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L’innovazione è sempre più veloce 
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MobileInternet 
i-Mode NTT 
Launch 6/99 

Desktop Internet 
AOL v2.0 

Launch 9/94 

Quarters after launch 

Q1 Q3 Q5 Q7 Q9 Q11 Q13 Q15 Q17 Q19 
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Mobile Internet 
iPhone + iTouch 

Launch 6/07 
Desktop Internet 

Netscape 
Launch 12/94 

Clients (Millions) 

Source: Morgan Stanley 

Mobile Internet – Iphone + ITouch 

2 years and a half 

Mobile Data Traffic for OS (USA) 

Source: AdMob 

% 
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Iphone 

Android 

RIM 

WinMo 

16 months 700k first day 
orders for iPhone4 

1.7 millions sold 
during first 3 days 

Months after launch 



PCs/Laptops 
Networking 

Email 
IPTelephony 

Yesterday - Business 

Large Companies 

Adoption 
Consumer / 

mass 

Technological 
Investments 

New Technologies 

Lab of large 
Corporations,  

strong links with 
industries 

Innovation 
Cycle 

Historical cycle – Large Companies 

New 
Technologies 

Innovation 
Cycle 

 Small startups incrementally 
supported by VC 

 Location: Silicon Valley, 
Boston, Haifa, Tel Aviv, 

Shenzen … 

Adoption 
Consumer / mass 

Large 
Companies 

New cycle – Relevance of Consumer and 
“Internet” clients as a community 

Instant Messaging 
Mobility 
Wikis 

Social media 
Youtube 
Twitter 

Virtual world 
Gaming 

Today - Consumer 
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Waterfall 
Incremental 

…e segue nuovi percorsi 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Telcos Innovation 
Two Different Innovation Frameworks 

Network-oriented  
Business Model 

 Technology-driven 
 Network-orientation 

 Quality & Performance 
 Reliability 

 Standard-led 
 Waterfall approach 

 High upfront investment 
 Telco manufacturers 

Application -oriented 
Business Model 

 Customer-driven 
 Service-orientation 
 Speed & Agility 
 Go to market 

 “Open” paradigm 
 Incremental approach 

 Progressive cost 
 SW companies & startup 

 

Classic Telco  
Innovation Framework 

Agile Open  
Innovation Framework   



The need for a two-tier approach 
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• Requirements defined and 

stabilized in advance, based on 

standard «telco» 

• Structured testing process 

• Heavy dependence on network 

legacy  

• Strong attention to assurance 

and effects on customer care  

 

• Service penetration enhance the 

requirements and functionality 

(goal “client driven”) 

• Progressive Testing (alfa, beta) 

• Low reliance on legacy, at least 

in start up 

• Typical assurance of OTT 

services, no customer care at 

low penetrations 

 

WATERFALL 

 

INCREMENTAL 

Next  Step:  

continue to move 

forward in the 

process 

•Next Step: 

•understand what 

customers want and 

offer it 

Classic Telco  

Innovation Framework 

Agile Open  

Innovation Framework 



Impacts: 

Very complex Go/No 

Go process 

«Infinite» time to 

market 

Long time even for 

customer feedback, 

and difficulty to 

incorporate that 

feedback 

Good Money follows 

Bad Money: 

tough/impossible to 

«reverse» a bad 

decision 

Cost of adding a new feature vs. process 

phase 

“Basically an RFQ will always bring you yesterday’s 

technology. After integration, when you launch you will be 

working with the day-before-yesterday’s technology. Google and 

others are working on tomorrow’s technology. Launching an 

innovative service via an RFQ process is as such impossible” 

“It takes 3 months from idea to an RFQ. 1,5 month to get a reply. 

1,5 month to do procurement. Half a year in total. Not counting 

the deployment which is likely to be another 6 months. The result 

is that Telcos take 12 months for any “new” system.” 
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Classic Telco  

Innovation Framework 

The need for a two-tier approach 



Several Ideas and Application…       … in a Darwinian 

environment 
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Incremental approach, low development cost barriers at 

the start, costs growing with penetration of the service 

Agile Open  

Innovation Framework   

Impacts: 

Easy Go/No Go 

process 

Alfa/Beta Time to 

market 

Short  time for 

customer 

feedback, easy to 

incorporate that 

feedback 

Good Money 

follows only Good 

Money: easy to 

«reverse» a bad 

decision 

The need for a two-tier approach 







Moore’s law gives way to Bezos’ law 

Moore’s Law  

Over the history of computing HW, 

the number of transistors on 

integrated circuits doubles 

approximately every two years.  

Bezos’ Law 

Over the history of cloud, a unit 

of computing power price is 

reduced by 50 % every three 

years. 
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Abstracting and virtualize the control 

layer (standard HW) 

Connect  network software  with the 

Data Center/ Cloud software 

API as a new way to create “over the 

Telco” services, both internally and 

with partners 

Use Big Data, both external and 

extracted from the network 

Develop quickly and incremental 

applications either directly or through 

partners (Open Innovation) 

So What? 
Build a new Cloud Based  Innovation Framework 
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Wireless 

Revolution 

Device 

UBB & IP 

Network 

Web & Cloud 

Applications 

Innovation and 

Application 

Development 

on Cloud  and API 

Innovation and 

Infrastucture 

Investment 

Ecosystem 

Third Parties 

Open Innovation 
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Telecom Italia Digital Solutions at a glance 

 Missione: fornisce servizi e soluzioni digitali innovative che indirizzano aree di 

business adiacenti al core business di Telecom Italia, in Italia e all’estero. 

 Approccio: opera in logica di mini «holding industriale» avviando, sviluppando e 

consolidando le diverse business unit/entità organizzative finalizzate ad indirizzare 

le singole opportunità di business 

 Clientela target primaria: indirizza primariamente le società del Gruppo Telecom 

Italia, gli altri operatori ICT, le utilities, i soggetti privati aggregatori, e tutti i soggetti 

business che hanno necessità di servizi e  soluzioni digitali innovative per 

raggiungere le loro communities 

 Go to market: 

1. commercializza prevalentemente grazie ai canali del Gruppo Telecom Italia, in 

particolare attraverso la FdV Business.  

2. Fornisce un supporto di presale commerciale dedicato che affianca la 

Progettazione Business. 

3. sviluppa direttamente nuovi mercati ed opportunità con una sua presenza 

diretta sui mercati nativamente digitali 
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TI Digital Solutions nel Gruppo Telecom Italia 

Olivetti 
Telecom 

Italia 

Telecom Italia 

Digital Solutions  

TI 

Group 

TI Group 

IT Consulting 

System Integration 

SaaS & PaaS 

Infrastructure, IaaS 

& Mgmt. Services  

HW 

Vertical Solutions 

TLC Services 

ICT Stake 

TLC Solutions 

& ICT Iaas 

as the 

technical 

platform 

to support the 

customer 

services 

development 

Specialized HW &  

Solutions to support 

Vertical bundled 

propositions 

PaaS  & SaaS Services 
Dvpmt, Innovative 
Solutions, IT Cloud 

Transformation 
Consulting & System 

Integration 
to integrate & value the 

ICT elements 



Le Linee di Business (LoB) di Digital Solutions 

 

Clientela Target Primaria: PA, Utilities, Grandi Aziende, Operatori Verticali 

Professional 

Services 

Cloud & OTT 

Services 

ICT Security 

Solutions 

Identity 

Management 

M2M & Internet 

of Things 

Sviluppo e  

gestione dei 

servizi 

professionali 

innovativi di 

Digital CRM,  

Web  e 

dell’offerta 

SPC 

Sviluppo 

offerta IT 

cloud based 

white label 

per le società 

del Gruppo TI 

e altri clienti 

nazionali ed 

internazionali 

soluzioni e 

servizi di 

sicurezza 

nelle reti ICT 

Governo e 

sviluppo delle 

piattaforme e 

relative 

soluzioni di 

offerta, 

gestione delle 

partnership 

tecnologiche 

e di business 

soluzioni e 

servizi di 

certificazione 

dell’identità 

digitale e 

della gestione 

delle 

informazioni 
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IoT: Il mercato del M2M & IoT in Italia 

MERCATO SIM VALORE MERCATO M2M Cellular 

CATENA DEL VALORE Attività TIDS in corso 

3,4  

3,4  
3,9  

5,0  

6,0  

2010                      2011                   2012                  2013 

Valori in  milioni 

Di cui 415 € 

Mln (2013)  

da nuovi 

progetti 4 

quota 

TI 

Chips/ 

Modules/ 

Devices 

Application / 

Integraton 

 

 

Connettività & 

SIM Mgmt 

Service Platforms 

17% 7,5% 12,5% 63% 

(1) Fonte: report MIP per soluzioni basate solo su rete cellulare 

(2) Fonte : elaborazione TIDS da dati NetConsulting 

(1) (1) 

(2) 

La connettività rappresenta una quota  minoritaria rispetto 

alla catena del valore dell’M2M & IoT 

• Connectivity 

• SIM Management 

• M2M Priority Solutions 

• M2M Priority Partners 
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Partnership 
network 

Integrated action with module vendors (competence center, catalog 

offer, partnership) and ASP (e2e solutions) 

Value chain 
control 

Integrated 
approach 

Unified management of the 

business (Global SIM, unique 

platform ...) 

Extension of the weight in the M2M 

value chain, controlling a greater 

proportion of the value created along 

the supply chain 

Business 
footprint 

International footprint; 

possible expansion in 

markets outside the domain 

of the Group 

Horizontal and 
verticals mgmt 

Control of 

ecosystem and SP 

verticals 

TIDS E2E 

Solution 

Provider 

Platform 

Continuous technological 

evolution of the M2M platform 

to support a distinctive 

positioning (eg exclusive 

features TI) 

IoT - Linee di sviluppo 
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Personal Cloud: trends 

The average mobile apps 
quantity used to perform a 

complete backup is “6” 

The most valuabled digital 
goods 

Pics & Vids 72% 

Files 35% 

Music 31% 

About 1/3 of global cloud 
content will be allocated 

at the cloud in 2016 

Global cloud market will 
grow from USD 41 Billons 
in 2011 to USD 241 Billons 

in 2020 

Companies Investing in the 
field: Microsoft, Google, 

Amazon, Citrix, Verizon, etc 

 1 out of 4 losses their 
mobile every year 
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Consumers are changing their 

behavior, being increasingly data 

hunger, … 

Size in GB 

Devices used in the past 12 months to 

access the internet, multiselect, selected 

countries 

150 

25 

12 

4,5 

2,0 

0,1 

0,01 

0,001 
Graphical 

website 

Music track 

Music album 

250 photos 

DVD movie 

1h of personal 

HD video 

HD movie 

Full online 

back-up 

E
x
p

e
c
te

d
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u

tu
re

 i
n
c
re

a
s
e

 o
f 

d
e

m
a

n
d

 

Smartphone 61 

Computer/ 

laptop 
92 

Tablet 22 

83% used 

mobile devices 

92% used 

stationary 

devices 

… and accessing data while 

moving, driven by a growing 

penetration of smart devices 

Source: Booz & Co, Accenture “Mobile Web Watch Internet User Survey 2012” 

Personal Cloud: changes in Consumer behaviour 
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Subscriptions for Personal Cloud  

services are growing fast... 

…and the trend is expected to 

remain strong for several years 

1.300

1.000

850

710
625

500

300

+28% 

2017 2016 2015 2014 2013 2012 2011 

# of Personal  Cloud 

paid subscriptions worldwide, MM 

175

100

45

2Q 2013 2012 2011 

Subscribers of paid 

market share leader, MM 

Source: Dropbox; HIS iSuppli Corp 

Personal Cloud: market size and growth 



Cloud Automation 
Business Model 

TIDS 
Cloud 

Brokerage 
Company 

TELCO  

 

Telecom Italia  
(Cloud and DC Provider)  

Other SW Vendors 

(Microsoft, Symantec, 

Gomobi, OXC...) 

Parallels as BSS 
(Market Place, Catalog, CRM; 

channels Management..) 

Telecom Italia as SV 
( Virtual Servers, Storage, 

Message Cube, Mobile Device 

Mangement..) 

RESELLERS 

 

  

TELCO/IT VAR  
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Access to our SME Cloud Platform that includes 

an extend catalog offering IaaS and SaaS 

services, in a fully automated and self 

provisionate way to the end customer, with an 

easy reselling management system for the 

Distributor. 

http://www.google.it/url?sa=i&source=images&cd=&cad=rja&docid=vNBcNiJIZJOnPM&tbnid=nQAF35JcH-EUYM:&ved=0CAgQjRwwAA&url=http://www.girlgeekdinnersroma.com/2011/02/02/impresa-semplice-di-telecom-italia-sponsor-della-ggd-roma-7/&ei=5dPbUcfLJIuQ7AbPiIGIBg&psig=AFQjCNGrwOvubMC0fQ3QVW2TaRDmCyQ18g&ust=1373447525643031
http://www.google.it/url?sa=i&source=images&cd=&cad=rja&docid=D1WvOIXzm2S_-M&tbnid=59DVpU076s2UgM:&ved=0CAgQjRwwAA&url=http://en.wikipedia.org/wiki/File:Telecom_Argentina_logo.png&ei=TdTbUffXAeWJ7Ab6lIGgAw&psig=AFQjCNEY9iXnuZqMxPSWUobi6Lecz_aMhA&ust=1373447629075766
http://www.google.it/url?sa=i&rct=j&q=logo+tim+brasil&source=images&cd=&cad=rja&docid=k8GcJg7jWhBaFM&tbnid=R9tQIBao7uPusM:&ved=0CAUQjRw&url=http://coopserj.org.br/&ei=jNTbUcrGLc3jO66rgKgC&bvm=bv.48705608,d.bGE&psig=AFQjCNFoLK2QqGR5Mv9Wv7L09SFE1xA1ag&ust=1373447684723651
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http://www.google.it/url?sa=i&source=images&cd=&cad=rja&docid=Sa5Fo_99rV1fLM&tbnid=QpBwWJjvpUEOZM:&ved=&url=http://twb-odessa.org/new/index.php/symposium/participants/&ei=DfTbUbvpDYqK4ATTvICYAQ&psig=AFQjCNGlvW2WJY1Yx8qFz81vGL_PM7aSYg&ust=1373455757264130


Cloud Automation 
Cloud4SME 

IT IS 

2013 

Static IT catalog 

April 2014 Sep 2014 

Cloud Automation 

Sales, activation & 

management on the  

Automated Platform 

New Services 

“Hand made” 

provisioning and 

Slow & Expensive 

Go to Market 

Cloud on-line store 

New portal with 

completely full 

on line e-commerce 

VOUCHER 

Oct 2014 

Sales 

Portal 

New portal to 

enable sale 

through sales 

men 

Off-line channel 

engagement 
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Le dinamiche dei ricavi tradizionali e delle nuove LoB 

 Rapido incremento dei ricavi delle nuove 

LoB, Digital Identity e Digital Security 

 Ricavi CAGR% z% vs +k% old plan 

Declino ricavi tradizionali Incremento servizi digitali e new LoB  

 Impatto della nuova gara 

 Ricavi CAGR% -x% vs +y% old plan 

2013 2014 Bdg 2015 P 2016 P 2017 

New Plan 

Old Plan 

2013 FY 2014 Bdg 2015 P 2016 P 2017 

New Plan 
Old plan 
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Focus su Digital Solutions e new LoB  
Contrasto al declino dei ricavi SPC  e riposizionamento su Servizi Digitali 

 Forte crescita delle 

nuove LoBs: CAGR h%  

 Grande impulso al Piano 

dato dalla 

collaborazione con 

Marketing Business su 

IT per SME 

 Graduale protezione del  

M2M  

 Sviluppo della Digital 

Identity 
- - 

2013 2014 f2 2015 P 2016 P 2017 

Identity & Security 
M2M & Metering 
CLOUD 
WAP+DCRM 
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81% 19%2013

TIDS Group – Piano 2015-2017 in sintesi 
Ricavi e Proventi 

  Forte crescita dei ricavi YoY  

 Sensibile incremento dei ricavi rispetto 

al Piano 2014-16:  

 Incremento della marginalità: EBITDA on 

Revenues 2017:  +y pp vs 2013 

 Il rapido sviluppo del business 

sostituisce i ricavi tradizionali  in forte 

contrazione a causa dell’esito delle  

nuove  gare: incidenza new digital 

business: f% nel 2017 
 

New Business 

Old  Revenues 

23% 
77% 

2017 

M€ 

2013 2014 2015 2016 2017 

Old Plan 

New Plan 
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TIDS Piano Industriale confronto rolling yoy 

Baseline – New vs Old Plan New Plan: Baseline + Discontinuities 

M€ 

Baseline

Data Monetization

IoT Inorganic

CAGR +tt% CAGR +rr% 

M€ 

2013 2014 2015 2016 2017 

Old Plan 

New Plan 

2014 2015 2016 2017 
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