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Experience is Consumer Defined & Driven
Tailored to Their Own Unique Interests and Needs
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Greatly Expands Addressable Market
Example: Connected Home
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Convergence of SP Segments More Urgent
Can No Longer Be Defined by Access Technology
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.... As Is Integration of Different Industries
Expanded Scope for SPs and Others
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Video is Key for Experience Delivery
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... But Not Easy to Deliver
Video Challenges

Business Challenges Technical Challenges

“Content Scope & Control” “Open, Balanced System”

m_
* Dirterentiation/New Business WIodels  « Achieving scale at a lower TCO
 Content Explosion « Managing video in scope of larger
e Growth of “on-demand” TV Triple Play on the Move convergence
» Increasing relevance of long tail » Linking key architectural elements to
(niche) content to consumers deliver a better user experience
* Impact of “over the top” video « Capitalizing on 3" party innovation
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Overall Media spending in EMEA is growing faster than

the economy (GDP growth: 5,6%)

Entertainment and media market
TV Networks

CAGR: +4,3%
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| The greatest value is Internet/Broadband segments. Most growth will occur in Internet/Broadband segments.




Western Europe: Digital penetration

expected to reach 60% within 3 years

40,000 Digital TV in Europe — 2004-2009* - 70%
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| CAGR | 2006 2007 2008 | |2006-2008] France Sweden
Germany Portugal
Digital cable 38% 29% 21% 25% Italy Spain
Digital satellite 10% 9% 6% 7% the Netherlands syitzerland
Digital terrestrial 38% 26% 20% 23% Denmark UK
IPTV 97% 58% 44% 51%

Digital Terrestrial is expected to grow most and to catch up with Satellite
Digital Cable and digital satellite growths are quiet similar

Digital Satellite still has the most true PayTV Subs

IPTV is the fastest growing platform in Europe




Each country is different, everywhere the potential is real

TV distribution in Europe
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As an example, the battle for the French Triple

Play market...
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Is driving a strong price and services competition

What will be the
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Our most important challenge: Help Service

Providers Differentiate

Phase ITIA:
Value Differentiation

" Value = Customization

+
Higher ROI

Phase II: Pricing a
Scarce Resource

Value = Transport
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Europe to be larger digital TV market than

US by 2006

Digital TV take-up comparison:
Europe* vs. US, 2004-2009
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*Europe:

» Austria
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» the Netherlands
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 Portugal
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% of households with digital TV

digital TV market

this decade

= Europe will overtake the US in 2006 to become the largest

= Europe to overtake the US in penetration terms at the end of




Cisco IP NGN Vision and Architecture
Expanding Cisco’s IPTV/Video over IP NGN Value Proposition
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