Supporting Telecom, Mobility,

and IT Management Professionals

The Telecom Expense Management
(TEM) Industry Has to Change
Part 1. The Industry

Series Overview

AOTMP® is a 19-year-old company that has both vendor
and business customers in the telecom, mobility, and IT
management industry. We have been consultants and
trusted advisors for all customers in the past. We have
collected data from our database of over 100,000 emailable
industry professionals. We know what works. We know
what doesn’t. Today, AOTMP® s an information services
company supporting telecom, mobility, and IT professionals
across the globe through training, certifications, association
memberships, & programs, best practices,
publications, resources, and professional development.

events

We see the great relationships. We see the churn. We hear
about the great buyers and the unreasonable buyers. We
hear about the effective and the ineffective vendors. We see
the buyers who will never have a successful TEM program
until they change internally. We see the sellers who will say
anything and go beyond reasonable ethics to get a deal.

We believe the greatest opportunities
for growth for both the vendors and the
businesses lie in five core areas.
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We hear the vendors who say they have never lost a customer,
yet we can easily dispute it. We see the enterprise buyers
who put 100% of the blame on their vendor, yet the greatest
challenge is within their own organization. We see the many
happy relationships and we see the many relationships that
just exist because it’s too painful to change. And we see the
major investor wins along with huge investor losses in the
tens of millions of dollars. We see it all.

Armed with this insight and experience, we have decided
to author this eight-part series, not to just point out all
the challenges, but to bring awareness to all the growth
opportunities right in front of us if we can work together to
affect change. It must start somewhere, and it starts with one
vendor and one buyer, then two vendors and two buyers, and
builds from there. For more on the motivation behind this,
please see page 25.

- Improving the buy and sell process. Agree to open and
transparent communications throughout the process,
regardless of the issue.

= Developing stronger vendor - customer partnerships.
Problems are going to happen; commit to focusing on
solutions, not penalizing each other.

-» Focusing on value beyond cost savings. Help each
other identify, quantify, and realize value beyond cost
savings.

= Building world class telecom and mobility
management Centers of Excellence. Work together to
build environments that contribute to overall strategic
business results.

- Accelerating buyer and seller growth opportunities.
Help each other identify opportunities for growth in their
respective businesses.
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The Industry
What Industry?

Before we even start with the industry, | must regress for a minute. The Pandemic. How could we ever forget
the Pandemic. We were all glued to our mobile devices, the TV, or whatever other screens, holed up at home
trying to make sense of what was happening. Every day we heard about all the heroic efforts of the first
responders, the police, the firefighters, the health care workers, and many others. They were on the front lines
every day working to save lives and keep us all safe. We applauded them all, and we should have.

But every one of them relied on their mobile devices, their connectivity, and their general ability to communicate
with the world. Who kept that going and helped manage it all? We did-the telecom, mobility, and IT
management professionals around the globe. But it goes further than that. Not only did we make sure they
could communicate, but also, we moved millions of workers, and their ability to communicate, from offices to
remote set ups at the same time. We did it in days. Did you hear me? Days! How important was that? What
would have happened if those various individuals, teams, and organizations were not able to communicate?
Who did it? We did it. The telecom, mobility, and IT management professionals across the globe.

| didn’t hear our role, and how critical it was, mentioned once on the news, let alone every day like the others.
It's just one more confirmation of how people look at telecom, mobility, and IT management professionals and
the industry. | guess it all goes back to us being tagged as just the “unseen team behind the scenes.” Just stay
in the back room and keep things connected and running and everything will be fine. In other words, you're not
that important. Well, that's hogwash, especially today. And we need to change that. We are a very critical part of
every organization across the globe. We are part of the supply chain, the sales, the customer experience, and
much more. We are part of everything and every role. Without communications and connection, the world shuts
down. Without us managing it, the world shuts down. We are critical, yet don’t get the attention we should, not
just for the recognition, but for the strategic asset we are and can be. It’s time for all of us to change that.

Ok, enough on that. We don’'t have an industry, let alone a recognizable or respected industry. Telecom expense
management, where it all started, has evolved with mobility management and now IT management. And it’s all
starting to blur. So much of our communications and networks and everything else have now has evolved
beyond telecom and mobility and into the cloud. Traditional telecom is now on our mobile devices in the form
of a software license, and the list of technology change goes on and on. So, in this telecom, mobility, and IT
management world we live in, IT management is huge. It involves managing all the licenses, managing all the
cloud solutions, and so much more. It is endless, but for the purposes of this paper series, let’s just say IT
management is managing the cloud user licenses and functionality behind it all that is necessary for our jobs
every day.

In a global market sizing study AOTMP® did in 2019, it was determined that $3.8 trillion in services, solutions
and products were being sold, and bought, in this telecom, mobility, and IT management industry each year.
Cloud infrastructure migration and increased technology enablement demand resulting from the Pandemic
continues to drive annual investments well past the $4 trillion mark. That’s a lot of dollars to buy, to sell, and to
manage. And who does it? We do it.

That gets us down to this telecom expense management industry, which has evolved to include mobility and
technology, including the cloud aspects. The $4 trillion annual global spend continues to grow, yet we still can’t
seem to get traction on creating large global providers in this telecom, mobility, and IT management space,
specifically telecom expense management. We also can’t seem to create Centers of Excellence or strategic
environments within customer environments that make a greater contribution to their businesses.
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So much has changed in this industry since the late 90’s and early 2000’s with bill auditing and then TEM
technology, and yet so much has stayed the same. We continue to innovate on both the buyer and the seller
side, yet we see marginal improvement in revenues on the seller side and marginal improvement in efficiency
and value creation on the buyer / business side. We still don't have a model that is disruptive or industry
changing. We still don’'t have a significant number of role models on either the vendor or the business buyer
side. We still process invoices, audit them, fix the constant billing errors, and more. By the way, on billing
errors, how much of that is on the providers and how much of it could be fixed on the buyer side with the right
processes in place? We tend to blame it all on the service providers, and many times rightfully so, but fixing
or changing processes on the buyer side could make a significant positive impact. We would argue that more
than 75% of the inefficiencies could be fixed just with changes in the buyer environment. It's a given that there
are so many issues and inefficiencies with the service providers and fixing that is an even bigger challenge. It’s
a bigger challenge than the one we have with just managing what we do have with the hands we are dealt. We
spend so much time complaining about the service providers when we, as an industry, should use that time to
fix what we can control. We have plenty of our own work to do, and it could make a significant positive impact
on industry growth.

So, what do we have as an industry? We have marginal year over year improvement on both the buyer and
the seller side. We have so much of the TEM vendor business just stealing business from each other to get
revenue growth. We have businesses unhappy with their providers. We have businesses so tired of change that
they don’t change. We have buyers that are impossible to make happy and think every TEM provider should
be perfect. We have very few providers over the $100 million revenue mark. We have very few businesses
operating at even an 80% efficiency level. Oh, and we don’t even have many ways to measure success beyond
cost savings. And when we do, nobody cares. Our favorite question to ask both buyers and sellers is “how do
you measure success beyond cost savings?” So, while the “industry” continues to grow marginally with great
success stories here and there, we don’'t have a recognizable industry with the big players that add credibility,
nor do we have the huge volume of successes or recognition of value, at any level, that there should be on the
business side.

How is it that the IT service management (ITSM) industry and ServiceNow can grow to a multi-billion-dollar
industry and business, but we can’'t? How is it that the related bill-pay industry can grow to a multi-billion-dollar
industry, and we can’t? And how can someone like Salesforce.com grow to a multi-billion-dollar organization
in less than 20 years, and we can’'t? Their business value has nothing to do with cost savings. It's quite the
opposite. They say, “Make a big investment with us, and we are going to impact your business.”

We talk cost savings as our industry value pitch. The CRM industry talks efficiency as their industry value pitch.
What does that tell us? Do they pitch features and functionality as hard as we do? Or do they pitch business
outcomes? Think about it from an executive standpoint for a minute. We are all very proud of the money we
save every year in our telecom, mobility, and IT environments. We are just awesome. The executive just sees a
line item that is going up quarter over quarter and year over year. What does that tell us? It tells us a lot.

We just keep running, trying everything

This industry is just running on a hamster wheel. We are at full speed, and keep running, harder and harder. We
are not running in circles. The wheel is going in circles, but we are staying in the same place. We are a tired
industry that needs a jolt and needs to be knocked off the wheel. Yet, we just keep running hard and going
nowhere fast.

We have tried so many models. We have done and do the contingency audit-based models. We do managed
services. We have charged based on a percentage of spend or a percentage of savings. We call telecom and
mobility management, technology management instead. We add on payment processing. We develop new
features and functionality. We add on SaaS and all kinds of other acronyms to our solutions. We manage and
audit cloud bills. We add on license management, and we add on utility management. We are trying everything,
yet we see marginal growth.
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Call it technology management, cloud management, SaaS, network, or anything else you want. It doesn’t fix the
root cause problem that sits right in front of us...the one that hampers industry growth and value. The bottom
line is that we need to quit trying to change the lipstick on the pig and get down to all the real opportunity for
change that sits before us.

One of the most interesting things we watch unfold is the great movement into managing cloud spend. Telecom
and mobility management providers pitch and try to take on cloud spend for the customers. The first issue is
we haven’t even mastered telecom and mobility spend and efficiency in business organization yet. The second
issue is that the person often responsible for managing telecom and mobility spend is not the same as the
person managing cloud spend. But the most interesting thing we see unfold is bill auditors trying to “audit”
cloud bills like they audit telecom and mobility bills and wonder why they are not finding the billing errors. This
is not everyone, but we often see auditors or analysts looking for billing errors instead of being focused on
usage and users and what that data tells them. The bottom line is managing cloud invoices is totally different
than managing telecom invoices.

But speaking of the hamster wheel this industry lives on, there are two things we need to focus on to take a
step out of the wheel. Right now, TEM vendors and business teams are often fighting fires and looking in the
rear-view mirror (reacting). In return, they are two steps behind the business needs. They are reacting, not
changing the expense management model. Secondly, the TEM vendor teams are often focused on adjacent
spend categories before mastering telecom and mobility, as just one example. There is plenty more value to
provide both by the TEM provider and the business long before we get into the adjacent spend categories.
Let’s not try to be all things to all people. Let’s, instead, be really good and capture the many opportunities that
sit right in front of us within our core competency.

Onamacro level, this industry spends its time driving while looking into the rear-view
mirror instead of looking forward.

It gets the same results as if you drove your car by looking into the rear-view mirror. We must change that. We need
to stay focused on what we are good at and always be looking forward. If we continue to drive by looking into the
rear-view mirror, and in reactionary mode, we will never move forward.

Who Really C Who cares about what we do? Does the TEM team care? Absolutely. Does the IT
O Really Lares team care about what we do? Maybe. Does the leadership team care about what
Why or Why Not? we do. No. How do we change all of that? We need to and we can.

Why doesn’t the leadership team care? What are we giving them to care about?
Like we previously mentioned, we are all proud of the savings we produce. The
leader team, not so much. All they see is an expense line item going up every year.
Who cares about that? There is nothing strategic about saving a few dollars in a
small piece of a much larger overall operational cost. They likely don’t even see
what we save. It doesn’t even hit their radar...the increasing overall expense does,
though. We must give them something to care about. See our favorite stories later
in this article.

Do we currently provide leadership with anything they care about? Not really.
Is there anything strategic about what we do? Not in most minds. But we can
change that. We can barely get the attention of IT leadership, let alone company
leadership. We can change this industry if we can get the attention of IT leadership
and overall company leadership. But right now, leadership hardly cares.
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We will argue all day long that the first conversation in any buyer and seller relationship should be who cares
about what. First, what does the company leadership team care about? Second, what does the IT leadership
team care about? And finally, what does the telecom and mobility team care about? And it should be in that
order. Yet, most times we start with the telecom and mobility team, or worse yet, we start with what new
features and functionality do | need or can | sell you. That's a death sentence. If we are going to move the
industry forward and create more value and opportunities for the buy side and the sell side, we need to change.
We need to start with the leadership team. If we know what is important to the company leadership team and
then the IT leadership team, we have a much better shot from so many perspectives. We might not be able
to match or provide value to everything that is important to leadership, but we promise, you can tie telecom,
mobility, and IT management to some of it. It’s a start in showing that telecom, mobility, and IT management
can be a strategic asset to the organization instead of just a cost. Can telecom and mobility have a positive
impact on revenue growth? Absolutely. Show them how. Can telecom and mobility have an impact on customer
retention? Absolutely. Show them how. The list goes on and on.

At some point we can discuss getting the message out, created by the internal TEM team and the TEM provider
together, in the form of a newsletter, update, or other communication on a quarterly basis that speaks to the
value being provided to the organization, how it is tied to company and IT leader initiatives...and beyond cost
savings.

Let’s talk about reports and then QBR’s. We can’'t even begin to tell you the thousands of reports we have
seen, generated both by vendors and buyers, which get distributed and never read, or they are read but the
reader has no idea what they mean or what they tell him or her. So many reports and so little action. 90% of
the reports are looking into the rear-view mirror. That’s ok, but the time needs to be spent on flipping that data
into forward-looking insights. What does it tell us? Where are the reports that tie into the business value we are
going to provide to the company leadership team that they care about? Where are the reports that tie into the
IT leadership and the value we are providing to them? Bottom line is we need reports, but have we educated
the readers on what they mean, what to do with them, what the risks are, etc.? They should tell us what we
need to plan for and most importantly, what overall business value they provide. If we, as a telecom, mobility,
and IT management industry cannot demonstrate overall business value to the organization, we will continue
to run in our hamster wheel and go nowhere fast. We must tie our solutions into the business value that others
care about.

And we can’t go without talking about QBRs and the value of QBRs. We have been openly part of, or behind the
scenes listeners on, hundreds of QBRs over the years. For the most part, but not always, they take the format
of 80% here are all the great things we have done and the value we have provided (rear view mirror), 10% about
the challenges we need to deal with, and 10% on here is what else | need to sell you. Again, not always, but
that is a common theme. | would argue that it needs to be flipped and totally refocused. 10% should be what
we have done in the past, 25% on what both sides can do to fix what could be better, 40% on opportunities
and planning for the future to add value, without either side investing more money, and 25% on jointly working
on mapping the value being provided to the IT leadership and the company leadership. There is no reason to
spend time on a sales pitch. Additional solution needs from the buyer will come naturally out of these other
conversations. And every QBR should have an overall focus on what business problems is TEM really solving?

Ideal QBR Format

Review V.4 Current V.4 Growth V.4 Leader Initiative V.4
of the Past 1090 Issues 2590 Opportunities 4090 Mapping 1090
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IT leaders or company leaders might not care right now, but it's our role to start the
education process. We can make animpact on business results. We can contribute
to business strategies. We can help create the future. We can contribute to the
initiatives important to leadership.

And by the way, we will talk more about this in the relationship part of the Series, but the QBR term should be
blown up in our industry and referred to instead as the QBW (Quarterly Business Workshop). BONUS POINTS:
We will be very happy at AOTMP® when we see the first business customer or vendor who shows us their QBW
agenda in a format outside of the past norm.

The Churn

Why is there so much churn in this industry? AOTMP® listens intently to buyers and business customers to
gauge satisfaction with their providers. 65% are discontent or downright unhappy with their TEM provider. Of that
majority, approximately 35% are planning on moving from their TEM provider and approximately 30% feel stuck
because it is too painful to move. So, with two-thirds of business customers not satisfied, churn is no surprise.
Here are the themes we have seen over our 19 years, and they still hold true today:

- At the first sign of trouble, it’s time to move providers.
We are lacking open and transparent communications. We penalize instead of partner. This is a tough industry
and there are going to be issues. Plan on it. Work together and prepare.

= At the first sign of low savings, it’s time to switch providers.
Where’s the other value? That’s the problem. It wasn’t sold on other value. There wasn'’t other value created.
Savings guarantees funded the purchase and with the savings gone, the provider is gone. But isn't having little
savings a good thing...your environment is operating efficiently, or no?

- Vendors pitching so much smoke and mirrors instead of what they really can do and what they can’t do.
More respect will be given when you say “no” or “no, but we would love to partner and work together to figure
out how to make that happen in the future for both of us”.

- With a majority of the relationships that go upside down, it happens in the implementation phase and
never recovers.
Plan for the worst. Know that it is not going to be perfect. Know that telecom and mobility is complex and fast
changing. Know that things change hourly.

- Rarely does anyone go into this, on either side, talking a lot about the challenges they are going to have
and how to manage them. Oftentimes the sense of reality in our complex world is missing.
Instead of spending all the time talking about how great everything is going to be, both parties need to talk
about all the contingency plans, communication plans, likely issues, etc. Create a real partnership, not the
lip-service partnership we see all too often. It is rarely going to go as good as either side would like. Plan on
it and talk about it.

- Neither side spends enough time talking through requirements, planning, contingencies and so forth.
This should be like building technology. The more time you spend on requirements and planning and getting
that right, the quicker and easier it is to get it built and the less rework and fixes you have, all of which cost
time and money.
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The bottom line is that this industry can never become a thriving industry if we don’t fix the churn issue. We
see providers just surviving on take-away deals. That tells us something. This industry and dealing with the
service providers is hard. We know that. But there is so much we can control if we work together as true
partners on the buy side and the sell side of managing the environment. There are significantly more revenues
to realized. There are significantly more efficiencies and business value to provide. We can be a strategic asset
and drive business results if we change our view on each other. We need to make this happen together. We are
the good people, working in a very complex industry. We are two very different groups of people who need to
spend more time partnering for change.

50 Shades of Beige . THE ENTERPRI\SE VIEW

This is what our industry looks like when looking at . *é
TEM provider solutions.

—_

Some have a yellow interface. Some have blue.
Some have this data field. Some don’t. Some collect
invoices one way. Some collect them another way.
Some have automation. Some have people.

Sellers say all day long they are the only ones who

have something when five others have the same WEHATYOSIEANT

&5
ENTERPRISES TO SEE ‘
T

thing. | can’t tell you how many times we have heard
a vendor pitch something and say, nobody else has
this, and yet, we just got done seeing it on three other

o

solutions, some of which had it two years ago.

There are differences, but so much looks the same. . h

s

We must quit pitching our differentiators as features and functionality and instead
pitch the value and business results we bring to the partnership as differentiators.

We can't tell you how many times we have sat through three or four demos with a buyer over a few days and
listened and watched the vendor say things like “we are the only ones that {fill in the blank}” or “let me tell you
about our global capabilities” when the client doesn’'t even want global in scope. And the list of stories like this
goes on and on.

But here is where the real issue is that creates the “50 shades of beige” and the inhibitor to industry growth
and both vendor and business opportunity. We have it all backwards, on both the vendor side and the business
buyer side. So many believe the demo of the software is the most important thing. We will argue that it's the

least important thing. The vendors say, “can | show you a demo?” and businesses say, “can | see a demo?” And
s0, 50 shades of beige is what we get. It all looks the same.
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The demo is the last thing that should happen in the process, not the first thing. The relationship, the sale, the
long-term partnership, the business results and the value creation for the company and IT leadership is not
created with the demo. It’s just the final mechanism to show how we are going to use the technology to create
what really matters.

After reading this series, you should have a few ideas on what really matters. It’s not just another shade of
beige. Here are a few.

Focus on what company leadership and IT leadership care about.

- What'’s important to them?

= List what the two leader groups care about. Do they care about risks, do they care about revenue growth,
do they care about market trends, do they care about security, do they care about competition, do they
care about customer engagement, do they care about market perception?

REALLY differentiate yourself beyond features and functionality.
=» Focus on business results and outcomes not just small cost savings, in the scope of things, that only
matter to a small group.

Plan, plan, plan and plan some more.
Address problems but focus on solutions.

Focus on the data and what it tells you
- Data and reports that REALLY matter.
= Inventory is more critical than anything.

Get beyond the day-to-day telecom, mobility, and IT management world for a
minute. What do others care about? Understanding it and matching your solution
and your environment to contribute to those initiatives is critical, for both the seller
and the buyer...and partner together to make it happen. Don’t be another shade
of beige.

Where’s the Data?
It’s All About the Information

We have gone from the agricultural world to the industrial world to the technology world and are now in an
information world. Technology is a given. You must have it. But information drives the future. While we tend
to focus on our technology and everything it can do, the real key is the information it produces and what you
can learn and do with it. As an industry, we are already behind other industries from a technology perspective,

but we need to quickly advance our thinking to the information aspects of our industry. That’s assuming we
want to capitalize on the significant opportunities for revenue growth on the seller side and the business value
creation on the buyer side, which in turn will accelerate growth and respect in the industry overall.
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Here are our views on information and data ...
- We spend too much time making decisions without data..we speculate, or we ‘think’ we know.

- Every seller / solution provider has significant amounts of data, which in aggregate can really contribute
towards moving the industry growth needle. Maybe AOTMP® should be the aggregator of non-identifiable
industry data from the buy side and sell side?

- Down at the day-to-day execution level, we don’t spend enough time learning what the data tells us and
how we can use it to contribute to results / outcomes.

= This industry in general talks more about problems and looking backwards than it does looking forward,
all without the facts.

= Using data and solving problems together is not the norm in this industry. If it was, we wouldn’t have the
churn and we would be much further ahead.

-» Data tells the story of results. Data helps us create and plan for the future. Data helps us make decisions.

- We all talk about reports and data, but we need to spend more time talking about outcomes and plans.

And speaking of data, arguably the most important set of data is in inventory. In more than 20 years in this
industry and seeing inventories from thousands of environments, we have seen one, yes one, inventory with a
90% or higher degree of accuracy that was kept current and accurate.

Everyone has an inventory. Everyone has a different definition of inventory. Everyone has a different level of
inventory. Very few keep up with their inventory or have it captured globally, to where there is 90% or greater
confidence in the data. The number of businesses that want their TEM provider to provide an inventory but
don’t want to have the TEM provider incorporate their move, add, and change process into it is alarming. Or
the businesses that don’t incorporate contract changes into their inventory. The inventory should be accurate,
and it should be the SOURCE OF TRUTH, trusted by everyone. It feeds reports. It feeds contract negotiations.
It feeds other departments, and other departments feed it. It should be the most important set of data in every
telecom, mobility, and IT management environment. Yet, we see business after business that doesn’t want to
invest what it needs (time, money, process change, etc.) to keep an accurate inventory. Again, a perfect case
of potential value beyond cost savings. The inventory is everything.

How do you define an inventory and how do you define an accurate inventory? We will have to save this for
another time, but suffice it to say many have tried to define it and while it might work for them, there hasn’t
been a universal adoption in the industry. You can however say, when thinking about telecom, mobility, and IT
management, it starts at the highest level, with an inventory of services, contracts, devices, and licenses. Then
it can get very deep from there. And by the way, it’s not just an invoice inventory, as we often see.

The main point is the industry has very few accurate inventories, even when it comes down to just telecom
and mobility services only. And no doubt about it. It's hard. It's not easy. Things are changing daily. But then,
you don’t build an NFL championship football team or win the Olympics with “easy”. It takes a lot of blood,
sweat and tears. Same with a world class telecom, mobility, and IT management environment or Center of
Excellence as we would like to see. It takes a lot of hard work, investment, and commitment. It’s not easy. And
of course, investment, buy-in and hard work comes easier when strategic business value is created.
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Investing in an accurate inventory is critical to providing value to the business,
providing growth opportunities for the seller side and the buyer side, and in turn
contributing to industry growth. If everyone who uses or needs to rely on the
inventory data doesn't have a 90% or higher confidence level in the inventory, you
aren't there yet.

The Impact of Private Equity

Over the years we have seen the impact of private equity, both from a positive and negative perspective.
Overall, private equity has been good for the industry and has definitely helped grow the industry to where it
is today. But we will also argue that private equity has driven unwanted consequences and thwarted overall
industry growth down at the business customer level.

From the outside view of AOTMP®, meaning our view of the buyer side and the seller side, and having both as
our customers, we have seen the following:

= There is often a push from private equity to position for a future sale and it oftentimes becomes more
about that than anything else.

= Thereis a push by private equity for more automation and less people in an industry where the buyers are
looking for guidance and expertise in addition to automation. The advice from the TEM provider is often of
most value to the buyer, and yet we have seen so much expertise leave this industry, creating challenges
for the buyer side.

-» There is no doubt about that it's more difficult to scale a business and an industry based on people than
it is with automation.

= Inthisindustry successful business telecom, mobility, and IT environments have four common components.

1. Technology
A great technology from an outside provider.

2. Expertise
A great provider of expertise of best practices (knows what works in other like-kind environments). This
is oftentimes the same as the provider of the technology.

3. Company Knowledge
The internal knowledge of the business must be in place (the people on the buyer side).

4. Internal Support
Strong support from IT leadership is critical.

= Fully outsourced environments typically don’t get the best results. Fully internally managed environments
typically don’t get the best results. A hybrid approach with the four components above typically gets the
best results.

- We have seen three waves of expertise over the years. First, there was a lot of consulting being provided.
Then we started seeing that knowledge and expertise going away with a heavy technology push. Now we
are back to gradually seeing the importance of expertise coming back into the equation.

= There are far too many low-ball bids just to win deals and get market share to satisfy private equity
pressure or dominate the market, largely at the expense of providing the support the customer needs to
have a successful environment.
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We can'’t tell you how many CEQO’s and sales leaders have told us their strategy is to low-ball every bid to make
sure they win it and then make it up with up-sells. They never get to the upsell as the implementation is poor,
the ongoing service is poor, and the business buyer is “done” with them.

On a very related note, with more to come, we can't tell you how many buyers / business customers buy based
on the lowest price solution as 90% of the decision-making process. When the decision is mostly based on
the monthly or annual cost and not on the value or business impact that is really provided or needed, we see
high churn rates. That thought process is normally a death sentence for both the buyer and the seller and
contributes to industry churn. Buyers and sellers need to get away from low cost selling and buying.

Back to the private equity. We are a big fan of private equity in this industry to fuel growth. We must have it
and it's a valuable tool for industry growth. However, we can also tell you we have seen well over $150 million
in private equity lost in this industry, which is a significant number in our small industry. In fact, over $100
million of it was in just two deals that were part of roll-up strategies. On another day we can write a book
about combining great companies and poor companies and the results. Then, we can follow with another
book talking about the great outcomes for private equity players, sometimes at the expense of the customers.

The bottom line is that we think there is much greater opportunity for private equity. But we must first look at
the fundamental issues in the overall industry and what can be changed in the model to drive more value for
the buyers’ organizations, more value for the TEM providers and, in turn, larger outcomes for the investors.

Working Together Is Gone, or Is [t?

What happened to reality and common sense? What happened to the spirit of partnership? Where is the
leadership? How do we ever grow as a business, as a vendor, or as an industry with such a lack of true
partnership? We just do not see partners that often. It's not that they are not there, we just don’t hear about
them or see them. On the contrary, we hear about the issues from the business side and the vendor side
almost daily. Vendors are talking about their customers and their challenges and businesses are talking about
their vendors and all the things they are not doing well. Let’s talk about something else.

This is a very complex and tough industry with the carriers and providers and all the moving parts as it is. We
cannot afford to make it even more difficult amongst ourselves. We must work together, and we must have
true partnership. Some of the greatest technology (or other companies) in the world are built on working
together to solve challenges. They are not built on focusing, practically non-stop, on problems, like we often
do in this industry. Great global companies are built by multiple groups or teams or organizations coming
together, understanding the challenges, talking about them, and then working together to solve them. But
most importantly, they stay focused on working together to create the future that others, including their
internal and external customers, will want to be part of. Again, while there are successes in the industry, they
are far outweighed by challenges. We must change that by focusing on what we can control...together...buy
side, sell side, and investor side.

Like we said in the Series Overview, there are lots of great success stories and we don’'t want to discount
them, but there still isn’t enough success to make it a thriving industry.

We look forward to the day when we hear about the challenges we conquered together, the business value
stories we created together, and the future we created together. It can be done, and we can do it. Like we have
previously said, it starts with one vendor and one business customer at a time —two parties coming together
to create value and to create business impact.

Then, it becomes two vendors and two customers and the TEM Industry, Act 2,
story begins ... the evolution into what it can and should be.
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A Few of Our Favorite Stories and Themes

- The businesses who tell us they are saving $1 million every year on a $10 million spend and are proud
of it. Shouldn't it be free by now?

= The leaders who have threatened to throw us out of their office if we showed them how to save $20
million a year with their TEM provider.

Makes me look bad and the CFO will take it from my budget.
Find me a way to reallocate the $20 million and you can stay.

- The guy who got fired because his provider found him a $5 million credit. This guy could not have
possibly found everything in his huge environment.

=> The TEM provider(s) who tell us they have no churn. And we just talked to two of their customers the
day before who said they left the provider.

= The President of a nearly $100 billion company who invited us to his office to hear our three-bullet
pitch on how his telecom, mobility, and IT team could help drive up his revenues by 3%.

He had no idea his TEM program saved him $50 million over the past 12 months and didn’t care.

His primary concern was that his company’s network performance was “slowing down” because of all
the sudden cloud-based service demand on the network.

We will talk later about the three-bullet strategic pitch that got his attention.

-> The countless vendors who tell us (or show us) they are the only ones in the industry that have x, y
and z. And we just got off the phone with two vendors earlier in the week who have had it for years.

-» The countless businesses who blame everything on their vendors when it is truly in their own shop.
They forgot to take a hard look in the mirror that morning.

-> The countless times we have heard “we are the only ones that [fill in the blank]”. And we have seen it
implemented in four other business environments in the last two months.

- The organizations we have spoken to or gone into where the mobile team and the fixed teams will not
even talk to each other.

No, it’s worse than that in some organizations...a vendor cannot even do a demo back-to-back with the
business fixed and mobile team as then they would have to pass each other coming and going from the
same conference room.

Where is the leadership?

And while we see and hear all these stories and many just like them, one of our favorite questions of all
time to ask both businesses and vendors in this space is “how do you measure and show value beyond
cost savings?” If | had a dollar for every blank stare we have gotten...and therein lies one of the biggest
fundamental issues in our industry.



https://aotmp.com

Opportunities are Everywhere

= There are opportunities for growth and improvement everywhere in this industry.
-» There are significant opportunities for businesses, for vendors, and for financial partners.

- We have continually said to industry vendors, you can go without generating one new logo in the next
year and significantly increase your revenues. There is so much business and opportunity in your own
customer base.

- We have continually said to businesses, you can go for a year without investing another nickel and
create significant opportunities to lower risk, increase efficiency, and create more value.

= The buyers and sellers can both make significant contributions by focusing on strategic outcomes and
by understanding and resolving the root cause of inhibitors that limit strategic outcomes. Remember
root cause. It's so important. More on that later.

The Fundamental Areas of Improvement

AOTMP® has identified the following five areas of improvement that need to be addressed before we can
begin to build a multi-billion-dollar industry, providing increased benefits to business, vendors, and financial
partners.

= Improving the buy and sell process.
Agree to open and transparent communications throughout the process, regardless of the issue.

- Developing stronger vendor - customer partnerships.
Problems are going to happen; commit to focusing on solutions, not penalizing each other.

-> Focusing on creating or realizing value beyond cost savings.
Help each other identify, quantify, and realize value beyond cost savings.

= Building world class telecom and mobility management Centers of Excellence.
Work together to build environments that contribute to overall strategic business results.

-> Accelerating buyer and seller growth opportunities.
Help each other identify opportunities for growth in their respective business.

Continue reading the article with the thoughts and commitments of the Industry Growth Partners on the
following pages. Industry Growth Partners include both the buy side (business customers) and sell side
(industry vendors).
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The following organizations are committed to industry growth by “moving the needle” in one
or more of the following areas. You will see their stated thoughts and commitments below and
INDUSTRY throughout the article series. Click on any logo to view their web site. They are committed to:

GROWTH

PARTNER

= Improving the buy and sell process.
Agree to open and transparent communications throughout the process, regardless of
the issue.

- Developing stronger vendor - customer partnerships.
Problems are going to happen; commit to focusing on solutions, not penalizing each other.

- Focusing on creating or realizing value beyond cost savings.
Help each other identify, quantify, and realize value beyond cost savings.

= Building world class telecom and mobility management Centers of Excellence.
Work together to build environments that contribute to overall strategic business results.

- Accelerating buyer and seller growth opportunities.
Help each other identify opportunities for growth in their respective business.

Sakon? ASIGNET &

@ CloudAdmin mQ'I'US

< lightyear valmont

calero [ mdsl
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% INDUSTRY
Sakon” e
PARTNER
Sakon is committed to industry growth by “moving the needle”
in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management
Agree to open and transparent communications throughout = Centers of Excellence.
the process, regardless of the issue. Work together to build environments that contribute to

overall strategic business results.

Developing stronger vendor - customer partnerships.
Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.
solutions, not penalizing each other. Help each other identify opportunities for growth in their

respective business.

Creating or realizing value beyond cost savings.
Help each other identify, quantify, and realize value beyond

cost savings.

We asked Sakon
two questions:

From your perspective, and without bringing your solution into it, where are the two
greatest opportunities for growth in this industry?

-

Less than half of large enterprises are currently using a platform for Telecom

Expense Management and instead rely on generalized AP systems, in house tools and
spreadsheets. There is a massive opportunity to bring TEM to these organizations,
thereby driving efficiencies and cost savings.

Telecom Expense Management is so much more than processing and paying invoices.
It also includes quote management, contract management, order management and cost
optimization. Adding these services with the same solution provider has a compounding
effect to the results, maximizing the efficiencies and cost savings.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

“At Sakon, we are 100% committed to achieving the goals of our customers, not our
board or investors. This is why we put the industry’s leading SLA framework in place
that is backed by verifiable data and reviewed regularly in a collaborative fashion with
our customers. With meaningful measurements, constructive dialogue and continual goal
setting true partnerships are possible!”

- Dan Hughes, President
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ASIGNET (g) e

Powered by WAYFAST

Asignet is committed to industry growth by “moving the
needle” in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management
Agree to open and transparent communications throughout = Centers of Excellence.
the process, regardless of the issue. Work together to build environments that contribute to

overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

We asked From your perspective, and without bringing your solution into it, where are the two
. greatest opportunities for growth in this industry?
Asignet two
questions: -> Building a truly Enterprise grade IT cost management solution utilizing Hyperautomation

technologies.

=» Forming solid partnerships with Telecom, UCaa$S, SaaS vendors and allowing the TEM
(Technology Expense Management) solution to integrate to their Enterprise solutions
through technology.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

“The Telecom Expense Management industry which is today the IT financial management
Industry needs to go through a radical transformation to truly provide the value that the
industry has always asked for. Enterprises, Vendors and Expense Management providers
need to shift their current paradigm to truly start increasing value. Automation can and will
be instrumental for this change to happen.”

- Jason Koenigsberg, Executive Vice President
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@ CloudAdmin GROWTH

CloudAdmin is committed to industry growth by “moving the
needle” in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management

Agree to open and transparent communications throughout = Centers of Excellence.

the process, regardless of the issue. Work together to build environments that contribute to
overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

We asked From your perspective, and without bringing your solution into it, where are the two
Cl OUd Admln tWO greatest opportunities for growth in this industry?
questlons: => The greatest opportunity for growth in the TEM industry is for TEMs to leverage

technology that can broaden their offerings. The traditional TEM must find more ways to
provide state-of-the-art expense management solutions into their customer base. This
makes the TEM far more valuable.

=» The next greatest opportunity for growth in the TEM industry is to partner. Traditional
TEMs, large and small, need to be partnering with solutions providers who know the TEM
space and can gain new revenue streams from inside their existing customer base, as
well as to rapidly penetrate new logo accounts.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

“Our go to market strategy is purely through our valued TEM partner ecosystem.
CloudAdmin was purpose-built to provide cloud cost optimization and the valuable
analytics necessary for our TEM partners to successfully drive new business and new
revenue streams from their existing customer bases as well as new logo customers.”

- Dave Shepard, EVP Sales & Marketing
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m Us G
PARTNER
Motus is committed to industry growth by “moving the needle”
in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management
Agree to open and transparent communications throughout = Centers of Excellence.
the process, regardless of the issue. Work together to build environments that contribute to

overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

We asked Motus From your perspective, and without bringing your solution into it, where are the two
- greatest opportunities for growth in this industry?

two questions:

= We see so much more opportunity for our industry to focus more on productivity, not just
cost savings to measure value. Employees are now a greater asset than ever before and
ensuring they are productive is paramount. We cannot look past MMS and TEM providers
need to centralize, control and provide visibility to their key stakeholders, but they must
do so in a way that creates a superior employee experience.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

As it relates to accelerating buyer and seller growth opportunities:

“MMS providers need to view their relationships with customers as strategic partnerships.
Providers that are aware of customer growth and planning initiatives can enable the MMS

provider to be proactive and help facilitate growth as a co-pilot instead of simply trying to

keep up.”

- Scott Villemain, Senior Director - MMS

“Our commitment to pair the leading-edge tech with human expertise will drive the
industry to its next phase. Software alone cannot meet the needs of the market but
blending expertise and guidance with a modern platform creates the results customers are
looking for.”

- Mitch Black, Executive Vice President - Device Solutions
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PARTNER

Lightyear is committed to industry growth by “moving the
needle” in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management
Agree to open and transparent communications throughout = Centers of Excellence.
the process, regardless of the issue. Work together to build environments that contribute to

overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

We a ske d From your perspective, and without bringing your solution into it, where are the two
L_ h greatest opportunities for growth in this industry?

ightyear two
questions: = At Lightyear, we've observed that the biggest enterprise pain points exist around

strategic issues such as vendor selection, price negotiations, service delivery, and
renewals. Unfortunately, today’s TEM solutions are oriented completely around tedious
tasks such as device / service inventory, bill review, and bill consolidation and not at all
around strategic aspects of procurement and service delivery. A huge opportunity exists
if TEM software grows in scope to manage every aspect of the telecom lifecycle from
RFP through to renewal.

- As TEM solutions grow in scope and shift into strategic components of the telecom
lifecycle (procurement, service delivery, etc.), they can create considerably more value
for their customers by helping expose vendor delivery data (beyond just price) to their
customers. Customers don’t just want the cheapest service, they want to understand
performance to delivery timelines, support quality, performance to SLAs, outage
numbers, and more in their decision-making process.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

“Lightyear is building and consistently improving upon the best dataset in business
telecom (100,000+ data points and growing exponentially), which represents significant
surface area for both customer value creation and vendor improvement and growth. We
have data on thousands of RFPs and reasoning for vendor win / loss, service delivery by
vendor and areas for optimization, quote delivery timelines by vendor, price performance
by vendor and region, and demand shifts by product. Each of these data sets present
significant growth and optimization potential for the telecom vendor ecosystem and can

result in improved customer service if acted upon properly.”
- Dennis Thankachan, CEO and Co-Founder



https://aotmp.com
https://lightyear.ai

valmont~fF N

PARTNER

Conserving Resources. Improving Life!

Valmont Industries, Inc. is committed to industry growth by
“moving the needle” in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management

Agree to open and transparent communications throughout = Centers of Excellence.

the process, regardless of the issue. Work together to build environments that contribute to
overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

We a Sk e d From your perspective, and without bringing your solution into it, where are the two
V | greatest opportunities for growth in this industry?

almont two
questions: =» The ability to manage the IT commodity’s supply chain in a single “pane-of-glass”.

= Manage the lifecycle of multiple technologies from sourcing to retirement.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate
industry growth, please provide one commitment, in the form of a quote, your organization
has made to “move the needle” across one or more of these areas.

“We have committed to fostering partnerships with both our suppliers and customers to
optimize our use, deliver and exceed our customers’ expectations for service delivery,
while managing costs”

- Glenn Leatherwood, IT Manager
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PARTNER

Calero-MDSL is committed to industry growth by “moving the
needle” in one or more of the following areas:

Improving the buy and sell process. Building world class telecom and mobility management
Agree to open and transparent communications throughout = Centers of Excellence.
the process, regardless of the issue. Work together to build environments that contribute to

overall strategic business results.

Developing stronger vendor - customer partnerships.

Problems are going to happen; commit to focusing on Accelerating buyer and seller growth opportunities.

solutions, not penalizing each other. Help each other identify opportunities for growth in their
respective business.

Creating or realizing value beyond cost savings.

Help each other identify, quantify, and realize value beyond

cost savings.

From your perspective, and without bringing your solution into it, where are the two greatest
We asked YOUlr persp e gngy 9
opportunities for growth in this industry?
Calero-MDSL

two questions: = Network Modernization: More of a philosophy than a one-time action, network
modernization is an “always on” commitment to delivering on enterprise technology needs,
which starts with the fundamental understanding of “what we have”. You can only improve
upon legacy technology if you can identify and locate it, understand its current usage and
expected functionality, and then evaluate its performance. Many enterprises aren’t here
yet, but a good TEM solution will provide true end-to-end management of a network, from
visualization of inventory thru to recommended optimizations.

= Optimizing Potential: Many enterprises are siloed in how they’re managing their technology
landscape, yielding inefficiencies and overspend. The key to optimization is simplification.
Consolidating technology spend management to a singular platform across telecom,
mobility, and SaaS, identifies redundancies, reduces investment in labor and time, and
provides a more holistic view of technology, unlocking a level of optimization and ROl we
estimate fewer than 10% of enterprises are experiencing today.

In thinking about the areas outlined by AOTMP® that need to improve to accelerate industry
growth, please provide one commitment, in the form of a quote, your organization has made
to “move the needle” across one or more of these areas.

“As our tagline states, we Dare to Innovate. We evaluate and improve our offerings to
ensure we stay ahead of customer needs and delight accordingly. We've established a new
Program Consulting division that partners with customers to identify and deliver on growth
opportunities and curated solutions, and are excited to introduce our tailored solution to
the mid-market. Our success is based on our customers’ successes, which we achieve with

strong partnerships, open minds, and an innovative, purpose-built, configurable solution.”
- Scott Gilbert, CEO



https://aotmp.com
https://www.caleromdsl.com

The TEM Industry has to Change
Part 2: Value Beyond Cost savings

= When will enterprises place value on other aspects of
TEM, and not just cost savings?

= Is there value on just having an accurate inventory?

=» Is there value on just getting your invoices processed
and ready to pay on time?

=» Is there value on leveraging the buyer knowledge with
seller technology?

The TEM Industry has to Change
Part 3: The Buy & Sell Proccess

=» What must change in the selling and buying process?

= Procurement has a role, but it’s not to stop all
communications between the buyers and the sellers.

= Communications must change, be more transparent
and open throughout the process.

= The fishing expedition - why do enterprises send out
300 question RFPs, make the TEM vendors jump
through hoops, when they plan to stick with what they
have, or they don’t even have budget approval?

The TEM Industry has to Change
Part 4: The Dichotomy of Savings

= Say What? The $30 million annual spender who saves
$1 million each year. Soon it should be free?

= The more spend | manage, the more | need to charge
versus the more savings | create for my customer, the
better | am.

=» My TEM provider is no longer saving me any money and
therefore | can’t justify the cost and need to change
providers? Is the provider doing a poor or a good job?

= Save Me Money? Yes, but not so much that it makes me
look bad.

= How do vendors better demonstrate value other than
hard-dollar cost savings?

= A great presentation with not one word of hard dollar
cost savings ... would a buyer buy it?

= How do organizations like Salesforce or ServiceNow
sell without a focus on hard dollar savings?

= Quotes, recommendations, or commitments from our
Industry Growth Partners.

=» What do the vendors gain by pitching smoke and
mirrors and saying they can do everything, even when
they can't?

= You're looking for your 4th, 5th, 6th or even 7th TEM
provider. Isn’t it time to look in the mirror?

= You're pitching to an organization on their 4th TEM
provider? That should prompt a different discussion.

= Quotes, recommendations, or commitments from our
Industry Growth Partners.

= What do you mean you found me $5 million in savings?
That’s going to cost me my job.

= The CIO of a $100 million spender who said “if you save
me more than $1 million a year, you will be fired”.

= It's Ground Hog Day. | keep saving the same money over
and over again.

= What about the root cause? Where is the focus on the
core challenges?

= Quotes, recommendations, or commitments from our
Industry Growth Partners.
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The TEM Industry has to Change

Part 5: The Buyer & Seller Relationship

=» When will there be real partnerships created between
buyers and sellers?

=» Why is it that buyers and sellers can’t seem to
communicate at the first sign of trouble ... and it only
gets worse from there?

=» When will the enterprises realize that there is no perfect
solution in this very complex and difficult industry?

=» When does an accurate inventory become the most
important discussion point?

The TEM Industry has to Change

=» Everyone wants a great relationship, but enterprises
oftentimes don’t let the vendors talk to the business
owners during the initial sales process. How does that
create a foundation for a successful relationship?

= The Quarterly Business Review (QBR) ... the focus
needs to change. It’s not about all the great things we
have done. We just love to drive from the rear-view
mirror and you know how that ends up.

= Quotes, recommendations, or commitments from our
Industry Growth Partners.

Part 6: Building a Center of Excellence

= What is a Telecom and Mobility Management Center of
Excellence anyways?

=» Vendors and business customers really can work
together to build a world class telecom and mobility
management environment.

= Who are the critical stakeholders on the vendor side
and what role do they play?

=» Who are the critical stakeholders on the enterprise /
buyer side and what role do they play?

The TEM Industry has to Change
Part 7: Message to Buyers

= AOTMP@®’s top five recommendations to buyers.

= Quotes, recommendations, or commitments from our
Industry Growth Partners.

=» Telecom and mobility management functions don’t
need to be the support organization in your company -
position it to be a driver of business results.

= How do all parties show more value and contributions
to the business?

= Quotes, recommendations, or commitments from our
Industry Growth Partners.

The TEM Industry has to Change
Part 8: Message to Sellers

= AOTMP@®’s top five recommendations to sellers.

= Quotes, recommendations, or commitments from our
Industry Growth Partners.
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Background

AOTMP® is a global organization, empowering professionals in
the dynamic $4+ trillion telecom, mobility, and IT management
industry. AOTMP® delivers value through training, certifications,
association memberships, events & programs, best practices,
publications, resources, and professional development. Learn
more at www.aotmp.com.

As we watch many other industries become multi-billion-dollar
industries, from the CRM industry to the bill payment industry to
ITSM with ServiceNow growing to nearly $6 billion in 20 years,
the TEM segment of our telecom, mobility, and IT management
industry just continues to struggle. That’s concerning given

the significant opportunities on both the buyer and seller side,
which in turn drives the investor side. There are so many growth
opportunities; however, they are offset by so many inhibitors. It
all just says, as buyers and sellers, we just haven’t yet figured out
how to execute. There is no reason we can’'t work together and
have billion-dollar telecom and mobility management vendors
serving world-class telecom and mobility management Centers
of Excellence, with both sides making a much more significant
contribution to overall business results.

So, the question is how do we move the industry forward? How
do we move to a new level? Or can we? If not, what happens

to the industry? Does the waste and inefficiency just continue,
and we live with it? Do we just continue to make marginal
improvement? Do we continue in the very fast-moving hamster
wheel we live in? After all, we do have a lot of great vendors and
a lot of great buyer environments, but not enough to make an
industry out of the huge opportunity sitting in front of our eyes.

Tim Lybrook
Chief Executive Officer, AOTMP®

Timothy C. Colwell

Executive Vice President, AOTMP®

Given the multi-billion-dollar industry opportunity, offset by the significant growth inhibitors, we had to do
something. We had to start. It will be like moving a mountain, but for the good of the industry, we had to take

the first step. We started with two articles, the first focused on vendor recommendations for buyers followed by

buyers’ recommendations for vendors. Then, in July, we held our first Industry Solution Showcase where we re-
imagined how buyers and sellers connect. Now we are going to take it a step further and explore the industry, the

challenges, and the opportunities, all in an eight-part series to be published in AOTMP® Insights.

And there will be more to follow.
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https://aotmp.com/insights-article/what-vendors-should-consider-when-selling-to-businesses-the-enterprise-perspective/
https://aotmp.com/insights/
https://www.linkedin.com/in/tim-lybrook?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAABvEYQBbtqwLm-P_p6zi_bUH6rA90Y0L6M&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_people%3BasTc%2FpcqSJS%2Bok6VMzfVOg%3D%3D
https://www.linkedin.com/in/timothycolwell?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAAAjDA4Bn4PO-Ik-DLJKDyGUXounjKMux9E&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_people_load_more%3BwWteq0kjTaO4oexEHgtJlQ%3D%3D
https://aotmp.com

Get Involved & Support Industry Growth

Can your business or vendor organization contribute towards
industry growth by “moving the needle” in one or more of the

following areas?

Improving the buy and sell process
Agree to open and transparent communications throughout
the process, regardless of the issue.

Developing stronger vendor - customer partnerships
Problems are going to happen; commit to focusing on
solutions, not penalizing each other.

Focus on creating or realizing value beyond cost savings
Help each other identify, quantify, and realize value beyond
cost savings.

INDUSTRY

GROWTH

PARTNER

Building world class telecom and mobility management
Centers of Excellence

Work together to build environments that contribute to
overall strategic business results.

Accelerating buyer and seller growth opportunities
Help each other identify opportunities for growth in their
respective business.

If so, show your commitment to your internal and external
stakeholders, and to the industry, by becoming an AOTMP®

Industry Growth Partner

Recognition as an AOTMP® Industry Growth Partner

» Belisted and promoted as an AOTMP® Industry Growth
Partner of the entire series - the overview document and
8 publications - from the point of your involvement and
going forward.

« Each AOTMP® Industry Growth Partner will be
recognized as such on stage at the AOTMP® Engage
2023 conference awards and recognition luncheon on
May 3, 2023.

Receive a digital credential to display on your web site, in
marketing materials or as appropriate
AOTMP® Industry Growth Partner designation.

Article Contributions

« Provide comment in the form of two bullets on each go-
forward article topic to be included in a page dedicated to
your organization.

» Provide your company “commitment” in the form of a
quote for each go-forward article.

Article Recognition
Your logo and link to your web site will be included on each
go-forward article.

Distribution Copy

Receive a copy to the final PDF and a link to the online
article in AOTMP® Insights to use in your marketing and
promotional efforts. Both include your logo linked to your
web site. The distribution PDF and article link will include all
growth partners.

Promotion

« The Series, including the Overview and all articles, will
be promoted in AOTMP® Insights, which is distributed
to more than 80,000 industry professionals through a
weekly digest and monthly emails. It will also be promoted
on social media and in numerous email campaigns.

« The Series is expected to be released over five months
and will remain on the AOTMP® Insights web site and
in the AOTMP® Member Community through the end of
2023.

» Each publication will have links back to the previously
published series articles and the overview.

For more information or to get involved
contact your AOTMP® representative or
email info@aotmp.com



https://aotmp.com

