, “Let’s go with this”.

Male voice:
So you’re saying security in some sense becomes part of that infrastructure. 

Male voice:
You betcha

Male voice:
Has to be.

John White: 
the profiling of the customers and the ability to identify who the customers are, and to let them do the things, the self-service applications. Internet enablement, or self-service enablement, is I think going to be absolutely vital in order to get the economies of scale. You can’t go through an intermediary to set up these services, its’ just going to be too expensive.

Male voice:
[capability profile]

Male voice: 
[very easy] and very profitable too.

Male voice:
Once again, you’ve got a captive audience, we jack up the prices every year.

John White: 
[Interesting year] on the CMXL was fairly far down the list, again I think that may be the nature of the participants here. Rosetta Net was even further down. I think we probably all have a little better sense of what Rosetta Net is and where it stands after the discussions we’ve had today. This audience did not view that as being something especially critical in the future.


Other topics on that list that anybody would like to discuss? Interpret?

Male voice:
John, I had a question. When as this survey taken.

John White: 
It was about, in the last four to six weeks, I think it was about four weeks ago when it initially went out. Eleventh of April was when it went out? Been further than that, it’s been eight weeks.

Male voice:
I was wondering nowadays, how fickle are these trends? Trends use to change annually, then semi-annually, then monthly. Do these trends change weekly now? 

Male voice:
Depends on how fast you [sold the rope]

Male voice:
[So they don’t change until you solve them]

John White: 
Some of these specific points, like RosettaNet, BizTalk, those might change. Others might be a little bit more true strategic trends. Information access, I think everybody accepts that the Internet is going to be the delivery mechanism. Information delivery—being able to get access to the applications through the Internet, not just delivering the information from sources, but getting access to the applications. CRM ranked very high as well.

Male voice:
[NewDays] a very good corporate portal.

Male voice:
This is something endless in my organization. 

Male voice:
I think the portal model is passes now. 

Male voice: 
[unintelligible]

Male voice:
{Magnets] has a very good corporate portal again.

[unintelligible]

Male voice:
It’s not only a portal, you have to organize all the information—auditors, editors, everything around it. 

Male voice:
That has to be seen over time.

Male voice:
Very complex

Male voice:
I have a question along the lines of what Frank was saying. If the trends are changing too quickly, how do you do an annual budget, and Charlie was talking about you plan for an annual budget, but it seems like trends are changing so quickly and your focus ends up changing. How do you accommodate that when you’ve got  a big group and a big company, and you’re trying to move forward?

Male voice:
We don’t do annual budgets. We do like a three year plan. And then in the first year of that plan, we [cancel] budget. But then we do quarterly [for-costs], and manage by quarterly for-costs.

John White: 
But it becomes a level of expenditure without being tied to specific projects and till the projects are better identified.

Male voice:
[I have to want to spend, but not to want, you don’t know yet]

Male voice:
Yeah, I think most of us are in that same boat as you. You do the best you can to explain why you might need certain levels of spending, then you illustrate with projects, but those are not fixed priorities anymore like they used to be.

Male voice:
So you get a [pool] that you’re allocated, then you can spend it as trends change, or projects.

Male voice:
It has more to do as a percentage of revenue, a classical percentage of revenue. How do you get your pool of expensable funds?

Male voice:
[You’re serving] that as a percentage of revenue. Management doesn’t care about that, that’s more consultants like to quote it, but, I never heard any management team base a decision on that.

Male voice:
It’s based on earnings by [per share][ at the end. It’s a kind of a macro, [analyzes] there’s only so much cost you can spend on IT.

Male voice:
(. . .) evaluate your company’s performance. Did they say, Gee you’re spending too much percentage on IT.

Male voice:
That goes up and down. Sometimes there’s a smarter board member who [screens something] and then you have to prove that you are in the ballpark.

Female voice:

But that’s something that we have to sell around for Tipco, because if somebody hasn’t budgeted for it, then we have to show them an efficiency where they rob Peter and pay Paul.

Male voice:
I would say that’s the problem we face 99% of the time. There’s not a budgeted (. . .) there might be a thought relevant to a middleware expenditure, but by the time we’re done presenting [book stories], you know it’s significantly more than whatever they have budgeted for.

Male voice:
Added a few zeros.

Male voice:
Infrastructure expenses are very hard to sell to senior management when they’ve got lots of zeros behind them.

Female voice:
Unless they take away (. . .)

John White: 
Just jumped to the probabilities of occurrence of these, and I  don’t know that there’s a lot more information here, than you can look at the individual responses and get some feedback, but you can also assume that .9 was the highest you can get, .9 probability. So installing e-business infrastructure, I think that’s good news for Tipco, everybody knows that they need to do it, now we just need to know how to do it. Information access and delivery through the Internet, internet security. 


Implementing B-to-C solution ranked very high. People want to be able to sell through the Internet., more important than implementing the B-to-B solutions. What might be more on the buy side of the equation.

John White: 
Any other comments or thoughts on this? I know we spend more time on this.

Male voice:
[unintelligible]

Male voice:
Yes, that’s true. Yeah, for many companies, I misspoke on that, for many companies it would be B-to-B, but B-to-B tends to be, B-to-C tends to be on the sell side [cause it’s consumer]

Male voice:
One question [that comes to me] what is a e-business infrastructure? 

Male voice:
Tipco (laughter0\

Male voice:
It was the first on almost everyone of those four lists (laughter) (> > >) by coincidence. 

Male voice:
Everything that’s [suppose to help] and nothing else.

Male voice:
(. . .) pure infrastructure things, but also applications. I felt that’s a whole field that needs to be addressed.

Male voice:
That’s one of the things I was trying to pint out. When people think of an infrastructure, what do they think of? They can have debated that several times? It’s trying to figure out who are the real infrastructure companies then? I think what you’re implying is, it’s what Tipco [that’s plus applications plus maybe something more].

Male voice:
Well, I think most of the other areas is well-defined, {wasn’t the infrastructure], but when you think about e-business, that’s a little vague in itself. So then I wouldn’t myself interpret that to be including all the applications as well.

Male voice:
I would like at it what Charlie kind of defined for Delta. To me it’s that information pipeline and creating that. Whether he calls it e-infrastructure or not, he’s basically tying his legacy applications he’s tying his new applications, on a common architecture and connecting to his customer and delivering the content. 


Now it that an e-business? Infrastructure, is it supply chain, is it [straight too] processing, what is it? 

Male voice:
All of them, according to me.

John White: 
When I drew up the survey I was thinking more of the infrastructural elements, of the components that enable the applications, per se. In a lot of cases we’re going to use the existing applications, and it’s a matter of being able to connect up, interconnect, and set the business process and change management features in place in order to make those applications effective.

Male voice:
[I can hear] there’s a lot of grey area. Are digital wallets and shopping carts, are those infrastructure or are they applications?

Male voice:
Are the [air races] infrastructure? Is a network an infrastructure?

John White: 
To me it is.

Male voice:
Are tools infrastructure?

Male voice:
Is everything [that’s shared] infrastructure?

Male voice:
It means that in the application [unintelligible] more and more applications are becoming infrastructure. And that’s a shock for a lot of people.

(laughter)

John White: 
OK, I’m going to have to cut off my own discussion here, cause we spent enough time on this one, and Raj Pai is going to talk to us about the portal and the wireless strategy.


[end of recorded material]

TIBCO Portal Strategy Discussion 


by Raj Pai, Product Manager, Portals and Tom Jasek, SVP, Business Development. 


4.30pm, Wireless Initiatives Discussion by Raj Pai
Raj:
We’re coming to the last leg of presentations, so I’ll keep it brief and I’m going to use a set of slides here more as a framework to stimulate discussion. I’m going to be talking about portals and wireless and combine those two and see why a typical - we feel, while this is really an extension of what you’re trying to do on the portals.  And maybe that’s not true, according to you guys, so we can have some discussion around that.


I’m going to be joined by Tom Jasek.  Essentially the pattern that we’re going to follow is I’m going to put up a slide, see what we thing are typical as drivers for portals, and then you guys can tell us where you see portals and portal strategy fitting in your organization and eBusiness, in general.


When we talk about portals to our customers, most of the time they’re looking at portals as a personalized web window into their integrated eBusiness strategy.  Now, I almost hesitate to say, it’s just a web window, because portals have, in the last six to nine months, have gone beyond just the web interface.  They’re being accessed through wireless [dual access], web phones, BDAs, [unintelligible] maybe.


Most of the time, the eBusiness drivers that are driving the portal strategy are you want to increase your revenues. You want to create a new web channel where your customers come in and buy services or goods.  Or you’re trying to build internal efficiencies, either a supply chain or you’re trying to streamline your internal processes.  


The other most common application for portals has been building customer intimacy.  So, when we talk about portals, it’s B to C, it’s B to B, it’s B to E, or B to anything you want it to be.  


I have Frank start off by saying that portals are almost passe.  So I’d like to use that to kick off - kick some discussion around.  What, according to you folks, are the drivers for building a portal today within your own organization or outside that you’ve heard of?  Why do you think portals are important?

Participant:
Branding.

Raj:
Branding?

Participant:
Yes.

Participant:
When you talk about portals [inaudible] are you talking about a public portal that the retail customers come into?

Participant:
I’m not talking about the intranet, but still there, [inaudible], it’s kind of branding, too.

Raj:
So, you expect your end users, whether they are customers, partners, whatever they might be to come to your web site and you want to create it so it’s a branding access point, as such.

Participant:
We have a narrow band portal [inaudible], which is, you can see a branding or...but then we’re planning to have a broad band portal, which is then sort of the window to broad band services.  So, it should be placed where people can go and learn, find new services available for broad band network.

Participant:
[Conceptually] and adjunctee or a business strategy, which is [inaudible] 

Participant:
Yes. Then this is a window for your customers to say, “Here’s how you can access our broad band.”

Participant:
Yes.

Participant:
I mean, ultimately, isn’t it - you’ve got a broad band portal so that you can generate revenues.

Participant:
Yes.

Participant:
You can turn on more services. I can go with the mouse and order my DSL tomorrow, right?

Participant:
[inaudible] 

Participant:
I mean, I can buy a service, so...

Participant:
I mean, ultimately - the ultimate goals are the same.  This is being [unintelligible] right now, so to say, is that you can order your broad band service then you can order value added services on top of that, be that the case or whatever.

Participant:
Right.

Participant:
So that would be, maybe, ease of doing business.

Participant:
Yes.

Raj:
So what do you kind of say, as you keep enhancing your business model, you use the portal as a front, where you introduce us to your end users/customers?

Participant:
Yes.

Participant:
I think it’s a common, consistent way of getting into the enterprise.  No matter what you do, you’ve got to have something at the front end that’s not going to change the customer. From there, you can go into any...

Participant:
Let me say...

Participant:
You’re saying that you are taking a lot of related systems and putting a web front on it, right?

Participant:
Right.

Participant:
Because it seems like it increases access.  That was our experience with SAP, for example, right?  They said even though SAP was installed throughout the whole organization, only 10% of the people actually look at the SAP front end.  But if they put it on the web, it could have a much higher penetration.

Participant:
Right.

Participant:
First, [unintelligible] how many people have a portal?  A B to C, a B to E, or even a B to B portal, currently?

Participant:
Sure.  Yeah.

Participant:
Did we ask anybody whose got more than 600?  [laughter] 

Participant:
That’s a question.

Raj:
Just going across the room, are these portals being accessed just by a end user?  Your customers?  Or are they being also used for internal purposes?  For your partners to come in and get a view of what you’re trying to do with them?  Are these end user focused?  The portals?

Participant:
Are portals are for customers.

Raj:
For customers.

Participant:
Yeah.  We have 160 ports.  So many to many, but OK, that’s the problem.  That’s one of the problems with the portals is it’s too easy to make them.  We call them back...

Participant:
You see, that’s part of the definition.  I don’t consider that a portal.

Participant:
We call them web sites, by the way.  

Participant:
Yeah.

Participant:
Yes, see we need to get crisp on that, what - is it a web site or a portal?

Participant:
Right.  I don’t see that as a portal.  I mean, we’ve got several web sites, but that’s not a portal.  I think definition is very important.

Participant:
[inaudible] ..customer information sites, to the customer self-service sites, cables rolling out certain trials where people can order video on demand in the future by doing it off the web site, to CNN wireless services where there’s no subscription revenues.  Most of them are customer focused in one way or another.  But I look at a portal as having to have value added customer features where there’s an interaction, as opposed to just a downloading of information.

Raj:
Not just passive.

Participant:
Right.

Participant:
Interaction that generates revenue for you?

Participant:
Usually, yeah.  But sometimes it may be a service transaction, so it’s not always revenue.

Participant:
I see the other thing, particularly on your sites - and I’ve probably been on 20 of them.

Participant:
Yeah.

Participant:
It’s cross marketing of the other properties.

Participant:
Yeah.  There’s plenty of revenue opportunities for us, but again, it involves a customer interaction more than just looking up information.

Participant:
So the business driver is your customers ask for a service and then you try and put it up.

Participant:
They may not even ask for it, we may make it easier for them to do business with us. They may be able to get something, value added that they couldn’t get before.  They may get a discount because they go to a web site or a portal.  One way or another, it’s a customer value add, is what we look for.

Participant:
Yeah, I would agree, that’s what we’re - customer is captured by giving them something, a value added.

Raj:
And you started talking about what’s a portal and what is a web site. What is the distinction between the two?  Maybe it relates back to what we’re trying to do with it.  If you use a portal as a common access point for end users, anyone else coming into the organization, it becomes important that the look and feel, that kind of experience - the end user experience - is...has some common look and feel that’s unique to your organization.  So, I don’t know, would anyone take a stab at defining what a portal is versus a web site?

Participant:
[unintelligible] has this picture by which - and Tom uses in his slides - is that applicable? Where we say that a portal has got a lot of external content, like stocks, news, and all of that.  It’s also for the internal content.  It’s also industrial strength, so it stays up all the time.  Your company depends upon it.  You know?  If it goes down, you company is gone and your whole window to the customer is down.


It can also access a good [unintelligible] device.  Use sort of [unintelligible] definitions that [unintelligible] 

Participant:
Yeah, is it fair to say that a portal also knows me?  In other words, it’s personalized to me?  So if I go to a web site, you know, I’m just another visitor to a web site.  If I go to a portal, it says, “Hello, Frank, thank’s for coming back.  Last time you were here...  Here’s your news...”  It’s personal.

Raj:
It’s personalized, correct.  Well, the...go ahead.

Participant:
To me, I don’t see any [unintelligible] definition.  I mean, what’s happening now is everything that is called web site changed - now everybody talks about portals and somehow you have - in creating a portal, you have to think about it the same way as any IP system.  You have the business level, the systems architect level, the technology architect, etc.  


To me, it is like, rather than - it seems to me like the professional approach to web sites where you want to have that as a gateway for all information for an individual; for all information for a team; or for all information - the only place you need to go for a customer.  So, it’s a starting point.

Participant:
The personal approach is [inaudible] 

Raj:
That what it appears like to me, right now, but I don’t have a clear definition.

Participant:
Price point [inaudible] typically you’re known by an account number that allows you to do some kind of business, where a web site you’re just getting information.

Participant:
Right.

Participant:
[inaudible] 

Raj:
Frank, I would like to come back to the point you mentioned earlier that portals are passe, but in my perspective, when you see an emarket place, when you see a supply hub, when you see market enablers, or market - whatever the flavor - the B to B flavor is - that’s still a portal.

Participant:
Yeah.  I think I was being unfair to product marketing by saying that.

Raj:
Yeah, you had me worried me there. [unintelligible] 

Participant:
...definition is if you’re going to try to plug into a [unintelligible], it’s passe.

Raj:
It’s passe.

Participant:
[inaudible]

Participant:
Yeah, I guess what I was thinking of is not necessarily that the technology is passe or that people need to do it from a - that that’s passe, I don’t think so.  Most everybody that says they have a portal, really has a web page.  But I think from looking forward, I think a lot of thought has now passed the notion of the man/machine interface of - that’s a portal - to more of a machine/machine interface that’s B to B.

Raj:
Right.  I agree.  We run into the same problem.  When we stop talking about portals, most of the time people think about the [Yahoos!] of the world.

Participant:
Right.

Raj:
They can not extend it out and think about the B to B web fronts that are equally critical.  And also about the intel portals that companies like Cisco are building, which helped them save millions dealing with their suppliers.  That’s again, a portal, a web front.

Participant:
I think if Raj had his other sides in here, you’d see the integrated piece that connects into the portal piece, because we feel that we don’t want to have a set of stove pipe web sites, right?  Like you 160 web sites, where the web sites don’t talk to each other.  You know?  In TIBCO terms, we’d like you to be able to have an eBusiness infrastructure where you can choose - “I can take this.  I can take this.  I can take this.”  As long as I’m authorized and personalize it for me, whether I’m a customer, a partner or an employee.  So, that the portal, truly, is really just a window on this eBusiness infrastructure, is the way that we would like to see it. 


It seems like everybody here feels [unintelligible] is a critical part, but now the issue is, well, how do you visualize it?  How do you connect it out with the people who are using the information?

Participant:
[inaudible] integrate everything.  The second thing was, I think, a little bit more deeper is, between web sites, how do you actually provide communications of the information?  So it becomes almost like, if I were a portal builder and we support that, is the ability - what I call is that interportal protocol?  OK?  So you can choose to export some information, export some information and then you...  


For example, you turn, like in a Yahoo!, we turned My Yahoo! into a feed, as opposed to a destination site.  Yahoo! is now a feed that pops into the portal.

Raj:
Yeah, in product lingo, we call it syndication.  We’re actually syndicating some of your content and services from your portal and giving it to your partners or giving it to other value added people who can use those services from your portal.


Which leads in nicely...

Participant:
[unintelligible]

Participant:
...I hear portal a lot more in TIBCO meetings than I hear in any internal discussions or with other vendors.  I’m wondering whether there isn’t sort of disconnect where you guys have seized on that terminology, but it’s not necessarily one that all your customers relate to. It may be something that you’re overusing and it may cause some confusion about the distinction between, maybe people think, “Well, I don’t need a portal. I just need a web site, and therefore I don’t need TIBCO.”

Participant:
That’s a great point.  

Participant:
To some extent we’ve been influenced by Yahoo!.

Participant:
Yeah, but then [VEC] came up with this mile of portals and everything that you started using from the beginning, but I - since I’ve known Time/Warner, I’ve never heard the word “portal”used in any of the discussions, in any of our businesses.

Participant:
[inaudible] 

Participant:
Basically, it’s just different degrees of sites.  It’s just different functionality.  It’s still web sites.

Participant:
CNN.com is probably one of the biggest portals I’ve ever seen, but they don’t - they call it a web site.

Participant:
Yeah, they don’t have to...

Participant:
...visit our web site.

Participant:
They do not refer to that as a portal, even though it is.  It fits all the criteria that everybody just mentioned. 

Participant:
Right.

Participant:
[unintelligible] 

Participant:
In our business, we have common use is now portal.  Merrill Lynch now has a portal. Somebody else was saying, you know, portal is...you know, tended to grab customers and provide them with a highly tailored interaction with the company.

Participant:
We use it a lot.

Participant:
[inaudible] business in those terms, right?

Participant:
Yeah.

Participant:
Whereas other companies have to make a special effort to reach out to customers.

Participant:
Right.

Participant:
Yeah.

Participant:
So, which is why other companies have to have a portal strategy.

Participant:
It might be worth worrying about just in terms of the discussion we had this morning about how you get to each vertical industry.

Participant:
Correct.

Participant:
The word “portal” may not be something that industries relate to all that well.  

Participant:
Right.

Participant:
There may be a disconnect.

Participant:
Good point.

Participant:
I wonder - we’re sort of sucked into a Silicon Valley kind of wording, it’s just not playing everywhere.

Participant:
Right.

Participant:
Most of [inaudible] 

Participant:
Right.

Participant:
[unintelligible] 

Participant:
I know that MCI is working with us, supplying portals.  Yahoo! is working with us to define portals, so...but I don’t know about that word.  Maybe that word is just not conjuring up the right meanings.

Participant:
Well, [unintelligible], if he’s not using it in his industry, there’s probably a bunch of others that aren’t using it either. So, to diversify your own customer interaction, the portal word, it makes sense.  The web site word makes sense.

Participant:
How about an eBusiness desktop - is another.

Participant:
Yeah.

Participant:
Yeah, I think that’s [unintelligible] 

Raj:
We are trying to flavor it according to each [unintelligible] we are trying to create, a Telco portal hub...again, the portal word needs to be repositioned.  We are creating one for energy.  There, the requirements are different.


But, if you come back to looking at the essential challenges when building a portal, they are the same.  Stickiness.  We all started talking about having [unintelligible] content and services delivered to the end user.


User experience is very critical.  If you’re building a, say a telco service portal, where you’re provisioning DSL lines, you expect the user to come in and have a real time experience.  So the user experience, the look and feel of the web site is also important.  


Time to market.  I think we started talking earlier about how, in today’s eBusiness world, your nearest competitor is just two clicks away.  So, how fast can you get a portal up.  If a portal is really an integrated part of your eBusiness strategy?  How important is it to get it up quickly and have it ready for your users when they come?


Any other business - portal challenges that you have faced in your experiences working with portals, web sites, putting up web front, doing your eBusiness strategy?

Participant:
I just thought [inaudible] to why we don’t call portals - the CNN.com was probably in the portal business before the word “portal” got invented.  So now they don’t want to call it something new, but they have all these same issues in terms of...like, stickiness, they want to have a lot of features.  So they use stickiness.  They would relate to some of the individual components that you talk about, but if you label it as a portal, they say, “No, we don’t want to try to be a Yahoo!.”

Raj:
So they’re trying to differentiate.

Participant:
Yeah, because I also think, you know, there’s been a lot of press about shake out in the portal industry and all that, so if you try and position yourself as a portal, as a business, then it may not be the right thing to do right now.

Participant:
Right.

Participant:
Like with Disney, Go.com and that kind of stuff.

Participant:
Yeah.

Participant:
Portal implies be everything to every kind of customer and a lot of our industries want to be specific value added to specific customer bases.

Participant:
Yeah, it seems like based on the comments from everybody here, you know, you have a broad band portal, that’s your strength, your unique advantage.  You know, yours like media [unintelligible] might be [unintelligible-coughing].  But it’s taking your legacy strength and making it electronically available to your customer, which may not be everything that we’re looking for.

Participant:
The last thing that we do, we’re building [unintelligible] which really is a way of displaying information from 22 major support systems into one place for teams working with customers.  For example, customer relationship team, they should go to one place to find all the information without having to go into a number of different support systems.  So, when we think about customer portal, service portal, etc...


But then, what we have also decided is to have a technology architecture for real importance and with the major things, and that is, common log in, security, and a third one, which I forget right now.  So, that way - but we’ve got a lot of confusion in the discussion when it was presented as a portal. All of a sudden the technology was about the business level sort of thing.  So they don’t have to say it’s - the technology architect [unintelligible] very importance, [unintelligible] of real importance.  Then these portals have different business purposes, so to say.

Raj:
I think this, in subjecting this, you really want to become this information source for your customer - whether it’s a portal or whatever it is, specific to your industry and your client base, so that you maintain that contact with your company rather than going to your competitors.  That’s - so you want to aggregate the content with active desktop. It could be active, like [unintelligible] said, you know, enterprise desktop where you create aggregation.  But there’s so much underneath that, as you said, it’s the architecture behind it that allows you to build a content together.  That’s when the e-enterprise infrastructure comes into play and is capable to support the builder comes into play.  So, I agree.  I mean, we need to think about something different, depends on what you want to call it, because it’s more than just...


Because a lot of times, when I talk to the financial clients, the confusion starts with, is it a development tool?  Am I going to create my web site? Is it, you know, first reaction, do we think of it that way?

Participant:
But I think the - I’m not sure you need to define a new term, but you need to - if you build a portal, if you think about you’re building, really, a business interface and using applications in the infrastructure.  Then you have a business level, a systems level, a technology - an architect level and a product level.  So to me it sounds like you need to define, sort of say these - that universe.

Participant:
In fact, that’s why I want to ask Carl, I mean, if we’re going in and we’re trying to sell somebody on a corporate portal and they’ve got 200 web sites or 200 divisions or 200 subsidiaries and we’re trying to go in there and sell them on the benefits of having some integrated, like system...do you have standards or do you have mandates that everybody whose got a web site must do certain things?

Participant:
Typically, no, but we will in the future.  That’s one of the directions we’re headed.

Participant:
It’s not - it’s not just look and feel, but I mean, it’s everything from - you can stream video or you can’t stream video - you know?  You can use certain technologies...

Participant:
Standard plug ins, etc...but, historically, we were totally decentralized so we didn’t have any of that, but we’re working on our architectural issues now.  They will accelerate that.  

Participant:
But a corporate portal, you wouldn’t use that in a Time/Warner context, they’d say, “You mean the corporate office thing for the divisions to look up information about the company?”  I mean, nobody would know what the heck that meant.

Participant:
[inaudible]

Participant:
I mean, it wouldn’t relate to our consumers because a corporate portal, customers don’t know us as Time/Warner.  They know CNN or Warner Brothers On Line, or whatever.  They don’t know Time/Warner Corporate.

Participant:
One of the basic problems with portals, I think, is that it’s too much.  If you want to organize this coming together for a large organization, it’s complex.  Because we never did this in the organization.  We say we make one window to the organization for consumers and for businesses, for example.  One window!  How do we do this?  It’s like thinking in a whole new branch infrastructure or...it’s a very complex thing.  So don’t - so if you sell the portal to the high guy, then nothing happens.

Participant:
You’re right.

Participant:
You have to sell it to many people in order...

Participant:
You know, that’s - I’m glad you said that because that’s a very good point.  If you think about the Internet, the Internet was created in such a way that you can hot link all over the place.  And if you think about this as hierarchal, it just never is going to work.  Whose going to do all the stuff for you?  Are you going to get the king at the top to do this?  Forget it. He can’t run everything. People are going to do things in the different divisions, just like you’re talking about Time/Warner.  Everybody’s going to do their own thing.


Maybe you’re thinking about an enterprise set of requirements or something or tools or something - so maybe that’s what you want to sell them.  But I - you’re right.  I mean, that’s a good point there.  Whose going to do this stuff? It’s the guys who are selling that product or running that division or whatever needs to understand that stuff.  They’re going to do it.  If you try to restrict it too much and say one guys going to do all this stuff, it’ll never happen in a large corporation.

Participant:
[inaudible] being a B to E event, not a B to B or a B to C.

Participant:
Yeah, in fact in the portals, most of the other players in the portal space grew up on all that.  [unintelligible] So you’re right, it is very much a B to E, employee productivity kind of a tool.

Participant:
Right.

Raj:
I would call them portal applications, going back to the [inaudible] infrastructure.  What we’re really selling is infrastructure, the title of this [unintelligible] 

Participant:
[inaudible] 

Participant:
[unintelligible] 

Participant:
It creates more confusion than conveying what it can do. 

Participant:
I mean, I have to say, probably, we have - say probably in the financial side - when I talk about my portal, the first thing, “I don’t want to be My Yahoo!.  I'm different than Yahoo!.”  Right.

Participant:
[inaudible] 

Participant:
No, they want to be that, but they don’t want to be called - it’s an interesting thing.  The first reaction is, “You’re trying to tell me that I need to become Yahoo!?”  No.

Raj:
No matter what kind of portal you’re trying to build, whether it’s an intranet, corporate portal, or a marketplace, the key requirements that it boils down to, it’s really an integration job.  I think we started talking about it where they’ll be integrating their own internal content and services or it’s coming from external news sources, information sources.  So it’s - at the end of it, it’s really an integration job, and that’s where, I think, TIBCO brings in its strengths.


The second key aspect about the portal, I think we touched up on that, is the personalization.  It’s not just any web site you go to.  It recognizes you.  As soon as you come in, you have your own experience at the portal.  And when we talk personalization, we usually think about the end consumer, the end user, but there’s another aspect of personalization that sometimes people refer to as customization, which becomes very critical when you expose that portal to several different [unintelligible]. 


For example, the concept of security.  If you have partners coming to your web site, you don’t want X partner looking at the content which was meant for Y partner.  So, authentication, access control becomes an important issue at the portal.  


The last one, which is become very important over the last six to nine months, is the delivery vehicle.  Most of the times portals were attached to web sites.  But if you start thinking of access points as being wireless devices, you have to have those same content services now being delivered to [unintelligible] to PDAs, to SMS whatever might be the end wireless device.


So those are the portal requirements that we are seeing when we go out and talk about portals to our customers.  I wanted to find out which of these are important, and also, what are some of the other requirements, which may not necessarily be technical, but also organizational requirements that are needed when you start thinking about a portal?


I think we started talking about having multiple portals for silos within organizations.  But what are the other challenges?  What are the other requirements that you think of when you start thinking about a portal?

Participant:
You know, I have a little bit of a problem with calling portals - requiring that portals have this personalization feature, because I think it’s important that some portals have this anonymous initial access.  I mean, you get more specific and get people identified with making a portal - excluding a portal from being an anonymous access point because we...in my view, we want to have - acquire new customers. And you acquire new customers by having an open portal that then collects information about the participants.  So, the web site, the standard web site - it may be rather stable and passive as an initial access point, to me, that’s still a portal.   I’m having a little bit of a problem - maybe struggling too much with the words, but...

Participant:
Well, down along those lines, I would argue that Charlie’s DNS diagram with the portal being the overhead display in the airport, is an example of a portal, right?  Because it’s pulling from the same set of information, right?  It’s just one way to look at the data and then the wireless device is another portal.

Participant:
But it still - that information, that display in the airport is - that’s anonymous access.

Participant:
Exactly.  But along with [unintelligible] 

Participant:
But it’s still a portal.

Participant:
Right.

Participant:
They’re just a way that you start focusing...

Raj:
There is a value to having anonymous access.  At the same time, taking Charlie’s example, if you had gone to the Delta portal, you’ve seen all the information about the flights, it would not have been able to page you on your pager if you miss your flight, because it doesn’t know who you are.

Participant:
Right.  Right.

Raj:
So there is...

Participant:
But that’s - at that point, you become an identified participant or an identified attendant to the portal.  But the initial access, to me, should be anonymous.

Participant:
The whole issue of privacy policies flies right into John’s discussion there.  It’s a big deal for AOL because they - because of the 22 million subscribers, they can tell almost anything about consumer behaviors that you want.  They can tell the success of a new TV show within two or three performances because you can tell whether it actually causes a reaction where people sign off and then sign back on for that show.  You know - you can predict the success of a show.  So I mean, there’s all sorts of things that you can get out of it.


But also, you can track what kinds of visits they make to what sites and what kind of content they’re looking at while they’re on the service.  You can profile people very accurately.  So now the question is - AOL has always had a strong privacy policy that says, “OK, we’re not going to identify them by individual and sell those lists back to advertisers.”  But those are - I mean, those are very big issues in terms of challenges, because how much you know about your consumer without their permission...is a risky proposition.

Participant:
Are you web-itizing all these applications?  Do you understand?  So your - basic IMS application...[unintelligible] 

Raj:
Yeah, I think when we - when we talk about the web front, we’re not changing the native applications.

Participant:
No, I’m not saying native [unintelligible] web-itize me - I mean...[unintelligible- multiple comments] you make a nice, user friendly...

Participant:
I would answer that by [unintelligible] giving you the ability to access the services provided by that application via a web [unintelligible] 

Participant:
But then you can’t get to your [unintelligible] user interface normally.

Participant:
Well, it depends on what you want to access from that application.  If your legacy application has orders, and you want to know the order status, than one way of getting at that is through this web or wireless portal.  You’re not necessarily giving all the functionality of that application via the web...

Participant:
No, no. You don’t change the functionality, you change the user interface, that’s what I’m saying.

Participant:
You [unintelligible] that’s an example of taking a bottle of aspirin on the shelf, right?  You find out when you go to pull inventory application, but you just want - might want a message that either could go on your web page or wireless device.  So when you’re talking about wrapping your applications, this is another way to wrap it.  It just says that if it publishes on the TIB then something else can subscribe to it that can make it a...

Participant:
But I think - this gets back to the point that everything goes around, comes around - eventually, everything is going to be web-ized, whether it’s the basic functions.  I mean, we used to put a lot of the data into these systems on [Hollerth] cards.  We don’t do that anymore.  We put them in by 3270 interfaces or now web...

Participant:
[unintelligible] 

Raj:
I think when you start thinking about the aggregation function, if you have, for example, an SAP application and you know the basic DOS for the end user is to do one or two things.  You can pull that SAP functionality out to the web vendor and have it aggregated with whatever other things the end user is looking at - HR wraps, looking at news, looking at whatever else the user does.  So that way, the portal creates an aggregated view of all the critical functions that he needs to be tracking.


I had promised that I would not put up a product sheet, but I’m going to do that...

Participant:
You couldn’t resist it!  [laughter]

Raj:
Couldn’t resist it.  I’m putting this up more as - to stimulate some discussion on what we are missing in this or can we position it different?  Besides the name, of course.  Just to show you the breadth that we have and how we can enhance it...the core component that we have in the portal space is Portal Builder, which does the aggregation, customization, and personalization of both internal content services, as well as external content services.  We also have Portal Packs, which does aggregation and distribution of third party content sources.  The [unintelligible] doesn’t use feed, business wide news feed and several others.


TIBCO.net, a value added hosting services and John was mentioning that it gives us this advantage of being able to deliver quick content channels for portals.  That’s a big value when people are looking at time to market.


And finally, this latest component, TIP Alert [unintelligible].  We believe that when people start talking about wireless access to portals, they’ll not be sitting on their four line wrap phone and browsing through the web site. 


The form we will use to deliver personalized events, personalized messages as they happen in the back end portal...for example, you want to be informed when your favorite stock goes above 100.  That would be sent to your wrap on your pager or whatever.  Business events.  You are an inventory manager, you want to be notified when your inventory level falls below 5 [unintelligible].  That’s an event your want on your cell phone.  So that’s the principle behind the alert software.  It’s really a server that delivers personalized event messages.


All of these have a common gooey, common admin, as well as an end user experience.  I wanted to put it up here and discuss what other tools or what other products do you see in the portal space that could be useful?

Participant:
Well, one thing, I don’t know whether it’s there, it’s around security, as well.  

Participant:
Security [sign on].

Participant:
Yeah, and do you have also the ability to display or allow certain information to be displayed to some people but not others?

Raj:
That’s kind of integrated with people build a platform.  I think we quickly realized after the product was released that most people are going towards their [unintelligible]. I mean, we talked about this earlier.  So most of the authentication/access control rules are imported from an LDAT.


The - I think we also - yeah, I think that’s a strategy for dealing with security.  The other aspect was single sign on.  I think we have a solution there where people don’t want to be using a log in and password to get into multiple systems when they come to a portal, so we have a single sign on solution, also.  

Participant:
One of the things we do in the single sign on case, is actually partner with companies like Integrity and Entrust.  We’re very focused on that.  One of the things they both do, for instance, is to support a range of authentication options.  So you might, like you said, you’re going with Smart card authentications - certificates, passwords, NT log ins, UNIX log ins and so on.  So there are multiple ways that people are authenticating themselves.


There’s also multiple places people store their authorization databases. Some people store it in Oracle database.  Some people do it in LDAT, which is the way people are going towards.  There’s some people who have it in some kind of flat file somewhere.  


So, again, the ability to aggregate these different grouping and user rights information - in a single infrastructure.  So this is what people like Integrity and Entrust do.

Participant:
We are using Integrity, then?

Participant:
I think that’s good.

Raj:
Yeah, what we use - we support both.  If you look at the marketplace, they’re the only two...

Participant:
Yeah, I heard you talk - somebody said this morning that there was some resistance on Iplanet...my sense is Iplanet is gaining a lot of traction, in terms of the type of infrastructure that is being put around applications - not just portals - but applications, in general - web based applications.  Iplanet is getting a lot of mind share.

Raj:
Now, do you see web logic mentioned in the same breath?

Participant:
I’ve seen examples where Web Logic is being taken out by Iplanet because of the more complete services that are offered by Iplanet over Web Logic.

Participant:
It’s good to hear that.

Participant:
[inaudible] [unintelligible] 

Participant:
Web Sphere is IBM’s.  

Participant:
You will be competing against [unintelligible]? 

Participant:
No.  All those approaches, Iplanet, Web Sphere, Web Logic, are fundamentally tools used to build applications.  Right?  So they - yeah - they’re probably infrastructure tools...

Participant:
They’re developer tools.

Participant:
Yeah, we’re not in the business of development tools.

Participant:
But I think, the [unintelligible] builder seems to be compatible with those major ones.

Participant:
Especially Iplanet and Web Sphere.

Participant:`
Yeah, and actually, it ought to explain...

Raj:
Yeah, we have started some initiatives to look at applications servers, the Web Spheres and the world of [BAs], so that we can - people can use that to double up their resources, double their tools, host their business logic and Portal Builder, essentially, becomes the front end.

Participant:
Yeah.

Raj:
To integrate aggregate.

Participant:
[unintelligible] something you should make clear because it’s very confusing.  My people see Web Sphere [unintelligible] 

Raj:
That’s a great point.  It’s an issue for us because the truth is, I mean, if you have a compiler, you can do anything, right?  So it’s the same logic and principle holds for people like Web Logic and Web Sphere.  You can build applications.  You can build the components that connect it to the back end. So we do have an issue of differentiation and set of value of proposition.  And a portable could be a good vehicle for us to build [unintelligible] in this area.  Even if you build your web front and applications with Web Logic, Web Sphere, or Iplanet, you’ve got back end services. You’ve got content that’s coming from multiple sources.  You’ve got a wireless infrastructure.  How do you tie all this together?  It’s back to that same infrastructure question.


See, actually, this also goes back how typical positioning itself from the [unintelligible] infrastructure perspective.  Because what this is about is the battle for the architecture.  If you look at the genesis of middleware, it has always been what I call is a single container models.  So you first started with DB monitors, big operating system on top of an operating system.  Everything you do inside this one container.  Then came databases. So you do everything via database, you’ll well defined.


Then came the advent of application servers.  So like EJB, for example.  [unintelligible] put this in one container and it works fine.  Unfortunately, what happens is that this works very well in departmental situations where you can shove all the security, all the management problems and you can localize everything to one’s container.  But the moment you start building an enterprise or a market place solution or a hosted solution, you’re going to find that a single container model fails. 


So what we specialize in are containers, if you will, that are purpose specific and that can be deployed on a [unintelligible] backbone.  So it’s an architectural difference between these two models.  The single container model, because of the fact that it’s a one container, you can have a very strong development tool because you write your code, you design the code, you pick a button, and the code gets generated and it runs with that container.


In our model, which we target the deployment side - we’ve very good in the deployment - our tools are more geared towards information integration.  So that’s the difference, really.  It’s a long story, but it takes time to get out.

Participant:
Well, I think that’s where we can...

Participant:
[unintelligible] 

Participant:
...these applications are going to become shared - these applications are going to become shared applications.  Each user is going to be identified with one enterprise, primary enterprise, but I think directory interconnection and interrelationship are going to identify how that user is going to interact with other business processes.  The example I use, in going back to my Compaq days, we have people that are building products or supplying products to Dell and HP and Gateway and Compaq, but the user in Taiwan that is building a product, has to do something specific to the business process that is pertinent to the customer or the particular work item that they are associated with.  And that’s why these directory enabled relationships are going to be important, and we need to be able to - when a user signs on to the network, they sign on as an individual, usually represented/associated with an organization, but the actions that they perform are going to be driven by the business process models for the virtual enterprise that their particular work item, at this instance in time, is driving.  We need to have the ability in these sign on security mechanisms to be able to handle that complexity of the way that these participants are going to work because these virtual enterprises, any one person, may be working on a lot of different business models simultaneously.  That’s going to be a real complexity that’s got to be dealt with.

Participant:
[inaudible] our story as it relates to Web Sphere and Web Logic and all that because, again, as insiders, I think the reality is that we have a small hole in our offering, and that is we don’t have a web service.  


On the other hand, they have a big hole in their offering. They don’t have the portals.  So I think both of us working together really fulfills the picture.

Participant:
Right.

Participant:
But the trouble is, when they come in, they don’t bring you guys in.  That’s a problem.

Participant:
[unintelligible]

Participant:
That’s a real big problem.

Participant:
They are a Cobalt compiler.  You can do anything with a Cobalt compiler.  On the other hand, we have all the elegance and the front end and all the touch and all that kind of stuff, so we really need to come together.

Participant:
Actually, if you - there’s another way to look at this product.  You’re familiar with Broadvision, right?  One to one marketing and these different...?  What we’ve done is we’ve extracted just the front end portion of that Broadvision piece, which is the front end personalization piece.  We’ve made that a stand alone engine.  When the [unintelligible] comes to sell it to you, you don’t ask, well, you know, how do you compare it [unintelligible].  I mean, they’re very - they have a lot of functionality.


This is the same thing, is that when we sell the Port Builder, we try and emphasize more the business features, the business functions, out of the box, no programming required, you know, it comes built in with understanding different feed format.  It understands [Colts].  It understands news.  It understands Yahoo!.  It understands all these formats so all these business features is how we pitch it.


But you’re right, I mean, still, it’s an alternative architecture and that is our biggest challenge, really, that infrastructure level is how do we promote our architecture?

Participant:
[inaudible] towards getting [unintelligible]. 

Participant:
You can get [unintelligible] 

Raj:
There’s [anhydra] and stuff.  But regardless of that, the EJB model, especially early next year, will get to a point where it’s reasonably [baked] enough that a lot of the appsos will look like [unintelligible] on very standard models.


The other thing we’re doing is trying to essentially embed ourselves in this kind of [unintelligible].  So that out of the box, if an appso is in compliance with EJB 2.0, by definition, it will be plugged into our infrastructure.


So we suspect that, at some point, that app servers will become standard tools, much like - nobody now says, “Should I use Visual Café or Microsoft C++?”  Pick what you want.

Participant:
You can say that about [inaudible] databases in general, but Oracle became the most commoditized and the most used.  So there is an advantage to teaming with the one that is going to be used - or the ones - that are going to be the most successful.

Participant:
Yeah, I think we should and if Iplanet is gaining momentum, that’s better news for us than [unintelligible] or IBM because by definition they will be more reluctant...

Participant:
[unintelligible] to be the winner or the [unintelligible] 

Raj:
John, the only problem with partnering with Iplanet has been that they also have a portal server, or at least they claim to have one.

Participant:
Well, they also have integration components, as well.  So I think, you know, Frank said earlier they think of themselves as...

Participant:
Well, it sounds like the next IBM, you know?  They think they’ve got everything.

Participant:
John once said to me on a golf course, he says, “Is Iplanet a competitor of yours?”  I said, “I don’t think so.”  “Will they be?”  “Yeah, I think they will be.”  I don’t know if you remember that?

Participant:
[inaudible] so either we’ve got to be thought of in that league or we have to part of that.

Participant:
[unintelligible]

Participant:
If you look at the players, it’s IBM, Sun, Microsoft, Oracle.  I think we have to be...

[End of Side A/Begin Side B]

Participant:
[inaudible] they make retail applications.  They also have a portal.  So you also have a portal. Everybody has a portal.

Participant:
They’re quite a company, right?  [unintelligible] 

Participant:
I was just sitting here thinking about this as we were talking about it, [inaudible] application development hat, and this morning I’m putting on my infrastructure hat. You guys are right down in the middle and every five minutes you talk over here and then you talk over here.  I’m not saying this is a bad thing.  I’m just saying, this is the problem you have.


You have to appeal to the application development people and you also have to appeal to the hardware - the database - the network people.  You’re not neither fish nor fowl in some cases.  And that’s the problem.  I’m not saying it’s bad.  [unintelligible] You start converting these guys over here and you forget about these guys and then these guys are going...and partnering up with Broadvision and BEA and Web Logic and all of those guys because they’re talking to the application developers. 


So you got to work twice as hard.  You’ve got to out...

Participant:
Yeah, we are.  We have to.  We should, but this is our strategy because we’re the only middleware company that has both a network strategy as well as an application strategy.  We’re the only middleware company.  And that’s why it’s our unique difference here.

Participant:
But it also [unintelligible] has become so important, which is why Iplanet and Oracle, to some extent, and IBM have moved in that direction.  So, it makes it harder for us to partner with those guys.

Participant:
Sure.  Because they’re competitors.

Participant:
Yeah?

Participant:
Yeah.

Participant:
But we also deliberately competed - I mean, we also deliberately compete with every software company in the world by saying that - exactly what the other person said before - that all applications are becoming shoved into the infrastructure, right?  So we’re basically commoditizing all - so, you know, it’s [unintelligible] out gun the other guy with their own strategy.  And we believe our strategy is different.

Participant:
So, if I’m a potential customer for Port Builder, I think about integration issues, how do I know whether there’s any integration partners I can hire that know anything about what’s behind this software.  How do I know if I want to install any commerce application?  How am I going to make sure that customers don’t have to double enter the data?  How are you addressing all these kinds of issues in terms of, well, what’s the integration issues you face when you’re putting ecommerce applications down, ad sales applications in - you’ve got a whole bunch of pieces that you don’t name in your Portal Builder. So what about all those other pieces and how somebody goes about it?

Participant:
Oh, well, there’s an emergence of system integrators that are working at that level one, being rare medium, the one that we’re seeing a lot of.

Participant:
[inaudible] 

Participant:
Yeah, it’s a marketing issue.

Participant:
What are you going to say about those issues?  [inaudible] 

Participant:
Yeah.

Participant:
...specific adapters to interface with [inaudible] with ecommerce applications...?

Raj:
That kind of leads - I’m just going to jump in here because it leads nicely into what I was going to show - that we cannot build this portal platform on our own.  So we are actively going there and creating this portal eco-system.  We have the core portal functionalities on the platform, but we are also enabling some of the content, commerce, community, collaboration, services - either embedded or partnered or exposing APIs to our portal backbone.  We’ve just started this initiative over the last three months.


Definitely on the content side, we have very strong relationships.  We’re also looking at collaboration, search functionalities, wireless, voice...Don mentioned about Tell Me.  I’m just going to go through these really quickly.  Frank was mentioning about consulting organizations that can go and say, yes, Portal Builder.  Yes, how you can get the best of breed portal services, and we can put all these together in your portal project.  


So there’s companies like Rare-Medium, Perot, smaller companies like Emphasis.  We’re also enabling ASB services through [Assera] and Tom, you want to talk about that?

Tom:
Sure, the idea behind the Assera is its an ERP package that has a set of functionality, you know, customer service, other things, but they’ll host it for a customer, again, for a time to market thing.


So what we’re looking at is having this echo system is another way to go to time to market, besides things like hosting and outsourcing and ASP, have a set of partners that we can plug in very quickly, as well as having a set of consulting firms that can help a client build up a team to implement something quickly.


Rather than start from scratch each time and say, “Gee, we need to build it after this, this, and this.”  Sort of look at it in terms of functional areas.  Have a set of partners that we can plug in quickly in each one of those areas.

Raj:
When we talk about security within the integrity of the single sign on - also, on the hosting side - because a lot of these people are - we talked about the service model - a lot of our clients are coming in and saying, “We don’t want to host the portal.  We just want to outsource this.”  So we are leveraging our relationship with some of the hosting providers, the hosting services.


I want to switch modes here and talk about wireless in the interest time.  We have about five minutes.  So, whatever discussion we can get done in this five minutes...  


When we talk about wireless and it’s obvious why the interest in wireless.  We have far more wireless devices than the connected devices, like desktops or PCs.  The goal of wireless is going to be the same.  We need to provide the same end user experience, the same kind of real time in track with the application services, the same level of security.


And also, be able to enable mobile ecommerce, where you’re not just receiving information, but you’re actually transact on that information - whether it be trading stocks - and tracking with your back end systems is going to be important.  


So I just threw this wireless value chain and again, this is a new idea for us and I’m looking for suggestions and ideas of how we can work in this space.


If you look at the wireless value chain, starting from the content services applications all the way down to end user devices, there’s several layers in this spectrum.  I believe that the role that TIBCO can play is going to be in this area, obviously, in the middleware and gateways.


When I say “gateways,” in the short term, yeah, we’ll have to work with some of the gateway vendors like Nokia - they’re developing Rap gateways or phone.com - but looking at our technology to be able to integrate applications and these - the technology being event driven...I think there’s an opportunity for us to influence how these gateways evolve over time.  Oops...


This is how I see the wireless strategy evolving and again, this is not cast in stone, but want, essentially, is where we are today, where we are using our portal platform to deliver the same kind of content services to wireless devices.  We’ll be able to replicate the same kind of look and feel that you have on a web site - I shouldn’t say the look and feel - the interaction, the user interaction that you have on a web site, being able on a [unintelligible] or on a PDA.  That’s what we want.  Essentially looking at the portal platform as a content service delivery platform. 


Wave two is going to be - we get into the business of enabling [m-commerce].  We are not just getting content, but we are actually doing secure transactions with a mobile device.  There might be opportunities to build intelligent IP based billing services, because one of the problems that telecommunications company - and I heard a little bit about this earlier - is the whole pricing structure for what you can do from a mobile device.


Today if I use my [lap] phone, it doesn’t matter if I’m browsing through some free content Yahoo! or I’m doing some business, really critical business functionality through my lap phone.  I get billed the same way.


In the future, that’s going to change.  Depending on the kind of service or the kind of content you’re accessing, you might be build differently.  So there might be an opportunity for us to do something there.


Of course, leveraging our Cisco relationship to enable kind of a wireless reference architecture.  We’ve done this on the telco side, working with KPMGNENY.  The target customers here are going to be the telcos - the CLEX, the ILEX and also ISPs.  


I think the third wave, which is going to be the real value added services we add on, enabling microtransactions - and I heard Torkel mention that [unintelligible] is already working on this - enabling microtransactions, event based billing.  Doing more agent based services for B to B transactions; doing dynamic price negotiation; going out and scouring for information.  


I’m putting these up not because I feel these are good blue sky opportunities, but I really believe, looking at what TIBCOs technology is today, being event driven, being real time, being scalable, being able to personalize the end user experience, we should be able to get there.  I want to leave it up there and stimulate some discussion for the next three or four minutes.


OK, John, this comes back to what you were talking about, the service model.  Being able to supply these kind of value added services to the ASPs and what Cisco refers to now - the new breed of companies - called AIPs.  These are the application infrastructure providers.

Participant:
Are you seeing a demand for wireless through your projects or is this something that you want to tackle?  [inaudible] 

Participant:
We’ve talked a lot about using lap technology in Europe.  We have some pilots doing that.  Quite frankly, we don’t know where it’s going to go, maybe stock alerts and things like that, which you mentioned earlier.  The other thing is wireless email, that seems to be booming.


So I think the issue is with these devices, what do you really do?  How fast can you be? What kinds of information?  [unintelligible] communicating in relatively short burst of text or similar information?  Lots of interest, not lots of applications yet, except email.

Participant:
One thing that’s been discussed around - if you take the current lap - the lap solutions, per se, are perceived as being technically quite difficult.  The expectation is that with the GPRS, if you look at what the next communication generation coming out - the mobile - it will be greatly simplified and also it will be much more capacitor.  


So I think one of the aspects might be also to see if there is a difference in that platform to target together with the Ericsson, Nokia or whoever, who develops these things.

Participant:
You mentioned that data is now overtaking voice.  What kind of data is being transmitted?  Is it mainly email or is it..?

Participant:
Oooh.  I couldn’t say.  I don’t know that.  I mean, that’s all kinds of data combined.

Participant:
When you say data, you mean [unintelligible] 

Participant:
Well, maybe can I answer, there are [unintelligible] cost of seeing that - if you look at transaction based data communication, it has a certain growth rate.  But if you take off this type of data communication, which is mail, Internet browsing, etc., that’s growing much faster than the transaction based data communications.  


So, to think, for example, about storage requirements, that will increase much faster with general purpose information rather than transaction based communications.

Participant:
How about data [inaudible] like SMS messages and things like that - is that mostly email?

Participant:
Well, SMS is not the email or - I mean, that’s a short message service.  I think...

Participant:
[unintelligible] 

Participant:
Also, it gives you [unintelligible] GPS [inaudible] with directions of the roads.  It means, for the telcom, you have your telephone for an hour or two hours because you’re driving in your car and you look at your telephone - left, right...eh? So it’s today.  French company who has this.  KPN has it now.  So, I’d paid $4K for my GPS system in my car and now I can have it as a service.  That’s how it is.

Participant:
But if you take...

Participant:
On my normal telephone!  So those things are happening.

Participant:
So location based services.

Participant:
But those are very good applications, of course, for the telcom operator...maybe also for me, I’m not sure.  

Participant:
Well, [unintelligible] with the next back telephony, so to say, with GPRS, that will mean the telephone is always on.  Right now you have call in, so to say, to get - but then it will be changed, it’s always on. So the pricing scheme may change.  But then, the availability or the possibility to communicate information becomes different.

Raj:
I know we’re coming to the end of time.  I have just one more question.  I heard someone mention that in the future, the mobile devices are going to be used mostly for wise transaction.  Do you see wise enabled data services being important in the future?  Where you’re really talking to the system, but at the back end, it’s data being interacted - you’re interacting with data at the back end.

Participant:
I made the statements about [unintelligible], that’s the opinion of research and the inventor of the NMT system.  That’s his personal belief of what the best use of the bandwidth are.  But if you look to the mobile communication company, we have, I mean, in Sweden now, we’ve passed 60 or 65% of mobile penetration.  So, the high growth is not mobile speech.  The next growth area, then, will be mobile data.  So there is a push, so to say, to stimulate or enable mobile data to increase the traffic on the lines.  Of course, it’s tremendous capacity.

Participant:
What is that with mobile data?  Is it through a phone or is it through a PDA or is it...?

Participant:
I think, today, mostly it’s phone.

Participant:
Phone.

Participant:
But we’ve become more and more PDA.

Participant:
In the case of CNN, we have millions of subscribers - I don’t know the exact number - [inaudible] to get data essentially in its wave one kind of data, where you’re subscribing and you get personalized news, weather, stocks, sports or whatever it is.  So that - but I still think of that as basically wave one.  I don’t know how far or how fast we’ll get into wave two and wave three, but there’s evidence that there’s millions of people that want so far over wireless devices.

Participant:
What do they get it off now, the millions of subscribers?

Participant:
Phones and palm pilots - various devices.

Participant:
[inaudible] voice or...

Participant:
Oh, no, it’s data.

Participant:
It’s data now.

Participant:
[unintelligible] 

Participant:
...but it will be voice eventually. You’ll just call up and say, “Give me such and such information,” it’ll come back to you over the phone, eventually.  Right now, it’s just the simple data.

Participant:
[inaudible] 

Raj:
I’m sorry.

Participant:
These [unintelligible] looks good.  I’m not sure the distinction between [unintelligible] two and three and billing services...

Participant:
Yeah.

Participant:
[inaudible] there are many companies in this space.  I mean, you know, you’re not the only one.

Participant:
Right.

Participant:
And the advantage in this industry, you have 7 times 24, that’s the Canadian company, it’s a very [unintelligible] every vendor, almost, in Europe.  Every software company in Europe has it.  You should have it.  All the large software houses are doing it.

Raj:
Yeah, I’m not saying - it’s difficult when you get into all of these - just doing everything by itself - but maybe partnering with some of the key providers and doing some of these services.

Participant:
The thing...

Raj:
It’s going to be a very competitive market, I’m pretty sure.  

Participant:
Another angle on the mobile side is the perception I have is that if you take mobile telphonies is further ahead in Europe than in the U.S.  And if you look to the next generation - I mean, GPRS, and you UTMS are short steps until the next real generation.  There you have the Japan market.  I mean, they are building these generations, so to say, right now.  I hear people - the research director from Ericsson talking about that the cost of that now, and with the activity with Japanese manufacturers of electronic devices, including mobile phones, they will have the time and market.  They - and there will be no time advantage for like [unintelligible] Ericsson.  So the competition in that will be much greater when you get to that level.


So, if you’re thinking about the wireless [unintelligible] I think you should be - know what’s happening in Europe, so to say.  What’s happening in the mobile [unintelligible]?  What’s happening in Japan?

Participant:
OK.

Raj:
Great.  Thank you.

Participant:
Thank you, Raj.

Participant:
We’ve had a very busy day and I think a very productive day.  I want to thank you all for being so interactive with the discussion and the input.  What I’d like to do [inaudible] focus a little bit on any thoughts that have not come up today about strategic direction for TIBCO.  I’ve already covered, hopefully, each direction and the current issues that I had in my earlier presentation, so I’m not going to go into any of that material.  I would like to get the input that you have about direction for [unintelligible] direction or marketing that have not been brought up in the discussion...

[
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Male voice:
...in its early phases where there's lots of products that fill market needs, but there becomes a lack of clear focus of what the identity is from a marketing standpoint going forward.  I think we've all seen those kind of transitions.  I think there's a period now that TIBCO's entering where they're going to have to think a lot harder about exactly what identity do you want in a marketplace.  What role are you going to play in B2B, not that just you want to be a B2B player.

Male voice:
[Unintelligible].

Male voice:
You're going to have to think harder about it because you had your identity around the middleware initially and now you're adding a bunch of things.  But I'm not sure that that's clear to the marketplace of exactly what your specific value added role is, as opposed to just saying, we want to be a player in this because we've got really neat products that support...

Male voice:
I'm positive it's not clear to the marketplace.


[laughter]

Male voice:
[Unintelligible] a really focused internal effort to try and get those messages clear and say, what do we want to be.  Because I think you guys are throwing a lot of balls up in the air but not necessarily focused on where they're going to land.

Male voice:
I'm thinking about the competitive situation.  And then I visited Cisco the day before yesterday.  And they were explaining a little about the strategy and also showing the take-off, so to say, exponential growth vis-a-vis their competitors, who are more normal growth, so to say.  So they did certain things.  And now with the [radar screen] from Gartner, there's half a dozen in the marketplace for integration software.


But TIBCO has, as I remember from the fall, 50 percent of the market share.  And when you're entering into the portal market, and here new portal companies coming up every now and then.  So what's the competitive strategy to outpace the competition?  Maybe that's worth discussing again.

Male voice:
Carl, I have a question for you regarding the identity in the marketplace.


One of the things we've kind of talked about is because of the range of things we do, from a broad perspective, because there isn't an identification by the market itself for the kind of things we do.  We've basically said this is infrastructure.  And maybe that's just too generic and not enough identity by itself.


So the question is do we go create a new identity or do we latch on to a multiple set of identities?

Male voice:
I certainly don't want to create a whole brand new identity and destroy what you've built so far.  You've got a large market share and a carefully crafted value add in your original product lines.  It's the new ones that I'm more worried about.  And then you take Oracle's question on top of it and you say, all right, so we got this far.  We got the 50 percent market share or whatever.  What do we have to do to stay competitive against all the coming competition here?

Male voice:
You mean the portals [unintelligible]?

Male voice:
Yeah.  The new areas.

Male voice:
Yeah.  The new areas.  So that's where it really comes clear in these kind of discussions all day long, is that you felt like you had a bunch of baseline products which would help you migrate that into all the TIBCO.net arenas.  And yet it seems like you don't really have your identity in focus as to what you want to be.


But don't throw away the original one.  I'd say you have to create multiple identities.

Male voice:
So maybe this is a subtle point.  The three areas that we touch upon are integration, which is the one everybody's familiar with, and you guys recognize we have a certain identity there, including Gartner.  And the new areas--

Male voice:
And that identity is specifically EI.  Right?

Male voice:
Yeah, EI [unintelligible] integration broker.  Some people still think of that as the core middleware, whatever it is.  But it's fundamental [morph] enterprise integration, tying together things in the enterprise.


Two new areas we've raised are portals and B2B, and now one of the things I think we also feel is that all those three things matter when you look upon as an enterprise [is holding], going back to horizontal [thing].


So we've [clubbed] all the three things as infrastructure.  We've tried to adopt one identity instead of three, going back to being focused.

Male voice:
One of the terminologies that I've heard, and I don't know whether this makes sense for TIBCO, but infrastructures sometimes sound like [scaveling or studs].  Platform may be a better terminology for a B2B platform as opposed to [the] infrastructure terminology.

Male voice:
Picking up on what you just said, about three years, when [Frebec] was talking about TIBCO, he says this is going to be the next Microsoft.

Male voice:
He still says that, by the way.


[laughter]

Male voice:
Oh, does he?

Male voice:
Just about one month ago.

Male voice:
Except we're not going to go in front of the Justice Department.

Male voice:
Microsoft [the Web].

Male voice:
If you think about IBM, you don't think of them as an infrastructure company or as a middleware company or as an application company, but they're all of those things.  And I think maybe what we've reached here, where you're talking about these new products, is you've now evolved to a new plane.  Maybe TIBCO is all of those things.  Because if you try to sell all of this stuff as that, that's what's causing the confusion.


So maybe you're up here now, and you've got three divisions or three different set of products or three different set of clients, and you want to sell the application stuff to the application people and you want to sell the infrastructure stuff to the infrastructure people and want to sell the architecture stuff or the middleware stuff to the middleware people, maybe that's a new paradigm that you folks have got to think about.

Male voice:
My read on what you're suggesting is that we market ourselves as TIBCO that does multiple things.  We do EI, we do portals, we do B2B.

Male voice:
That's what I'm hearing today.

Male voice:
Well, the other way to look at it is alternate sales perspective, which is if somebody--we found that clients were building portals, or they were building B2B infrastructures.  And we said, gosh, the TIBCO infrastructure is perfect for this.  You have the same kind of problems--scaleability, reliability, et cetera.


So we just want to make sure that people think of us, right?  And that's kind of the challenge from--jump in, Frank--but from a sales point of view, is we want to make sure that we can get in there on these projects.

Male voice:
I'm sort of picking up on what Carl's thinking, this notion of corporate position and explaining it to the marketplace.  Maybe what we're trying to do is--and then your position, too, John--maybe we're trying to take these three elements that are pieces to the puzzle.  They're not the entire puzzle, but they're pieces to the puzzle.  And other competitors out there have other pieces to the puzzle.  We're trying to take these and we're trying to make an all-inclusive name for it using some old terminology.  I wonder if we shouldn't coin a name for what it is we do, and then take the leadership position in that and then let everybody else scramble and try to fall in line with that.

Male voice:
Yeah, I think that is a key question that we've wrestled with for actually the last three, four months, to tell  you the truth.  What is that thing we do?  Because it's not something people have done in the past.

Male voice:
It's an e-business operating system--

Male voice:
Yeah, but see--

Male voice:
But how you communicate that?

Male voice:
You're right.  But see, it's the label thing.  And we and ever other company get into, so what's the label of what we do or what we sell?  And right now, remember, we were the push company.  We sold push stuff, we sold integration stuff, we sold EAI stuff.  Now we're selling portal stuff, we're selling B2B exchange stuff.  And that's not the question--that's the wrong question.


The question is, what is the business benefit of now we'll put the umbrella label, we'll call it infrastructure.  What's the business benefit?  And Charlie really hit home for me, because what it is, the business benefit, is that it allows you to execute this new e-business model.  It doesn't matter what business you're in.  You have a business model and you're chartered with making money.  So in order to do that, you've to have what we call infrastructure.


Frank and I have this fight every year.  And that's why you've seen your press releases--the word "plumbing."

Male voice:
I hate the word "plumbing."

Male voice:
He hates the word "plumbing" because it doesn't describe everything we do.  Yet, the consumer and even the CIO can understand what the hell plumbing is.


And so I maintain that our biggest challenge once again is not the new label for the new technology, but what's the succinct business benefit for what we do?


And it's different for different people.

Male voice:
I disagree with that because that's exactly the problem we're having today.  That you guys are starting to do more things.  You can't come up with one way to describe it.

Male voice:
You can't come up with one acceptable label or one acceptable understanding--


[multiple speakers]

Male voice:
Everything's a street fight.

Male voice:
You can [just] be more generic.  You could say--

Male voice:
That's right.

Male voice:
--you're the e-business enabler.

Male voice:
And that's what the e-business infrastructure


[multiple speakers]

Male voice:
A lot of other people say that, too.

Male voice:
Wall Street has these e-business companies, and they [market] us in that.  [What do we] contribute for that, because if we put that in the S-1 as well, what--

Male voice:
But there's a perfect example: you do more than those companies.

Male voice:
Yeah, but see, the other companies are not to be business infrastructure companies, which is they claim to do the same thing.

Male voice:
But they don't.

Male voice:
[Unintelligible] we turn business into e-business.  Look at [Ritrea].

Male voice:
If you think about [unintelligible], they also have multiple messages, though.  They're not trying to say [BS].  [BS] so we can do transaction, we can do the [Web sell].  What I'm saying is, they [are not come for the one-time line for BS]--

Male voice:
Yeah, they do.  Go look at their press release.  Go look at their ads.  It's e-transactions company.

Male voice:
I would argue that if you say [BEA], everybody says, "Oh yeah."

Male voice:
It's transaction company.  But Roger, you hit it on the head.  And the point is on IBM, you're right.  But they do have an umbrella positioning.  The umbrella positioning is the e-services company.  Whatever you need, if it's electronic...

Male voice:
[It's] B2B and--


[multiple speakers]

Male voice:
That's IBM's strength, that's IBM's weakness.  That's why they don't have the market valuation that Cisco has, or Microsoft.  On the other hand, they're still a very strong company, they're a very strong competitor.  But it's hard to compare against companies, because they're getting so well known in the industry.

Male voice:
Yeah.

Male voice:
As both a success and a failure.  It's sort of hard to figure out what lessons to draw from that and what not to.

Male voice:
See, but when you think of Microsoft or Oracle, it's easier to attach what they do.  Oracle's a database company--a set of solutions around databases.  Microsoft is the same way.  It's an operating system company and a set of applications around that.

Male voice:
Oracle [unintelligible]--


[multiple speakers]

Male voice:
Yeah.  Or look at Cisco, which is everybody's golden model.

Male voice:
[Unintelligible].

Male voice:
But they connect.

Male voice:
It seems to me that what you're doing is, if you take the portal business, and you're providing the infrastructure to enable an easy way to build portals.  Which really is to take all the information and display it to users for all types of sources in a good way.  And if you take the B2B solutions, what I perceive also is a [lot around] the general infrastructure components to enable to build B2B solutions--

Male voice:
That's true.

Male voice:
So [I expect] the e-business infrastructure is not a bad label.


[multiple speakers]

Male voice:
[If you count] the current label--

Male voice:
If you look at what John put up [unintelligible] result of that survey, every one of those four pages had...

Male voice:
E-business.

Male voice:
...building e-business infrastructure either at the top or second to the top.  That's a fantastic label but--

Male voice:
It is not a bad label.  The problem is everybody else has claimed to do the same thing--


[multiple speakers]

Male voice:
I don't think you guys have claimed to that strongly enough, by the way.


[multiple speakers]

Male voice:
That's a very good point.


[multiple speakers]

Male voice:
[We don't need] to claim your space [in] e-business infrastructure.


[multiple speakers]

Male voice:
No, but what do we publicly claim since we don't claim...


[multiple speakers]

Male voice:
But that's what we claim, right?  We claim e-business infrastructure.

Male voice:
But if you are the leader of the team, then you spend the biggest content, so to say.  Then you need to define it.

Male voice:
[That's it].

Male voice:
It's okay to do that, but you have to have the little tag lines [on it] to define what you mean.  Because you're right--everybody claims to do that, and when you get right down to it they don't do it.  They do a small piece of it.


[multiple speakers]

Male voice:
Data mining.  The whole world of data mining.  Maybe it's also [unintelligible] to certain growth areas where [unintelligible].  But [towards more to be] e-business enabling [urine] than e-business infrastructure.  Because [it] claims to have everything.  We built everything--

Male voice:
But Franz, if you--

Male voice:
[We own] part of it.

Male voice:
But if you build them that, if you say the e-business infrastructure is this much, and then TIBCO has some of the core elements, and you're used to the word "ecosystem," so what's the rest of the ecosystem in partnership to fill the whole thing?  That's really what Cisco is trying to do.

Male voice:
Well, Cisco claims to be the networking company.  But they don't really [unintelligible]--


[multiple speakers]

Male voice:
Maybe the way to get at it is to say what you're not.  You're not a hardware company.  You're not an applications end user company.  But you're everything else in the middle.  Maybe that's--


[multiple speakers]

Male voice:
[Unintelligible] the label.  We'll piss of all our partners!

Male voice:
No, but I think we have to find better and stronger ways of articulating what this is and why that is much, much more than the other people [have claimed also].

Male voice:
And the other people are not just the other middleware competitors but also--even Commerce One, who stridently proclaim that e-business infrastructure.

Male voice:
That's true.

Male voice:
They claim, Commerce One--

Male voice:
The customer's confused.


[multiple speakers]

Male voice:
Maybe we should be [now ware].

Male voice:
They call themselves e-marketplace platforms.

Male voice:
Oh, is that what they say?

Male voice:
Yeah.


[multiple speakers]

Male voice:
Look [here] to the financial report company.  [Unintelligible].  They claim leading provider of e-business enabling software.  That's what it says.  So they claim the same.

Male voice:
Who is this?

Male voice:
This is [Seagull].  They do it for [unintelligible] and something like that.

Male voice:
[Seagull] software--[I know the name].

Male voice:
Yeah, [Seagull] software.

Male voice:
I bet you the next time we meet you're going to have ten more new products.  And you're going to [wind] [unintelligible].  And so it's crazy to say [unintelligible] infrastructure.

Male voice:
[But had] three platforms.  Hopefully you only have three platforms.  We have [four] platforms.  [Unintelligible].


[multiple speakers]

Male voice:
Can I ask an off the wall question?  What about Linux?  Is Linux going to be important in your lives?  Or is Linux just a passing fancy?

Male voice:
The market has to tell us.

Male voice:
Because we're seeing a lot of Linux in the sales organization.  And we're having trouble...

Male voice:
In retail.

Male voice:
You guys used it internally.

Male voice:
No.  We used it internally in development.  But we've just recently closed a deal at Musicland, and they're going to be using it in their stores.  I saw it at the Limited.  I'm seeing it everywhere.  A lot of it is retail.

Male voice:
[Unintelligible] a big deal.  But I think you need to make your products Java-based as much as you can so [that they can pass] from one platform to another.  And as long as you've got a Java [brushing] machine it all could be transparent.  So I wouldn't do [a block] to...  To me, Solaris is going to be the big winner in this space from a Unix standpoint, and if you can be Solaris-compatible and [unintelligible] back over to the Linux, that's what I would [unintelligible].

Male voice:
IBM has introduced or is about to introduce Linux on mainframe.

Male voice:
Who is?

Male voice:
IBM.


[multiple speakers]

Male voice:
[Unintelligible] System 390 is the biggest, most reliable, cheapest Linux machine out there.

Male voice:
I was talking to IBM guys, and one of the things they were talking about was supporting some of our applications.  And we are not going to [approach it the way I asked] because we just don't want to go through the hassle.  So we just said we'll do it on Linux.

Male voice:
I think it would have a [different situation].  If you take start-ups and the smaller companies, I would guess you would see a lot of Linux, something that really gets an edge on low cost.  But if you ask companies like us, we wait until we really see--

Male voice:
No, but if IBM comes out, if IBM says--

Male voice:
Musicland, with 1,700 stores in the United States, today what they have is they have store servers with [skull] boxes.  If they want to get rid of all that and put Linux boxes in, and most of the retail application vendors that were writing [skull] are now writing Linux.

Male voice:
I think a lot of development work is going to be done on Linux on all the start-ups that I'm working with [unintelligible].  [They've been] looking for cheap development boxes.  Linux works and it's easy for them to adapt to it, so I think you're going to have to support Linux.  Most of the folks that are moving into a production ready, robust environment, they're going with Solaris.


[multiple speakers]

Male voice:
And the same with Musicland right there.  Their back office--

Male voice:
Any kind of contact or gateway or--

Male voice:
Particularly these guys, Musicland--who did they bring in?

Male voice:
I don't know who they're using.  I don't know.  I wouldn't even hazard a guess.


[multiple speakers]

Male voice:
[It's one of] 1,700 stores, though.  It could be ten million stores [unintelligible].  Those are just little servers.  That's not where your enterprise architecture aims.

Male voice:
Well, but they required things for us to do.  And right now, [RV] works on Linux, Integration Manager works on Linux.  Integration Manager was developed on Linux.  But there's other things, like adapter SVKs and things like that that we would have to look at--

Male voice:
Well, sure.  You're going to have adapters and interface to these things but it's not the primary place where your infrastructure is aimed.

Male voice:
Right.  But it is--

Male voice:
And that's not where the e-business infrastructure of most companies is going to reside.  I wouldn't think.

Male voice:
Well, I'm glad to hear that.

Male voice:
Yeah, it's just a spontaneous reflection on the previous discussion.  Today, at this meeting, you're surprising me with B2B activities and strategies and discussions.  And in hindsight it seems very logical.


The point I'm trying to make now is that maybe if you define a bigger market space, like the e-business infrastructure, if that is big enough then it's easier also to see where the holes are.  How do you [expand that]?  And where are the holes and the possible positioning and also partnering.  Maybe you're doing that.  Otherwise, my impression is that last year we had the portal business, so you're discovering new business opportunities and then you select and grab certain of these.

Male voice:
Well, it's all about going up the food chain.  And all of us maybe started at different places but we're going up the food chain.  That's why we're competing with Ariba all of a sudden and Commerce One and Web Methods and Web--

Male voice:
But are you going up the food chain or are you--

Male voice:
[Unintelligible].

Male voice:
But what's happening is we're going up but we're not necessarily going continuously up.  So we go up a little bit and then all of a sudden we jump up here and then go up a little bit and then jump up here.  And that's why we have some holes in the offering.

Male voice:
Wouldn't it be nice if those guys all used your infrastructure so then you wouldn't have to compete with them?  So every time they sell--

Male voice:
Ariba does.


[multiple speakers]

Male voice:
But I'm just saying, that's another strategy.  Because there are going to be 20 more companies in the next year who are going to start encroaching on your space.  And the partnership strategy that we talked about to kind of go after those companies--that's one that you were talking about--I think is a key strategy to fend off some of those things.  And not only that, but to increase revenue as well.  Because when they sell their stuff they're selling your stuff as well.

Male voice:
Maybe the analogy is a Cisco model--we do it all but with an ecosystem around us.

Male voice:
You can't do everything for everybody.

Male voice:
No, but it seems like what you need to do--I mean you provide certain stuff to Ariba, et cetera.  But if you're going up the value chain, then all of a sudden you want to take out what [they're] doing, and then you plan what you have now.  But it's easier to do that for a new application provider, of course.

Male voice:
Yeah, it's true.

Male voice:
I still think you need a bolder marketing strategy if we're going to do all this than a middleware company adding products and now saying, what do we label them?  That's how it feels right now.  Your marketing strategy has to step out, be bolder, and say, we want to move column three to column one.  Therefore we have to act more like an Oracle or Microsoft.  You can't be the information bus company who has middleware who now has a bunch of new products and we want to be thought of like Microsoft.  You better have a more robust marketing strategy to go with that.

Male voice:
Yeah, you guys have [arrived]...

Male voice:
[And bolder] about what you claim to be.

Male voice:
[I think you need] a larger budget [unintelligible].

Male voice:
I think you're right [unintelligible].  Because [remember Bodeco] was out and he becomes the messenger of that, and he's so compelling that, I mean you can watch our stock price move.  The other day the stock price went up 9.  [Unintelligible] back at Bear Stearns.  It happens that way because he is such a messenger of this.  So if we were able to turn our whole company--

Male voice:
This is the Cisco thing--

Male voice:
Yeah, the Cisco plumbing press release came out that day, Frank.

Male voice:
I must've missed that one, Dick.


[multiple speakers]

Male voice:
When was that, Dick?


[multiple speakers]

Male voice:
Actually, it came out at 2:00, and the stock moved before that.


[multiple speakers]

Male voice:
The press release came out before [unintelligible].


[multiple speakers]

Male voice:
I'd like to switch the subject just for a moment and talk a little bit about just formatting this [unintelligible] and what we can do better.  I personally thought we had a very good discussion today, very interactive.  I thank all the i-tech members and the TIBCO [pipe] as well for their participation in making this a good communication [meeting].


But what can we do better in [unintelligible] and what would you like to see that you didn't see here today that we can do better?

Male voice:
Well John, just an important recognition of the last meeting.  We gave a lot of feedback because there were too many one-way presentations just saying "this is what we're doing" and then two minutes at the end to say "do you love it?"  And this time the TIBCO people have stood up and said, "This is where we think we're going" and asked for a lot of input built in to what they were saying.  And that makes it a lot easier for us to interact and makes a huge difference in terms of the value of these kind of meetings.


So I'd say keep that trend where you intentionally bring to us the issues that are most puzzling to you.  We don't always have elegant answers that solve all the problems, but you'll get enough feedback that'll start your mind going in other directions.  Or in additional directions.  So that whole approach of baking those kinds of thoughts in and asking for, "directionally, this is where we think we should go, now what do you guys think" makes a big difference.

Male voice:
Yeah, I have the same observation as Carl.  I remember last year's meeting [unintelligible].  And I thought you got a lot more out of us this year than you did last year.  So I thought that was in the right direction.

Male voice:
We made that intentionally.  Either that or somebody didn't want to do a few presentations.


[laughter]

Male voice:
That too.

Male voice:
Franz?

Male voice:
I would like to have some--not too much--but some reading material before it.  Because a lot of things I hear for the first time here, and maybe my people know, [or] the many other people in the [bank].  So then you get more out of me than when I hear it here for the first time.


I'm not saying [that's it], I'm saying [four] subjects, one paper or something.  These are they key things.

Female voice:
So a briefing pack two weeks ahead of time or--

Male voice:
Yeah, something like that.

Female voice:
--sending the email.

Male voice:
[For] subjects and what you expect from us.

Male voice:
I think something along the lines of here's how we've evolved from today to our next meeting.  Does that make sense?  Because you're seeing these snapshots in time, right?

Male voice:
I have the same question.

Male voice:
But even knowing ahead of time what some of your product directions are and [headlined for], and then saying, "Here's some of our biggest issues."  I might have talked to some of our CNN people involved in the wireless strategy if I knew you were going to have those three columns up there saying where is this all going.  Because then I could ask them, "Where do you think it's going over the next three years?"


So you could do a little profitable, more, if you knew--


[multiple speakers]

Male voice:
I circulated the survey widely internally to get some more feedback about it.  But you could probably do more of the same.

Male voice:
Good, Ed.  And I want to thank everybody that participated in the survey, too.  [Unintelligible].


Roger, do you--

Male voice:
I was just going to say, a lot of what we talked about--and we talked today and we got some of the interaction as we were giving the feedback--is a lot of it is based on the market and where the competition's going, where the whole marketplace is going.  And it'd be really good to have a presentation or some kind of a discussion at the start of the meeting on where the market's going, where the trends are--trends in the industry.  And I think that would kind of set the stage for [unintelligible].


[multiple speakers]

Male voice:
Now we can start formalizing some of the agenda for the next meeting.

Male voice:
Would you be interested in [unintelligible] positioning as we see it?

Male voice:
Yeah.

Male voice:
Oh yeah, absolutely.

Male voice:
Exactly.

Male voice:
[My potential, we can see it].  Again, you can reflect on...that's not the way you see it.  Because you are the buyer, after all.  So that [unintelligible].

Male voice:
Any other thoughts or comments?

Male voice:
[Unintelligible].

Male voice:
I would support [lid] what you said before.  It's very interesting to be pleasantly surprised.  But we [unintelligible]--


[laughter]

Male voice:
By the way, I'll find out why people aren't calling on you telling you these things.  On a normal basis.

Male voice:
Because he's not [in the Americas], right?

Male voice:
That doesn't matter.  It's the same stock price.


[multiple speakers]

Male voice:
Since Vivek is your leader, and very visionary or whatever the right word is, I still think it would be useful even if he can't be here because of conflict--you set the meeting date so far ahead of time.  But if he even submitted what are the three things or two things or whatever that are most of interest directionally to him in terms of where he's taking the company, even if it was by email ahead of time, [unintelligible] at least brainstorm some of those things.  So it feels like he's got such a focal point role that it would be helpful for us to know that we're reacting to the work where he thinks he's taking the company.

Female voice:
That's a good idea.

Male voice:
I thought that Charlie was really good this morning in terms of, I didn't even know he was coming.  Another surprise.  But in terms of his talking about what he did and how he used the [TIB] and what pressures he was feeling, I just thought that was kind of interesting.  To have an outsider come in.

Male voice:
Yeah, [we'll do and] give special thanks to him and thank you, Torkel, for your presentation as well.

Male voice:
Do you want to do that, by the way, John?  Have non-members come in and do a presentation or...?

Male voice:
I think that would be good.

Male voice:
[Maybe like the prince thing]...

Male voice:
[I know where to dominate that].  I thought that this was a good kickoff.

Male voice:
But maybe one presentation [would be]...

Male voice:
One presentation...I wouldn't want to do.  But I thought it was good for [corporal] to do this [unintelligible] the other [key] members to give a view from their particular space as well.  But again, I don't want to [unintelligible] with that [unintelligible].

Male voice:
I'm just thinking perhaps the [bottom department] you mentioned KPMG.  Some of the system integrators that work together with you to implement this [with new] companies, if that might be of value to hear their views.

Female voice:
Uh hmm.

Male voice:
Yeah.

Male voice:
I echo what you were saying about overloading the agenda.  If it becomes too onerous and too structured I think we'll lose the value.  I'd be very careful about [unintelligible]--

Male voice:
We'll be careful about that.  [Not another one of those begin] with that kind of thing that...  I thought Charlie's was very [unintelligible].

Male voice:
You know what I'd like?  Even when we [go out] and introduce ourselves, I think it'd be worthwhile to have people give three or four minutes on key issues they're facing.  We've heard about your challenges for the past years.  It'd be interesting to hear, okay, so you've been doing this for two years.  What are the challenges you're facing in integrating these 300 properties?  Over the past three months, what's been the number one challenge, either from a technical or from a business standpoint?  Which I'm sure would enable each of you to touch on the trends that you see in your industry.  And just give us the pulse of what's going on in your job or your industry [in] three minutes.  I think that would be fascinating.

Male voice:
I think that's very good and we may want to do that instead of having one speaker give a 30- or 45-minute presentation.  But I know, having been to one, how these CIOs that are engaged in really living this [unintelligible], they can't talk for three minutes and be done.


[laughter]

Male voice:
I'd just like to make a comment.  I'm in quite a few different groups.  And this group seems to, whoever did it, I think you picked a good group of people.  I feel very comfortable with the members around here, and I think whoever did that, for whatever reason, I think you did a great job.  Seeing as you're talking about the two-year--we've been here for almost two years--there's a couple of members that we haven't met, [I noticed] [unintelligible].  But certainly the guys who are around the table, we've been to several meetings--

Male voice:
[Male voice:
Okay?  Well, this has been a long day.  Again, thank you.  We've got dinner at 7:30 tonight and we'll meet at 7:15.

END OF TRANSCRIPT
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