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Thank you Perry (Perry Hoffman — Editor, ROW), and Good Afternoon Ladies and Gentlemen.



" Unigue Broadband Systems. hc'

Forward-Looking Statements

The Company cautions that all forward-looking information is inherently uncertain and
actual results may differ materially from the assumptions, estimates or expectations
reflected or contained in the forward-looking information, and that actual future performance
will be affected by a number of factors, including economic conditions, technological
change, regulatory change and competitive factors, many of which are beyond its control.

Therefore, future events and results may vary significantly from what the Company currently
foresees. We are under no obligation (and we expressly disclaim any such obligation) to
update or alter the forward-looking statements whether as a result of new information, future
events or otherwise.

As you are well aware, | must deal with the normal disclaimer or my legal and security experts and authorities will
never let me express my view publicly again, so please be so notified.

| find it quite humorous and noteworthy that the conference has a number of new bench marks this year, and that
this panel and | are one of those benchmarks. These new high water marks (or low water marks depending on the
observer) should be mentioned and not be allowed to go unnoticed.

First, this is the 3rd Canadian Telecommunications Forum, and yet -
Secondly, we are still spending more than three quarters of the conference time talking about regulation or

technology, and



Third, Halloween has fallen right in the middle of the Forum and appropriately so, illustrating that the

communication industry continues to dress itself up as a ghost in order to scare both itself and the regulator.

And last but not least, it's noteworthy to see that this panel, on the “CUSTOMER?”, the only thing that really matters,
is the last panel of the last day.




Being on the last panel of the last day is a little like coming to a wedding after the bride has thrown the bouquet and
all the guests are heading to their cars in the parking lot!



On a more serious note, | have a few basic beliefs that |
would like to share with you:

1. In Canada, we have too many national players, and so 4. Network providers and physical assets are no
2. Consolidation will continue and the oligopoly longer barriers to entry;

will continue to strengthen; 5. Brand is everything and is more important than
3. Small niche market players will continue to exist; physical assets and infrastructure;

6. The velocity of change will continue to increase.



CONSOLIDATION
As shown by this slide, consolidation continues and new "UNHOL Y” Joint ventures are starting to be formed.

While this market may seem large to us Canadians, remember it is “IN TOTAL” just over half of Verizon’s annual
revenues.

Too many players, too small a market.

Small niche players will continue as they allow the “GIANTS” in the land of the “MIDGETS” to build out
infrastructure so new players can use “other people’s” networks to get “their” customers.




While the next few slides are most likely familiar to most of you and not as current as they should be, they do
illustrate a number of important points in the Canadian Communication Industry.

1. Wire lines are flat and are going nowhere;



2. The growth is in the wireless subscriber base and even then Canadian penetration rates are still low.



... This slide is an even more graphic illustration of the same point;



Internet subscriber base is exploding and it, together with wireless access are the growth areas of today and
tomorrow;



And what is discussed very little is the stagnant position of the cable subscribers in Canada.
The base is flat and will remain so as | will discuss shortly.



As | am sure all of you have heard many times, brand is extremely important as evidenced
by my fellow panelist, Mr. Black whose group has arrived in North America, selected its
partners, the ones with the most extensive physical assets, and made arrangements to use
those very assets to accumulate the most important asset of all, “THE CUSTOMER”.

As | will share with you in more detail, this same business model has been used by a
number of bright, agile entrepreneurs like the men and women at Yahoo, Google, EBay and
Skype, who have all basically said to us:

“Let the military, the governments, the universities, and the investors of nations around the
world, spend the time and money building the network.

Then let the Telcos, the Broadcasters, the Cable companies spend the time and money
building the last mile to the consumer.

Then let the device equipment manufacturers (both mobile and fixed) spend the time and
money to build the “appliances” for the customer.

And then last but not least, let the customer go out and spend the time and money to build /
buy his appliances and connections to these magnificent networks.

And then, and only then, will we give the customer the products, services and applications
they want. Our capital will be spent on sales and marketing of applications and we will “own”
the customer.



This shift to the application service providers is just starting. In this “value shift” you can see the following:

1. The three top communications companies in Canada’s annual revenue is less than six months revenue for one
US carrier, Verizon.

2. The fixed assets and goodwill of those Canadian service providers is about 70% of Verizon’s similar assets and
yet their revenues are less than 50% of Verizon revenues (and that’'s not allowing for exchange).

3. But most important, the cash flow from the operations of the “Magnificent Trio” is $9 billion Canadian dollars
compared to Verizon’s $22 billion US dollars — 70% of the asset yet 40% of the revenues.
What does that tell us?

4. And finally, without the “Personal Magic” of Mr. Rogers and Rogers’ magnificent multiples, with both leverage
and EBITDA, the industry values are flat but the amounts are large, in Canadian terms.



5. But the real point of this slide is the bottom two companies - EBay and Google — those companies, using other people’s
networks and having customers buy their own equipment - combined have less total assets (approximately two-thirds)
than Rogers, revenues equal to Telus, cash flows almost equal to Telus and approximately half of BCE'’s. And yet, their
combined market cap is two and a half times that of the three Canadian companies combined.

Very interestingly, with very little capital, little work, little time to market and with previously qualified spending customers,
these companies have established themselves in the communications industry of the next decade or two.

6. This does not include many other companies, including Skype who has over 54 million customers, only approximately $60
million in estimated revenue and has just been purchased for $4.5 billion US.



So what does all this mean? Well, permit me to give you my view on this.

What really matters to the “CUSTOMER” is:
- MOBILITY, which then allows for —
- PERSONALIZATION and then —
- INTERNET access and
- MOBILE INTERNET access will be
more important than any single application
like “voice, data or video”.

When the three conditions of MOBILITY, PERSONALISATION and the
INTERNET are achieved, the customer will have everything they want/need.




MOBILITY

- 15 million Canadians have proven that they will pay a
premium for mobility even without the five 9's service
quality that theTelcos insist is mandatory;

- It is unfortunate that it has taken the Canadian Mobile
Industry 20 years (1985 — 2005) to realize that the product
they are selling is mobility not voice; (some providers still do

not recognize this)

- Penetration rates in Canada are still far below many
countries and while we use more minutes than a great many,

we have less penetration than most.



PERSONALIZATION

Personalization of communication and entertainment is gathering momentum
and will continue to do so. It should be remembered that:

-when the phone was on the wall it was a household utility;
-when it got to a phone booth, it was a public utility;

-when it got to your car, it was a personal utility; But

-when it finally got to your hand, then, and

only then, did it become a “personalized”

mobile device offering first voice, then email
then web browsing and now TV.



INTERNET ACCESS

And Internet access is the single biggest application service desired by
customers because they know with it they can get all the other applications,
voice, video, music, information and entertainment.

And it is interesting to see that, in the same way no one was willing to accept
the death of long distance a number of years ago, today no one is willing to
accept the death of voice.



TODAY — THE HERE AND NOW

Today’s customer has fallen in love with personalization and wants more than voice. The customer
wants, and already partially has, personalized entertainment and information devices and they
obviously must be mobile to be truly personalized.

The communications industry is now being driven by a “customer pull” platform rather than a
“technology push” industry strategy. Customers are spoiled and plan to remain that way. “Always on
and always with you” — the cell phone is the most personal and ubiquitous gadget ever devised —
billions are in service today with 690 million sold last year — that is six times the number of PCs and
laptops sold each year.

Ring-tone sales revenue is almost equal to the US mobile churn revenue - customers going between
US cellular service providers.

People are personalizing the services applications they want:

- Ring tones > $6 billion

- Mapquest giving directions for $4 per month

- Match.com dating for $5 per month

- Parents locating kids — £5 per month

- Kids blocking location - £7 per month

- MobiTV gives 245 channels for regular
air time charges plus $10 per month with
jump frame video frames, not true live TV



Dropped calls are irritating but acceptable due to the overriding desire for MOBILITY. At present
cellular service providers and their bandwidth already prioritizes services — first voice, then data and
finally video.

Can you imagine the network congestion when everyone wants to watch in real time, not “streaming
time”, the 9/11 coverage, the war in Iragq, American Idol, or a major world sports event all at the same
time.

In addition, voice land-line service revenues are declining and | personally believe voice will be dead
and by that | mean free to the subscriber. The USA has 60% wireless penetration and yet the
Yankee Group has recently reported that personal calling on wireless devices has exceeded
residential land lines even though 35% of the US population does not have wireless phones.

Free to the customer and just another application service — the same way long distance was to the
land-based Telecos. Some content or application service providers are already buying
spectrum/channels — ESPN is wholesaling from Sprint.

Today Sprint gets 100 profiles per week from people wanting to sell their wares to the mobile
subscriber.

One software company is combining local information for mobile TV — news, traffic, weather, sports —
local to the user.



All these services or applications are:

- just mobility with an application called “content/information”

- Just mobility with an application called “voice”.

- just mobility with an application called “video”:
ESPN has just paid $2.4 billion for an 8 year Major League Baseball deal and will launch it on ESPN
Mobile (using the network it purchased from Sprint)

- imagine a content company buying an IRU from a

network/transportation company; does this not tell us something?

As you can see, these “applications” for mobility are just digital box-cars filled with 0’s and 1’s that
bring to a customer’s hand, eyes or ears, content/entertainment or information chosen and
personalized by the “Mobile Customer”.

And now the “Internet”:

As you know, EBay has paid $2.6 billion US (half in cash), with another $1.5 billion US to come —to
be able to offer its customers FREE voice to sell more merchandise. Skype has also just partnered
with a German wireless carrier, and T-Mobile Wireless, is saying it will not allow handsets that
support Skype — “Go ahead try to stop the TRAIN by standing in front of it” — and TERRASIP is
offering VolIP in a box.




Mobile content, entertainment and information service markets in Western Europe could reach $40
billion by 2012 according to a recent report from Berg Insight. Why, because:

a) Broadcasters are looking to enhance their interactive TV offerings
and their non scheduling of entertainment
—again MOBILITY and PERSONALIZATION,;

b) Spectrum is being released for DVB-H TV and MediaFlow service
— PERSONALIZATION and MOBILITY;

c) Mobile penetration continues to increase and second devices are
common to customers;

d) Convergence is happening through devices not through the networks
— PERSONALIZATION, MOBILITY and CUSTOMER PULL,;

e) Devices now incorporate increased internal and external storage
-- PERSONALIZATION and MOBILITY



During my time in the communications industry one thing has been constant to me - the degree of
change and the speed of change have always been larger and faster than expected and the velocity
continues to increase.

Today, a full-scale UK trial is taking place that allows people to watch “live”, not streamed, TV on
their mobile devices. Broadcasters can send the same signals to unlimited handsets — no more
congestion like the cellular network with 1:1 connectivity. Strategy analysts estimate that there will
be 51 million users of mobile TV in 2009, with revenues estimated at $6.6 billion.

Again, | believe the prediction is right in the direction, but the “velocity” is understated.

The convergence that we have all been waiting for has and is happening. It is being done by way of
the MOBILE DEVICE.



Here is one group’s view of the emerging MOBILE content and entertainment value chain.

As you can see, the Broadcaster and the Mobile Operator go the furthest along the value chain. However, the
Broadcaster starts earlier in the value chain with origination and production. | believe that these two worlds of
Mobile Communications and Broadcasting will soon come together.

This is all being facilitated by the world standardization of 2.5G networks configuration, rollout and licensing. Why
do you think the “UNHOLY” joint venture between Bell and Rogers was done with Inukshuk — Why?, because even
bitter rivals are being forced into the reality of globalized standards, CUSTOMER CONTROL and the new ..
Broadcast Communication model (“Broadcom”).



The “Anywhere, anytime” customer model has moved to the “Always on, always with me” model, and is in the
process of becoming the “I want what | want, when | want it” customer model.

If the non engineers do not see the point that | am trying to DRIVE home, then let me put it in customers and dollars
and cents.

The Canadian Communication Services and Content Providers will have to change their deployment of human
assets, physical assets and information and entertainment assets or as one eyed GIANTS in the land of MIDGETS
we will be left behind. The industry should thank the Regulator and the Government for the artificial walls they have
provided for ownership and content. We as an industry should “stop complaining”. The customer is uninterested in
Regulation 7-251 or tariffs #17 or limitations on content.




While mobility and the internet continue to change the playing field, we Canadians are
standing around changing team sweaters,

. Canada took 20 years to get 15 million mobile subscribers, China is getting 5
million subscribers a month.

. Skype is a few years old and has 54 million subscribers — free.
. EBay is an electronic retail store with

a) $8 billion in total assets and less than a billion in fixed assets
— this company is a cash company; $30 billion is in working
capital and long term investments;

b) Its revenue is only $3.3 billion and it generates fees from sellers
of goods and services that carry their own inventory and deliver
that inventory to the purchaser. While EBay uses other people’s
network, desktop, inventory that its customers have paid for,
it generated $1.2 billion in income from operations, larger than
Rogers and almost equal to Telus.

c) However, its market capitalization is $54 billion, 7 times that of Telus.



| fully appreciate that | have been treating the US dollar and the Canadian dollar the same — who
cares — the direction, the speed, the velocity and the reality is the message | would like to leave
with you.

- A new “BroadCom” model is being built;

The Customer will get what he/she wants, when and where he/she wants it;

And while the key part of the value chain belongs to the operators which controls access to
the end user, new revenue sharing agreements will have to be put in place.

Mobile Broadcasting will enable cost —efficient mobile mass delivery of any multi media
content.

What makes mobile multi media intriguing to content providers and to advertisers is the fact that
it enables an interactive return channel like SMS — Broadcast content delivered via the Broadcast
channel and customers response via the cellular network — a Hybrid network — BROADCOM.

There is a major move in BroadCom from the “ears” to the “eyes”.

With the “MARKET SHIFT” and “MOBILE MULTI MEDIA” there comes a point where the
dollars spent on advertising will be more substantial than the revenue per subscriber
(ARPU).

The direct market promises of the mobile internet are very large and advertising dollars
always follow “promising markets”.

Mobile TV, hybrid networks, IP data casting over DVB-H or MediaFlow devices is a
MAJOR SHIFT towards the BroadCom model.




And companies are doing whatever is necessary to be players in this new world.

At our companies today we believe in Mobility — Personalization - the Internet and BroadCom model.




We believe the customer is not waiting for the Regulator or the industry to give them what they want. | recently

purchased a phone number in London, England, not a phone, for $40 per year and my daughter and | speak to
each other for nothing — free.

These next few slides are a brief summary of my message:



1. Mobility is here for Entertainment, Information and Communication and it is being personalized.



2. The Internet has permanently changed the customer’s needs and/ wants and the customer will not wait for the
Regulator or Industry Canada.



3. MOBILE MULTI MEDIA is here and in the hand of the Customer to be Personalized




The customer will choose the device;



The customer will choose the service / application.



So let me summarise; DO NOT WORRY ABOUT VolP or 911 or Tariff 52 or
anything EXCEPT the “MAJOR INDUSTRY SHIFT” and “the CUSTOMER".

So let me suggest that for the Fourth Annual Telecommunication Forum, that we:

1. Talk more about the CUSTOMER;

2. Talk less about Canada and what is
happening in the land of the midgets;

3. And spend less time talking about

Canadian regulation and policy.

Remember the customer is “pulling” and doesn’t need the Regulator or Industry
Canada, nor does he/she need technology or the Service Providers to “push”.



THE CUSTOMER KNOWS WHAT THEY WANT AND KNOW THEY CAN GET IT.

Thank you for your time and patience.



